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SMEs have Life Cycles 
 Life Cycle has Four Phases 

 

Four	
  Phases	
  of	
  a	
  SME	
  Life	
  Cycle	
  

1.   Entrepreneurial	
  Phase	
  
2.   Growth	
  Phase	
  
3.   Maturity	
  Phase	
  
4.   Decline	
  Phase	
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  Cash	
  Flow	
  in	
  the	
  SME	
  Life	
  Cycle	
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Governing	
  Values	
  in	
  SME	
  Life	
  Cycle	
  	
  

PHASE	
   VALUES-­‐FOCUS	
  
Entrepreneurial	
   Crea*vity,	
  Risk	
  Taking	
  
Growth	
   Innova*on	
  
Mature	
   Produc*vity	
  

Improvements	
  
Decline	
   Increase	
  Volume	
  

Decrease	
  Cost	
  

INSIGHT:	
  Mature	
  SMEs	
  must	
  learn	
  to	
  focus	
  on	
  BOTH	
  INNOVATION	
  and	
  
PRODUCTIVITY	
  IMPROVEMENT	
  PROJECTS.	
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Structured	
  Innova.on	
  Approach	
  in	
  Growth	
  and	
  
Mature	
  Phases	
  

	
   	
  	
  	
  
	
  You	
  Can	
  Generate	
  Cash	
  Flow	
  with	
  New/Improved:	
  	
  

1.	
  Products	
  	
  3.	
  Technologies	
  	
  5.	
  Strategies	
  
2.	
  Services	
  	
  	
  4.	
  Processes	
  	
  	
  	
  	
  	
  6.	
  Business	
  Models	
  
	
  

WITH:	
  
u 3	
  Categories	
  of	
  Innova.on	
  
u 	
  7	
  Types	
  of	
  Innova.on	
  Projects	
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  3	
  Categories	
  and	
  7	
  Projects	
  
	
  
1.   Radical	
  Innova.ons	
  
2.   More	
  Innova.ve	
  Products	
  
3.   Incremental	
  Products	
  
	
  

1.   New-­‐to-­‐the	
  World	
  Products	
  
2.   Breakthrough	
  Products	
  
3.   New	
  Product	
  Lines	
  to	
  your	
  SME	
  
4.   Addi.ons/Major	
  revisions	
  to	
  Exis.ng	
  

Product	
  Lines	
  
5.   Incremental	
  Improvements	
  
6.   Reposi.oning	
  exis.ng	
  products	
  
7.   Cost	
  Reduc.ons	
  

Innova.on	
  Choices	
  for	
  SMEs	
  

¾	
  

¼	
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Balanced	
  Innova.on	
  Project	
  Por\olio	
  for	
  SMEs	
  

From	
  PDMA	
  2012	
  NPD	
  Best	
  Prac.ces	
  Research:	
  
	
  

Innova.on	
  Project	
  
Por\olio	
  

Best	
  NPD	
  
Performing	
  
Companies	
  

The	
  Rest	
  

Radical	
   21.7% 18.7% 

More	
  innova.ve	
   37.9% 32.3% 

Incremental	
   40.4% 49% 

%	
  Contribu.on	
  to	
  Profits	
  

CASE	
  STUDY:	
  SKYLINE	
  EXHIBITS,	
  PDMA	
  OCI	
  AWARD	
  WINNER	
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Established	
  in	
  
1990,	
  	
  Skyline	
  
offers	
  trade	
  show	
  
and	
  event	
  exhibits	
  
products	
  ranging	
  
from	
  tabletop	
  and	
  
portable	
  exhibits	
  to	
  	
  
modular	
  inline	
  
exhibits	
  and	
  large-­‐
scale	
  island	
  
exhibits.	
  

8	
  



Tradeshow	
  Displays	
  &	
  Portable	
  Exhibit	
  Services	
  Industry	
  
(Construc.on,	
  Installa.on,	
  Dismantling)	
  

Industry	
  Characteris*cs	
  
1.  Considered	
  not	
  an	
  innova*ve	
  industry.	
  
2.  Hit	
  by	
  commodi*za*on	
  and	
  
3.  Low	
  cost	
  foreign	
  compe**on.	
  
Skyline	
  Strategy	
  to	
  breakout	
  of	
  Industry	
  norms	
  
•  With	
  new	
  designs,	
  technologies	
  or	
  materials,	
  	
  

–  Develop	
  most	
  innova.ve	
  products.	
  
–  	
  Be	
  the	
  first	
  to	
  market	
  	
  in	
  the	
  industry.	
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CASE STUDY: SKYLINE EXHIBITS 
 Best Practices Driving Innovation Success  

 

1.   PEOPLE	
  Innovate-­‐Well-­‐Defined	
  Strategy	
  directs	
  &	
  integrates	
  
innova.on	
  

2.   Formal	
  PROCESS	
  supports	
  structured	
  innova.on	
  
3.   TOOLS/METHODS	
  support	
  	
  IMPLEMENTATION	
  
	
  
Ø  	
  Reinvent/Prepare	
  for	
  Future	
  
Ø  CUSTOMER	
  FOCUS-­‐Be	
  Your	
  Customer	
  
Ø  	
  First	
  to	
  market/Fast	
  follower/Cost	
  leader	
  Strategy	
  	
  
Ø  People	
  Use	
  Innova.on	
  Process	
  to	
  Implement	
  Strategy	
  
Ø  Design/Eng./Mkt.	
  Res/Team	
  support	
  Tools-­‐Implementa.on	
  

is	
  Everything	
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SKYLINE	
  Goals:	
  For	
  Leadership	
  in	
  Industry	
  

FROM	
   TO	
  

v 6%	
  of	
  Revenue	
  from	
  New	
  
Products	
  	
  

v 24%	
  from	
  Breakthrough	
  
New	
  Products	
  	
  

v  Incremental	
  Quick	
  Hits	
  	
   v Balanced	
  project	
  por\olio	
  	
  

v  	
  Internally	
  Focused	
  	
   v Voice	
  of	
  the	
  Customer	
  	
  

v Lack	
  of	
  Front-­‐End	
  Planning	
  	
   v Robust	
  Front	
  End	
  	
  

v People	
  &	
  Teams	
  Challenges	
  	
  v High-­‐Performance	
  People	
  
&	
  Teams	
  	
  

Source:	
  PDMA	
  2012	
  OCI	
  presenta*on	
  by	
  Skyline	
  Exhibits	
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Skyline	
  Revenue	
  Goals	
  

Incremental	
  Quick	
  Wins	
  
Con.nuous	
  Improvements	
  &	
  Managing	
  the	
  Core	
  

Major	
  Line	
  Extensions	
  

New-­‐to-­‐the	
  Company	
  Solu.ons	
  

Innova*ve	
  &	
  
New-­‐to-­‐the	
  World	
  
	
  Solu*ons	
  

	
  	
  
Big	
  
Bets	
  

REVENUE	
  TARGET	
  	
  	
  
INNOVATION	
  	
  
PROJECTS	
  

Source:	
  PDMA	
  2012	
  OCI	
  presenta*on	
  by	
  Skyline	
  Exhibits	
  

24%	
  
Breakthrough	
  
Projects	
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PEOPLE	
  FOR	
  HIGH	
  PERFORMANCE	
  	
  

During	
  2005-­‐2007,	
  Skyline	
  Exhibits:	
  
•  Added	
  segment	
  managers	
  	
  
•  Added	
  program	
  manager	
  	
  
•  Clarified	
  team	
  member	
  expecta*ons	
  	
  
•  Implemented	
  peer	
  review	
  process	
  	
  
	
  

Source:	
  PDMA	
  2012	
  OCI	
  presenta*on	
  by	
  Skyline	
  Exhibits	
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Skyline:	
  Well	
  Defined	
  Strategy	
  

•  Compete	
  in	
  price-­‐driven	
  
segment	
  	
  

•  Avoid	
  price	
  compe**on	
  in	
  
core	
  segment	
  	
  

•  Emphasize	
  on	
  CREATING	
  
differen*a*on	
  &	
  barriers	
  	
  

•  Product	
  Doctrine	
  	
  

Source:	
  PDMA	
  2012	
  OCI	
  presenta*on	
  by	
  Skyline	
  Exhibits	
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PRODUCT	
  DOCTRINE-­‐RAPID	
  	
  

•  Responsible:	
  fiscal,	
  social	
  &	
  environmental	
  	
  
•  Arres.ng:	
  disrup*ve	
  alterna*ves	
  	
  
•  Prac.cal:	
  superior	
  func*onality	
  	
  
•  Innova.ve:	
  leading	
  edge	
  	
  
•  Design:	
  Meet	
  our	
  customer’s	
  needs	
  
	
  

Source:	
  PDMA	
  2012	
  OCI	
  presenta*on	
  by	
  Skyline	
  Exhibits	
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Source:	
  PDMA	
  2012	
  OCI	
  presenta*on	
  by	
  Skyline	
  Exhibits	
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Source:	
  PDMA	
  2012	
  OCI	
  presenta*on	
  by	
  Skyline	
  Exhibits	
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Source:	
  PDMA	
  2012	
  OCI	
  presenta*on	
  by	
  Skyline	
  Exhibits	
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Source:	
  PDMA	
  2012	
  OCI	
  presenta*on	
  by	
  Skyline	
  Exhibits	
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Source:	
  PDMA	
  2012	
  OCI	
  presenta*on	
  by	
  Skyline	
  Exhibits	
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SUMMARY	
  
Best	
  Prac.ces	
  Driving	
  Innova.on	
  Success	
  

	
  
	
  1.   PEOPLE	
  Innovate-­‐Around	
  Well-­‐Defined	
  Strategy	
  
2.   Formal	
  PROCESS	
  supports	
  people	
  to	
  innovate	
  
3.   Use	
  proper	
  TOOLS/METHODS	
  for	
  IMPLEMENTATION	
  
	
  

ü  	
  Reinvent/Prepare	
  for	
  Future	
  
ü  CUSTOMER	
  FOCUS-­‐Be	
  Your	
  Customer	
  
ü  Define	
  Ac.onable	
  Innova.on	
  Strategy	
  	
  
ü  People	
  Use	
  Innova.on	
  Process	
  to	
  Implement	
  Strategy	
  
ü  Proper	
  Tools	
  for	
  Innova.on-­‐Realiza.on	
  is	
  Everything	
  

Leadership	
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Q&A	
  

Contact	
  Informa.on	
  
Hamsa	
  Thota	
  Ph.D.	
  
Innova*on	
  Business	
  Development,	
  Inc.,	
  USA	
  
hthota@innova*onbd.com	
  
hthota@gmail.com	
  
Tel:	
  001-­‐912-­‐638-­‐3206	
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