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Presentation Overview

 Attributes and advantages of 

sustainable innovation.

 Influences on success of consumer 

food product innovations.

 Role of process innovation for dealing 

with significant external changes.

 Recommendations for promoting 

sustainable innovation and creativity.



”An established company which, in an 

age demanding innovation, is not able 

to innovate, is doomed to decline and 

extinction.” - Peter Drucker

“Creativity is the generation and initial 

development of new, useful ideas. 

Innovation is the successful 

implementation of those 

ideas in an organization.”

- Teresa Amabile



New NSF Report on Business 

Innovation Raises Concerns

 About 22% of manufacturing companies 

introduced product innovations and 22% 

introduced process innovations in 2006-08.

 Only 9% of non-manufacturing companies 

engaged in product or process innovation 

over the same time period.

 Only 10% of healthcare services firms reported a 

process innovation from 2006-08.

 This significantly affects our country’s ability 

to create new jobs and shareholder value.



Understanding and Managing 

Change and Innovation

 Change appears to be:

Unmanageable (demographics)

Unpredictable (technology)

 Innovation is relatively more

Manageable

 Predictable

 Both are pervasive and accelerating

 Many benefits from innovation as 

strategic response to change.



Goals and Outcomes of 

Sustainable Innovation 

 Improve product or 
service quality

 Grow market share 
or new markets

 Extend product line 
and transfer equity

 Reformulate with 
new ingredients 

 Take advantage of 
new packaging

 Increase efficiency 
of production

 Reduce solid waste 
and pollution

 Comply with rules 
and regulations

 Conserve water and 
energy resources

 Differentiate 
company from 
others



Changing Organizations also 

Create Need for Innovation

 Restructuring and reengineering 

 Mergers, acquisitions, and alliances

 Layoffs lead to job consolidation

 More individual work stress 

 Flatter, horizontal structures

 More shared decision making

 Recognized need for more flexibility



ENHANCING CONSUMER 

PRODUCT INNOVATION



Social Changes Reshape 

Food Values and Behavior

Aging of the baby-boomers

Lack of time, trust and attention

Evolving women’s roles

Concerns for environment 

Ethnic and regional diversity

Search for simplicity and comfort

Hunger for social connection



Successful New Products Build 

on Social Meanings of Food

Food is a source of identity and activism

 Back to nature and connection to land

 Sense of community and solidarity

Way to “Think globally and act locally.”

People want variety and diversity in food

 Rise in popularity of various ethnic foods 

Melting pot has become a salad bowl

People seek social connections through food

More pot-lucks and community festivals

 Community Supported Agriculture (CSA)



When it Comes to Food –

Consumers WANT IT ALL … 



Consumers are Looking to 

Save More Money on Food

• 97% = purchase private label

• 69% = eat out less often

• 50% = eat at lower cost places

• 53% = make shopping list

• 35% = use coupons

Shoppers view private brands as key 

strategy in tough economic times.

FMI Trends 2009 



More Consumers Expect Simple 

Ingredients and “Clean Labels”

 Consumers’ lives are busier than ever.

 Innovations can help make life easier
 Simpler formulations (fewer ingredients)

 Easy to understand packaging (less clutter)

 Easy to prepare (ready-to-eat)

 Consumers want to avoid “chemicals”
 Eliminate artificial ingredients

 Avoid multi-syllable, Latin words

 Labels and packaging claim simplicity



Claims of Simplicity and Purity 

on Food Labels are Expanding

2008 2009

New products with 

terms: “simple, 

simplest, or

simplicity”

467 987

New products with 

terms: “pure, purity, 

or purely”

3,013 5,705

SOURCE: Innova Market Insights



Consumers Increasingly Care 

about and Expect Sustainability 

 Green consumers look for products that are 

organic, recycled, biodegradable, fair trade,  

and generally good for earth.

 Green consumers tend to be older, more 

educated, and higher income.

 Green consumers are less price sensitive, 

more loyal, and more frequent shoppers.

 Large latent demand can be met by: new 

product development and in-store ads.

GMA/Deloitte Green Shopper Study (2009)



Consumer Awareness and 

Acceptance of Green Products
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GMA/Deloitte Green Shopper Study (2009)



Consumer Adoption of Green 

Products follows Normal Curve

GMA/Deloitte Green Shopper Study (2009)



Typology of New Consumer 

Products Available to Retailers

 Some seen as Truly New by Consumers

 Classically Innovative:  Ready-to-eat salads, 

first shampoo-conditioner, Steam-meals

 Equity Transfer Products:  Taco Bell Salsa, P.F. 

Chang’s frozen food

 Line Extension: Pineapple-flavored pickles

 Some SKU’s do NOT seem New

 Clones: another dill chip “brand”

 Temporary items: holiday candies

 Conversion items:  different size package

 Survey of food manufacturers and retailers.



Sources of New Food Product 

Innovation for Manufacturers



Positive Impacts on New 

Consumer Product Innovation



NEGATIVE Impacts on New 

Consumer Product Innovation



Sustainable Innovation Requires 

More External Partnerships

The Store is the Main Marketing Center
With 70 percent of purchase decisions being made 

in-store; and 68 percent of in-store purchases being 

impulse, companies have a tremendous opportunity 

to reach consumers, build brand equity and 

stimulate consumption through effective marketing.

Retailers Increasingly Define the Agenda
Retailers are more sophisticated and demanding. 

Leading manufacturers are becoming expert 

advisors to their retail customers. Compelling 

insights and effective collaboration drive competitive 

advantage for food manufacturers into the future.



PROCESS INNOVATION AS A 

RESPONSE  TO CHANGE



Sustainable Innovation Must Involve 

the Whole Food Value Chain

Food retailers and restaurants have gained 

considerable clout in the supply chain

Food processors, farmers and input suppliers 

continue to lose power in the chain.

If consumers demand or reject particular 

products, retailers listen 

 Major food companies bought organic brands.

 Growing acceptance of private label brands by cost-

conscious consumers



Walmart Sees Consumer Demand and 

Internal Savings with Sustainability

“The  Sustainability index will bring about a 

more transparent supply chain, drive product 

innovation and provide consumers with 

information they need to assess the 

sustainability of products.”  

Mike Duke, Walmart CEO, July 16, 2009

GOAL = Provide customers with product 

information in a simple, convenient, rating –

while driving costs back down the product 

pipeline (through increasing rules on suppliers.)



Walmart’s Rationale for 

Its Sustainability Index 
 The world’s population is estimated to reach 

nine billion people by 2050. 

 The world’s natural resources are decreasing. 
Demand for resources related to everything we 
grow, make, package, transport and throw away 
is outpacing the earth’s capacity to sustain it. 

 Customers want more efficient, longer lasting, 
better performing products. They want to know: 

 the materials in the product are safe 

 that it is made well 

 the product was produced in a responsible way 



Walmart and Others Care about 

Community Development Work

 Community development includes promotion of 

and/or investment in local infrastructure or 

institutions focused on education, health and 

wellness, and economic opportunity.

 Contributing to local communities also enhances 

the well-being of employees and their families.

 Improve quality of life and community vibrancy 

builds loyalty and sustains innovation.

 Local partnerships leverage resources and build 

brand equity in communities.



Innovations that are Part of 

Walmart’s Sustainability Index

Energy 

Conservation

Community 

Development

Relative Advantage Short & long-term 

savings and costs

Unclear payback for 

investments.

Complexity Varies - technology & 

behavioral change

Varies - project scope 

& community context

Compatibility Able to integrate with 

existing operations

Depends on company 

& community culture

Trialability Can start small with 

pilot projects

Can start small with 

pilot projects

Observability Relatively easy to 

measure & quantify

Relatively difficult to 

measure & quantify



CONCLUSIONS AND 

IMPLICATIONS



Enhance Positive Influences 

on Sustainable Innovation

• Clear strategy and compelling vision

• Understanding of consumer needs

• Efficient and up-to-date processes

• Allocation of adequate time and money

• Support for risk-taking and mistakes

• Teamwork and on-going communication 

across functional boundaries

• External partnerships and value-sharing with 

suppliers and customers



Why Individuals do 

not Adopt Innovations

 Lack of awareness or interest

 Habit, complacency and risk aversion

 Fear of adverse impacts on job

 Concern for diminished relevance

 Perceived lack of support or incentives



Why Organizations

do not Adopt Innovations

 Increased costs or reduced profits

 Rigid bureaucracy or procedures

 Traditional or hierarchical authority

 Poor communication or low trust

 Lack of management support or 

commitment



Why the Food Value Chain

Does Not Adopt Innovations

 Lack of trust among partners

 Low sharing of information

 Incompatible technology or 

systems

Differing goals or objectives

Public policies and programs



Understanding Creativity

 Power to do something new and potentially 

useful without being shown or taught directly

 Real creativity depends on intrinsic motivation 

and  passion for innovation

 We are all born with natural drive and inherent 

ability to create 

 Ability to discover new relationships among 

existing ideas, images or technologies

 Creativity can be challenging because it 

disrupts existing norms



Characteristics of Highly 

Creative People

 Open to new experiences and ideas

 Tolerant of uncertainty and ambiguity

 Flexible and multidisciplinary thinking

 Interests expand over time (curiosity)

 Uses many sources of information, 

especially other people

 Uses both sides of brain as appropriate



The best way to have a good idea is to 

have lots of ideas. - Linus Pauling

Imagination is more important than 

knowledge. Knowledge is limited. 

Imagination encircles the world. 

Albert Einstein.

Conditions for creativity are:

to be puzzled; to concentrate; 

to accept conflict and tension; 

to be born everyday; and

to feel a sense of self. 

Franklin D. Roosevelt



More Information:

BLOG:
socinnovation.wordpress.com

E-MAIL:

tom_hoban@ncsu.edu


