
“What a time to 
dig deep …”

“… elevate active management 
of opportunity, rather than focus 

primarily on managing risks.”
“perhaps We need to look 

to the collective Wisdom of
our stakeholders.” 

“The idea of intelligent 
systems addressing the entire  

value chain is key.”
“We are witnessing the decimation 

of century-old business models. 
The winners will be …”

“We have to 
change the Way  

We live.”

execuTive reporT

Building smarter enterprises  
for a smarter planet
Given the context in which innovationJam 2008 took place, and the systemic nature of the global 

collapse of so many seemingly sound institutions, it is not surprising that transparency, efficiency 

and stewardship were the most powerful calls to action in the Jam. After all, many Jammers felt it 

was the opacity of the financial systems, a lack of consistently held values, and previously unknown 

inefficiencies in global markets that led to the financial crisis. it is natural to want to address those 

shortcomings as quickly and aggressively as possible. 

But it was also clear that Jammers aspired for future enterprises to be better, not just as engines  

of profit, but as responsible contributors to a more open, efficient and better world. We believe this 

mandate is not only necessary, but achievable.

intelligence can be built into every function of every business and part of society to monitor, measure 

and manage this transformation. To build smarter towns, cities, airports, hospitals, schools, utility 

grids, banks, supply chains—the list is almost endless, and to judge by the passion and engagement 

of Jammers around the world, so is the appetite to go do it.

iBM, the iBM logo, ibm.com, are registered trademarks or trademarks of international Business Machines corporation in the  
united States and/or other countries. other company, product and service names may be trademarks or service marks of  
others. © copyright iBM corporation 2008. All rights reserved.
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 “Despite the dark skies we are seeing today, 
i believe there is enormous upside and 
opportunity. Many are going to hunker down  
and try to ride it out. But the leaders who 
emerge will be those who see the 
opportunities for growth and societal 
progress, make the tough choices ... 
and go on the offense.”

Sam Palmisano, CEO, IBM



Table of ConTenTs  1

introduction  2

executive summary  6

ChapTer one 

BUILT FOR 
CHANGe  10

ChapTer Two

CUSTOMeRS AS  
PARTNeRS  20

ChapTer Three 

GLOBALLY 
INTeGRATeD  30

ChapTer four

THe PLANeT  
AND ITS PeOPLe 40



1  Dean Takahashi, “IBM’s Innovation Jam 2008 shows how far crowdsourcing has come,” VentureBeat, 
October 9, 2008. See: http://venturebeat.com/2008/10/09/ibms-innovation-jam-2008-shows-how-far-
crowdsourcing-has-come/. See also James Surowiecki’s The Wisdom of Crowds (2004) and 
Crowdsourcing (2008) by Wired contributing writer Jeff Howe.

InnovationJam 2008 …
May you Jam in interesting times.

In the midst of a subprime debacle, housing market collapse, investment  

bank failures and plenty of ominous clouds still gathering on the horizon, what 

initially appeared to be the worst of times for a global brainstorming session  

on how to build the 21st century enterprise was quickly judged to be the 

best time possible by the tens of thousands of InnovationJam 2008 participants. 

What better time for effecting real change than in the full fury of a global 

burning platform?

Events around the world since the four and a half-day InnovationJam in October 

continue to underscore the uncertainty and depth of the challenges ahead.  

They also validate the importance of the fundamental issues identified by 

Jammers: enabling and benefiting from greater transparency; increasing 

efficiency in all aspects of a company’s operations; and expanding the idea of 

business stewardship to economic, social and environmental sustainability.

But why a Jam?

IBM uses Jams to enable broad collaboration, gain new perspectives on 

problems and challenges, and find important patterns and themes—all with  

the goal of accelerating decision making and action. Jams are grounded in 

 “crowdsourcing,” also known as “wisdom of the crowds.” As Dean Takahashi 

noted, writing about InnovationJam 2008 in VentureBeat, “the collective 

instincts of crowds often turn out to be right.”1

2  InTroduCTIon



Held over a 90-hour period from October 5th through 9th, 2008, the Jam 

benefited from nearly 90,000 log-ins that generated over 32,000 posts.  

It tapped employees from more than 1,000 companies across 20 industries—

including thousands of IBMers—as well as independent authorities from  

a variety of fields. Several of these independent authorities also played lead 

roles in guiding Jam discussions, such as subject-matter experts from  

Mars Incorporated, Eli Lilly and Company, Citigroup, and the Boston College 

Center for Corporate Citizenship.

InnovationJam 2008 had a simple mission: turn the insights from IBM’s recently 

released CEO Study, “The Enterprise of the Future”—based on interviews  

with more than 1,100 CEOs—into reality.

The conversation focused on four major areas of inquiry (AOI), each 
reflecting a central “enterprise of the Future” theme:

•  BUILT FOR CHANGe: organizing to lead waves of change by adopting 
collaborative business models and new approaches to harnessing 
disruptive innovation.

•  CUSTOMeRS AS PARTNeRS: effectively engaging a new class of informed, 
demanding and collaborative customers to differentiate products, services, 
customer experiences and a company’s brand.

•  GLOBALLY INTeGRATeD: Tapping into new markets and talent by 
adopting new, globally integrated business models and partnering with 
global networks. 

•  THe PLANeT AND ITS PeOPLe: building sustainable brands, products 
and services that attract a growing class of environmentally and socially 
aware customers, employees, investors and partners.
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During the event, Jammers read through roughly 1.5 million pages. The average 

Jammer read 76 pages and spent just under two hours in the Jam, returning  

to the Jam on average eight times. Just under half the participants from client 

organizations were “active posters.” The other half spent time only reading 

posts and did not contribute new ideas.

BusinessWeek’s Steve Hamm called InnovationJam 2008 “fascinating,” noting  

 “IBM and other big companies have been pushing innovation for a few years 

now, and innovation fatigue is beginning to set in. But the Jams show that this 

kind of exercise can produce not just good feelings and good ideas but  

good results.”2

2   “IBM’s innovationjam Brainstorming Wingding,” BusinessWeek, October 9, 2008 by Steve Hamm. 
See: http://www.businessweek.com/globalbiz/blog/globespotting/archives/2008/10/ibms_innovation.html. 
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NUMBER OF POSTS PER AREA OF INQUIRY 

While Jammers actively posted within each Area of Inquiry (AOI), the AOIs that focused on working globally 
and amidst rapid, drastic change evoked the highest levels of interest.

9,512
BUILT FOR CHANGE

6,977
THE PLANET AND ITS PEOPLE

5,387
CUSTOMERS AS PARTNERS

7,623
GLOBALLY INTEGRATED
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3  While the Jam is over, its content can be accessed by participants at the InnovationJam 2008 site.
See: https://www.collaborationjam.com/innovationjam2008/.

Jammers agreed. As one put it, real change requires “more acting, less 

speaking.” But, producing “results” from such a wide-ranging global conver sation— 

much of which dove deep into fundamental causes and impediments to 

success—is no easy task. A team of IBM technology and business experts 

distilled the Jam’s insights, drawing on cutting-edge text-mining and analytic 

technologies from IBM Research. Their conclusions are presented in this report.3

NUMBER OF YEARS OF EXPERIENCE FOR INNOVATIONJAM PARTICIPANTS

InnovationJam 2008 demonstrated the power of a “�attened playing �eld,” creating a venue for participants 
across all stages of their career to equally contribute their ideas, opinions and insights to the Jam discussion.
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11–15 years

16–20 years

21–25 years

20%
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12%

12%
26+ years

13%



Think Systems:

Taken as a whole, InnovationJam 2008 participants demonstrated a consistent 

ambition: to improve the way the world works by better observing, understanding 

and influencing systems of interconnected and interdependent elements. 

This goes beyond comparatively simpler tasks like system integration. In most 

cases, Jam ideas would require the ability to gather, connect, analyze and then 

act on information from a broad and varied set of elements that make up  

the complex systems of our world. Such elements would include: (a) the 

physical components of a company’s supply chain, or of a natural ecosystem 

(e.g., a river), or of a city’s transportation system (its roads, mass transit, airports, 

ports, etc.); (b) the real-time data generated by all those physical elements; and 

(c) the people who actively participate in the workings of the system.

Whether discussing better approaches to risk management, more efficient 

transportation, meeting energy needs or sustainable brand management— 

or ways global companies and their employees could be more culturally 

effective — most Jammers were optimistic that systems-level thinking and 

action would make our world work smarter.

3,458

Inspiring change

Leading global teams

Finding talent everywhere

Breakthroughs for sustainability

Unleashing employees

2,934

2,015

2,368

2,906

TOP FIVE MOST ACTIVE FORUMS ( BY POSTS)

InnovationJam 2008 participants were highly interested in exploring issues, opportunities and challenges 
related to working globally and in constantly changing environments; and, doing so while maintaining 
social and environmental responsibility. 
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In some cases, Jammers seized on the lack of connection between pieces of 

information that should be correlated (e.g., the cost of the water used to grow, 

process and ship a bunch of bananas with the price of those bananas at  

a local supermarket). In other cases, it was providing better information directly 

to potential users of it (e.g., real-time traffic analysis to people in transit). 

Some Jam conversations emphasized interconnectedness, such as that 

between the “people” elements of these systems. For instance, some cited the 

need for companies to work more closely with their customers, business 

partners and entire business ecosystem through shared risk models, employee 

exchanges and smarter monitoring across their supply chains. Others 

discussed better corporate interconnectedness with civil society to further 

inclusive, sustainable and profitable commerce.

 Sam Palmisano, CEO, IBM

 “You have to understand and accept some responsibility for an extended  
business ecosystem — a supply chain of companies, of individuals and  
communities you can’t control … but their actions and decisions can have  
a material impact on your results and on your company’s brand and  
reputation.  No individual leader … no matter how big the company, can 
control such truly global consequences and contexts.”

exeCuTIve summary 7
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But in many cases, Jammers explored ideas that moved beyond connecting 

disparate pieces of a system. Many ideas would require more advanced 

monitoring and collecting of the right type of information, as well as more 

intelligent analysis of that information to gain insight for better decisions.  

For example, much of the conversation around the current financial crisis and 

its implications for managing risk focused on developing this capability for 

these highly complex and potentially volatile systems.

Jammers concluded that the enterprise of the future must immediately 
begin doing three things: 

•  embrace a new level of transparency for itself and across the systems 
we are seeking to make smarter, allowing customers and partners to 
engage more intimately, and on a variety of levels; 

•  Increase efficiency in every aspect of its business operations, eliminate 
waste, and employ new and powerful monitoring and measuring 
techniques to make better business decisions; and

•  adopt corporate stewardship as a core business function, working closely 
with the public sector to build sustainable business practices that will 
improve global living conditions and drive positive social change.
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InnovationJam 2008 generated many specific ideas on how to turn this list  

of priorities into actions. For example, by making the product development 

cycle more transparent to customers, businesses could enable more “intelligent 

investing,” allowing investors to fund specific products, projects and ideas.  

Or by providing consumers with detailed, real-time supply chain information 

about their products, producers could achieve a new level of accountability and 

marketability. In addition, global financial risk and corporate interdependence 

could be better understood by employees and other stakeholders through a 

sophisticated system of monitoring and data sharing. 

In the pages that follow, we share some of the Jam ideas on how to go about 

achieving such a future. The list is by no means exhaustive, but rather a 

sampling of some of the more progressive, thoughtful and ambitious ideas  

the Jam had to offer. Nor are many of these ideas complete—they are instead 

excellent starting points for continued collaboration, development and 

implementation by companies seeking to lead in these challenging times.

We trust these ideas and this report will help stimulate positive change in your 

organization and set it on the path to becoming an enterprise of the future. 

 “Times like this are when leaders need to go on the offense, focus hard 
on what differentiates them, and innovate … Of course, you have to be 
prudent and disciplined — but it’s even more important to understand 
what’s shaping the tough times and what new opportunities will open 
up out of them.”

Executive Management Jammer



“It’s frustrating to search for the data needed to make decisions.” 

 “a huge share of important  innovations actually take place during crises.” 
Academic Jammer, United States 

Business Development Jammer, Hong Kong

                      “It’s not just about mature market companies going to emerging markets,  
 but about emerging market companies coming to mature markets.”

Human Resources Jammer, Puerto Rico

                        “Leaders need to create a safe  

environment where ‘failures’ are viewed as learning opportunities.” 

 “we are all witnessing sudden changes in the world economy. an economical slowdown seems inevitable … 
we can use the slowdown to our advantage.” 

Research Jammer, Israel 

aerospace and defense Jammer, United States



BUILT FOR 
CHANGe
Perfecting the art  
of corporate evolution

Events in the early years of this new century portend an era  
of change on a scale to which few are accustomed—change 
that is constant and disruptive. Companies at all levels struggle 
to manage and benefit from change—both cultural and 
operational—and weave it into their corporate fabric. In fact, 
in the 2008 CEO Study, 83 percent of executives expected 
substantial change in the coming years, but only 61 percent 
had been able to successfully manage change in the past.

ChapTer one
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 “Enterprises must accept three simple premises around this topic,” said  

Peter Johnson, Executive Director Corporate Strategic Planning, Eli Lilly and 

Company, United States. “First, change is inevitable. Second, change  

is accelerating. Third, the firms that will succeed will be those that adapt  

to change.”

Jammers had many ideas on how to make change a core enterprise 

competency: everything from how to infuse a culture of change throughout an 

organization, to how companies can better inform their decision-making process.

That doesn’t sound complicated. But as many Jammers pointed out, structured 

organizations crave order and predictability. “Change is often at odds with 

order,” said one Jammer. “And order is necessary for a business to function. 

So how does one leverage these two opposing forces? By creating a 

framework that imposes order on how a business responds to change.”

Change will always bring with it some level of disruption. But well-prepared 

companies will need to lead the disruption, not just try to adapt to the new 

circumstances in its wake. Jammers had several recommendations on how 

best to create a “framework for orderly disruption” that would help deal with  

this constant and drastic change.

310

What will the world look like in 2020?

Free time to innovate for employees

Change as a culture

Managing uncertainty in a company or an industry

The real top-three factors for partnering success

289

106

121

144

TOP FIVE BUILT FOR CHANGE DISCUSSION THREADS ( BY POSTS) 

As participants look to the future, they’re seeking ways to best equip themselves to successfully navigate through 
the uncertain, rapidly changing—and sometimes uncharted—business waters.
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TO DO LIST:

1  expand and improve data gathering and analysis to support intelligent 
decision making, targeted at stimulating and managing change. 

2  Teach change and adaptability at all levels of the enterprise. 
Create incentives and measurements for key “adaptability skills.”

3  Create a comprehensive database of project “failures” for future reference. 
find ways to make “smart failure” an acceptable and essential part  
of the culture.

Making Sense of Change 
Using data to inform  
 “intelligent decision making”

These days, data is plentiful, on everything from global market trends to daily 

operations. In fact, companies are drowning in it. Information is abundant;  

it’s insight that’s at a premium.

Increasingly that insight has to be available in real time, or as close to it as 

possible. “It’s frustrating to search for the information needed to make decisions,” 

said Merlina Soto, Training Assistant, Eli Lilly and Company, United States.  

 “The data is available, but not always integrated. So much time is spent putting 

all the pieces together to complete the puzzle. And then you may or may not 

be able to make a decision based on that data.”

When the goal was to “sense and respond” to market shifts as early as 

possible, the task was daunting enough. But the pace and complexity of work 

and life in a global economy and society have rendered even that goal 

inadequate. Now, we need to lead the change—to anticipate, not just respond. 

And that means analyzing vast amounts of data from a wide range of sources 

to model, visualize and project future scenarios. Jammers referred to it as 

intelligent decision making, and felt it has the potential to revolutionize the change 

processes in thousands of companies. 
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 “Building scenarios not only lets you take action to prepare (or decide not to 

take action if that’s the appropriate response), but also lets you challenge  

the implicit and explicit assumptions in your business plans,” said Avi Pollock, 

Head, Applied Innovation, Royal Bank of Canada, in Toronto, Canada. 

Pollock was referring to a forthcoming generation of decision support tools that 

promises to combine disparate data points and aid in the visualization of 

alternative futures and consequences—and to do so constantly, in real time.

Jammers were convinced that business modeling, simulation and prediction 

are poised to take a quantum leap forward. We are on the verge of being able 

to gather and integrate data in such sophisticated ways that it can “understand” 

its place in and relationship to other parts of a system—a supply chain, for 

instance—and interact with other so-called “semantic data” (information that 

carries with it further information about its meaning and relevance). This can 

provide an unprecedented level of decision support.

Of course, this presupposes the collecting and sharing of information across an 

enterprise and among the various constituents of its supply chain, or even 

more broadly, its ecosystem. This level of sharing requires expanded technical 

capabilities, but perhaps more importantly, the business processes, policies 

and culture to support such an open approach. Interestingly, in one Jam Poll, 

respondents rated current management structure and culture significantly 

higher as impediments to effective change than the lack of necessary resources.
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Methods must also exist to capture real-time data about all significant parts of 

a company’s operations. For some areas of a business, this may be relatively 

straightforward—collecting sales and inventory data, for instance. But there are 

many parts of business where thought needs to be given to both what needs 

to be captured and how—for example, measuring the potential value in 

co-creation models, or the impact to a company’s brand from changes to its 

corporate policies.

Without these new tools and the expertise to use and manage them, a 

company’s “change agents” (See “Healthy Appetites” on the following page) 

will enter into battle unarmed. “The corporation not only needs to foster  

change agents, but it also has to promote methodical decision making,” said 

Michael Dougherty, National Business Manager for Strategic Retail Development, 

Mercedes-Benz, United States. “Change agents will not get past the analysis 

phase unless they are equipped to make sound decisions, thus taking action. 

And without making decisions, change does not happen.”

TOP FIVE MOST ACTIVE CLIENT INDUSTRIES IN THE BUILT FOR CHANGE AOI

The most active client industry Jammers tended to come from innovation-driven industries, 
such as Education, Telecommunications and Electronics.

TELECOMMUNICATIONS
6.96%

EDUCATION
12.33%

INSURANCE
5.96%

ELECTRONICS
6.06%

OTHER*
9.64%

*Indicates participants who selected “other” as their industry.

TOP FIVE MOST
ACTIVE CLIENTS

40.95%

ALL OTHER
CLIENTS

59.05%
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Healthy Appetites 
Cultivating an organizational  
hunger for change

Telling employees that change is good is entirely different from getting them to 

believe it. “Knowing that change is inevitable and even desirable does not  

help people prepare for change,” said Sally Jackson, Chief Information Officer  

and Associate Provost at the University of Illinois, Urbana-Champaign, United 

States. “To be more agile, we need to invest a lot more effort into designing the 

transition from where we are to where we want to be, and extending that 

thinking all the way down to the individual employee. I want the people around 

me to feel optimistic about change.”

To achieve this, Jammers felt that a culture of change needs to be carefully 

crafted. That means that enthusiasm for change must come from the top down 

and from the bottom up. In particular, change agency needs to become a part 

of every manager’s skill set, taught in formal training sessions, encouraged 

among employees at all levels and of all ages, and supported with dedicated 

time and resources. 

 “How often do we turn a deaf ear to those who want to make a change?” said 

Anju Bissessur, IT Account Director, Sales & Marketing, Gildan Activewear, 

Canada. “It’s not that we are against it, but it always comes down to timing, 

priorities and resource availability. As long as we don’t commit to make change 

part of our daily chores, and budget time and resources to enable it, it will 

forever be an aspiration.”

 “Change is often at odds with order. And order is necessary for a 
business to function. So how does one leverage these two opposing 
forces? By creating a framework that imposes order on how a  
business responds to change.” 

Systems Engineer Jammer
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Ideas for institutionalizing change included the expected and some that were 

more provocative. Many Jammers championed extensive and mandatory training 

programs, perhaps even a Masters of Change Management (MCM) program, 

to be created in conjunction with universities. Others felt something more 

radical is required. One Jammer suggested exposing employees to constant, 

minor, artificial changes, such as working in different locations or calling 

meetings with very short notice, to stimulate the development of the mindset 

and tactical skills needed for rapid adaptation. By cultivating a culture of 

constant, low-level change, the hope is that managers and employees will be 

ready to handle less frequent, more disruptive changes when they come along.

Monetizing Mistakes 
Learning from “fast failures”

Success stories are all useful tools for sharing knowledge, both within and 

among companies. But some of the most powerful (and painful) lessons 

businesses learn are actually from their failures. 

 “I come from a research and development background, where successful research 

is all about managing failure,” said John Zolper, Vice President of Research  

& Development, Raytheon, United States. “The ability to analyze results and 

determine whether you are on a path to success, or failure, is fundamental  

to research.”

This notion fueled a robust discussion about the best ways to share knowledge 

and experiences, of the positive and negative varieties. There were plenty of 

advocates for wider use of Web 2.0 technologies, such as wikis, blogs, forums 

and instant messaging. But many Jammers felt that mining this unstructured 

data would need to improve if knowledge management were ever to evolve into 

its next generation. 
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One idea that came out of this discussion was the concept of a failure database.   

 “People learn from mistakes, and try not to repeat them again,” said Jason Kao, 

Deputy Director, Taiwan Institute of Economic Research, Taiwan. “However, 

most failed projects repeat the same mistakes. Before any decision is made or 

project carried out, there should be an exhaustive reference database of failed 

cases that can help to improve decision making or project survival rates.”

Learning from failure is not a new idea. Most scientific progress, in fact, is 

predicated on learning from experiments that do not go as anticipated.  

But Jammers saw an opportunity for leadership companies to improve on the 

concept. One notion was “fast failure,” or failure with limited losses (both 

financial and otherwise). It encourages risk taking, but mitigates the downside 

by speeding up the cycle. Another related idea was to think less in terms  

of “big bets,” where a huge amount of resource is applied to one predicted 

winning idea. Rather, businesses can intentionally design experiments based 

on predictive models, then adjust, adapt or, when needed, end them as they 

meet with success or failure in real world situations. In theory, a failure database 

and the business processes and culture to ensure it was a regular part of 

operations would help project managers recognize the signs of probable failure 

earlier in the cycle of business experimentation. 

 “ Successful research is all about managing failure. The ability to 
analyze results and determine whether you are on a path to success,  
or failure, is fundamental to research.” 

Research & Development Jammer
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ManagIng anD PREDICTIng CHangE COLLECTIvELy

The widespread use of multidisciplinary collaboration to manage change was popular 
throughout InnovationJam. “Access to information is getting exponentially easier, meaning 
that organizations can no longer compete solely on the basis of their internal knowledge,” 
said Roland Harwood, Director, Open Innovation, NESTA, United Kingdom. “Instead it 
is trusted relationships that are increasingly critical to successful innovation.”

Jammers were unanimous in their support for building extranets of employees, partners, 
suppliers, customers and stakeholders to share information and collaborate. They also 
suggested virtual worlds and online games to facilitate these processes. And many 
recommended Jams themselves as a way to tighten relationships within far-flung business 
ecosystems. Regardless of the tools employed, external collaboration — also referred to as open 
innovation networks — was seen as a critical component of managing and predicting change. 
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“Creating a platform for  real collaboration with clients is imperative.”
Education Strategy Jammer, The Philippines

Research & Development Jammer, netherlands

 “Being willing to risk extreme collaboration with broad diversity  
will take trust, but can accelerate innovation exponentially.” 

Sales & Development Jammer, United States 

 “It would be very interesting to see Jamming functionality  
enhanced in a virtual world.” 

Information Technology Services Jammer, Mexico 

 “Today there are technologies that make  

the virtual experience similar to face-to-face interaction … that’s critical.” 

Communications Jammer, France

 “It is the clients themselves who will tell us where they 
can add the most value to our offerings.” 



CUSTOMeRS AS  
PARTNeRS
Extreme transparency will drive  
more productive relationships

Since the late 1990’s, enterprises of all stripes have been 
assaulted by waves of customer feedback. Thanks to the 
Internet—and more recently the popularity of Web 2.0 
technology—what was once one of the most challenging 
aspects of the product development cycle has now become 
an embarrassment of riches. In fact, customer feedback is 
so abundant that it has created a problem of a different sort.

ChapTer Two
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 “Finding a way to collect the customer’s voice is easy,” said one Jammer. “What’s 

hard, in my experience, is finding the organizational will to give this laudable 

goal priority and make decisions on the basis of what the customer says.” 

Jammers seemed to feel this “lack of organizational will” was linked directly  

to the issue of transparency. It’s too easy to dismiss customer opinions  

formed without full knowledge of the complex issues a company faces. But if 

companies were to “let the customer in”—i.e., be more open about the real 

constraints and at times opposing forces at work—true customer collaboration 

might ensue. And companies might be more likely to act on that customer 

collaboration, presenting the opportunity for deeper relationships, strengthened 

brand loyalty and perhaps even customers as co-creators.

Jammers envisioned progressive enterprises adopting unprecedented forms of 

transparency to fuel new kinds of interaction and engagement with their most 

passionate and knowledgeable customers. These relationships will be more 

trusting, loyal, productive and mutually profitable.

To do this, enterprises will need to engage customers during all phases of the 

product development cycle. For example, customers could contribute ideas, 

invest time and money in developing those ideas, and then deconstruct and 

improve the final product after it has already gone to market.
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To many enterprises, this level of openness threatens long-held notions of 

intellectual property and competitive advantage. Jammers, however, proposed 

several thoughtful and innovative ways to leverage transparency and take 

customer co-creation to the next level. Taken together, these approaches have 

the potential to significantly increase intimacy between businesses and their 

customers, and revolutionize how products and services are designed, 

produced and sold. 

TO DO LIST: 

1  allow customers greater visibility into all phases of the product development 
cycle, and encourage customers to invest in new ideas and products.

2  provide customers with tools and mechanisms to contribute financially 
and operationally to product development.

3  authentically engage a community of customer influencers to help guide 
future plans and to serve as candid advocates of your company’s brand.

TOP FIVE CUSTOMERS AS PARTNERS DISCUSSION THREADS ( BY POSTS)

Participants are eager to �nd new ways to collaborate with customers and other stakeholders.

ProductJam: invite people to comment on our products

Innovation happens in the intersection of fields

Mass collaboration makes the real difference

Social networking: enage the client

How can you measure the value of cooperation

88

93

114

149

135
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Intelligent Investing 
Funding the ideas that customers care about

Equities can be a rather blunt instrument as an investment vehicle. When you 

buy a share in a large public company, the success of your investment is 

depen dent on a wide range of factors over which you have neither oversight 

nor control. But what if investors could engage in a much more targeted  

sort of funding? What if you could purchase shares in a product, a project or 

even an idea? 

 “Investors could choose from a portfolio of ideas offered by a company,  

rather than investing in a stock,” said Joseph Russo, President, ZedX Inc., 

United States. “The customer, as an investor, would share in the profits of a 

successful idea. The value of an idea could be measured by the number of 

interested investors. By investing in an idea, a customer indirectly votes for a 

company’s development path and shares in its risks and successes.”

As Russo points out, one of the benefits of this “intelligent investing” is the 

market insight gained through the process. Allowing customers to vote on the 

potential of a new product or service with their wallets is the ultimate market 

research. Internally, companies could do the same thing by allowing employees 

to self-select the projects on which they wish to work. 

Several Jammers took this thought and expanded it into a broader ideas market, 

where ideas from individuals could also be funded, independent from public 

companies. “It’s a great way for companies or people to raise research and 

development funds, gauge the potential of an idea, and collaborate with 

customers,” said Tasha Lopez, Software Account Manager, IBM, United States.

 “Investors could choose from a portfolio of ideas offered by a company, 
rather than investing in a stock …  By investing in an idea, a customer 
indirectly votes for a company’s development path and shares in its risks 
and successes.”

Professional Services Jammer
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Of course, to get this kind of funding, companies or individuals will have to reveal 

more of their intellectual property (IP), and they’ll have to do so earlier in the 

development cycle than ever before. New systems would need to be developed 

to handle the complexities of opening up multiple ideas to the investment 

market and tracking the respective results and dividends. However, the current 

global economic crisis is causing many established ways of operating to be 

re-examined. Compared to the alternatives, the IP challenges of greater 

co-creation and more targeted investing might come to be seen as relatively 

easy to overcome. And the rewards could be considerable: an explosion of 

corporate creativity. 

COUNTRIES WITH THE HIGHEST PERCENTAGE OF POSTS IN THE CUSTOMERS AS PARTNERS AOI

There is worldwide interest in collaborating with customers to drive innovation.

5%
UNITED KINGDOM

 15%
CHINA

 11%
INDIA

3%
GERMANY

3%
TAIWAN

3%
JAPAN

3%
AUSTRALIA

5%
BRAZIL

20%
UNITED STATES

3%
CANADA
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Designed to Deconstruct 
Building in “tinkerability” from the beginning

These days, it’s not uncommon to buy a product, bring it home, and still not 

feel as though you own it. Some products carry with them a litany of restrictions 

on use, the violation of which will void the warranty or otherwise sever the 

relationship between the consumer and producer. These “terms of use” limit 

the liability of the manufacturer, of course, but do they yield anything  

productive from the customer relationship? 

 “Why punish customers for taking apart products and modifying them?” asked 

Kora Bongen, Masters Student, University of Illinois at Urbana-Champaign, 

United States. “This kind of service promotes wasteful practices. And customer 

creativity could lead to a valued partnership. How might companies work with 

customers in a way that enables them to actually make their own repairs and 

prolong product life? And what benefit can the company get in return?”

It’s not as radical a thought as it seems. If the Internet Era—and the success of 

open source software in particular—has taught us anything, it’s that allowing 

for widespread, iterative innovation can be vastly rewarding. The Linux operating 

system, for example, is estimated to contain more than 283 million lines of 

source code, which would have cost more than $5 billion to develop through 

traditional, proprietary means. 

This concept applies to more than just software. To extend the mileage of 

Toyota’s popular hybrid vehicles, a company called A123 Systems has 

developed a rechargeable lithium ion battery that fits into the Prius’ wheel well. 

The product can more than double the Prius’ already impressive mileage. 

To enable this kind of “tinkerability,” products themselves need to be designed 

for flexibility from the start. After-markets have existed for decades, but by 

making products easier to modify and providing tools for ample interaction 

between manufacturers and “tinkerers,” companies would have the potential  

to evolve products faster and capture more of their total value.
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 “I see too many businesses that end up in wars with their customers over things 

like how to use content or how to make modifications,” said Paul Brody, 

Partner, Global Business Services, IBM, United States. “These companies often 

find themselves in conflict with their most enthusiastic customers, the ones 

who use the product the most, understand it the best, and are most likely to 

dissect and modify it. All that innovation, and all the information generated  

by their use, should be used to best effect.”

Search and Employ 
Identifying and engaging  
community influencers

Warren Buffett, the famous investor and CEO of Berkshire Hathaway, once 

famously said, “It takes 20 years to build a reputation and five minutes to  

ruin it.” But in the Internet Age, five minutes actually seems a bit generous. 

There’s no denying that branding and advertising are undergoing a stunning 

revolution. Brands are sullied in seconds on the blogosphere and through 

social networks. Demand for some products can skyrocket before a dime of 

marketing money is spent. Identifying and engaging the connectors, mavens, 

and influencers (as popularized by Malcolm Gladwell in The Tipping Point)

has never been more urgent.

Electronics Industry Strategy Jammer

 “These companies often find themselves in conflict with their most  
enthusiastic customers, the ones who use the product the most, 
understand it the best, and are most likely to dissect and modify it. 
All that innovation, and all the information generated by their use,  
should be used to best effect.”
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 “There must be some way to get to the actual data behind the social networks, 

to find out who is connected and how much real interaction there is between 

people,” said Andrew Vorster, Vice President, Technology Research & Develop-

ment, Visa Europe. “That way you can identify the influencers and the followers  

in social groups, and target the influencers directly.”

And of course, bright people around the world are working on technologies  

to do just that. Part of the core InnovationJam 2008 platform, for instance, is a 

tool named COBRA, (Corporate Brand and Reputation Analysis), from IBM’s 

Almaden Research Center. It can mine a wide range of Consumer Generated 

Media such as blogs, news forums, message boards, and other Websites  

to discover how the social media-based community perceives a brand. The 

Cambridge campus of the Thomas J. Watson Research Center is exploring 

collaborative networks that analyze and map social networks, how they function, 

who serves as the all-important conduits and authorities within them, what  

their workings imply for workflow, etc.
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Once a bona fide community of influencers is identified, companies must then 

empower and support it, providing influencers with product information, 

allowing them to help craft a narrative, and listening to their concerns and 

criticisms—in other words, companies must establish the right level of 

transparency with influencers. Courting this constituency can be fraught with 

danger, however. “Marketing pitches to [bloggers] can easily backfire,” warned 

Sacha Chua, Web 2.0 evangelist, IBM Canada. “Just because someone  

cares about your product doesn’t mean that they’ll say good things about it. 

You have to personalize your contact with them. Invite them to look at your 

product or service and share what they think. Be prepared for both positive 

and negative remarks.”

EMPLOyEE ExCHangES FOSTER InTIMaCy anD InnOvaTIOn

In business-to-business markets, companies can develop extraordinary levels of interdepen-
dence, a kind of corporate symbiosis. Key suppliers, service providers, consultants and other 
supply chain partners are increasingly forming global networks; thus there is a burgeoning 
need for higher levels of understanding among interdependent companies. Several Jammers 
gravitated toward the concept of employee exchanges as a means of strengthening those 
relationships and fostering co-creation. 

This kind of exchange might be most appropriate for business partners that have 
particularly close ties, and long-term commitments to each other. But most importantly, 
any exchange program must have clear objectives for using the knowledge gained after  
the rotation ends. As one Jammer noted, “you want to make sure that the employee has the 
opportunity to feel and experience what it is like to walk in the client’s shoes,” but if you 
don’t have a deliberate plan to leverage this, it could be “a waste of time and money.”



Administrative Jammer, Malaysia

Technical Consultant Jammer, United States

 “Create a strong leadership core and rely on a large, fluid and flexible talent pool.”

Electronics Strategy Jammer, Taiwan

 “… human resources are the most critical asset and resource in most corporations.  
   Yet, I’ve not heard of an effective global talent development and management system.” 

Industry Analyst Jammer, United States

                                 “How can you expect to truly understand and serve your global customer base  
if you have 95% of your executive leaders located next to your corner office in corporate headquarters?” 

 “… the willingness to define, manage and take the necessary risk  
               and be prepared for failure can be a significant consideration 
when faced with local and global competition.”

Nonprofit Jammer, United Kingdom

          “If the financial crisis tells us anything  

it’s that you can’t have transactions without trusted relationships first!” 



GLOBALLY 
INTeGRATeD
Faster, smarter, 
and further ahead

Global integration has made the business world smaller and 
flatter. But is it any smarter? Global companies can sell 
products to dozens of countries and string together supply 
chains that span the globe. But they struggle to find and 
employ talent where it is needed. They fail to communicate 
properly with global teams that don’t share the same cultural 
values. And they are just now learning—as are we all—
how interdependent and fragile the global financial system  
has become. 

ChapTer Three
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 “I think we are witnessing the decimation of century-old business models,”  

said Deborah Hopkins, Chief Information Officer, Citibank, United States. “The 

winners will be the companies that innovate their way to new business models 

that serve a flatter world, deal with the issues of being global and local at the 

same time, establish flexible talent systems and understand the needs of both 

institutions and individuals.”

A globally integrated enterprise has many moving parts. It is itself a complex 

system, with ample opportunity to learn, adapt and anticipate. To achieve  

these new efficiencies and flexibilities, however, global enterprises must be able 

to monitor, measure and manage their various systems on a constant basis. 

Through this real-time monitoring, risk and interdependence can be modeled 

and mitigated, and workforces can be optimized. 

Businesses are learning some of these lessons the hard way. But Jammers had 

many thoughts on how to speed the learning curve, even as the global 

business landscape continues to shift. 

TO DO LIST: 

1  engage corporate ecosystem partners in efforts to share and analyze a 
more holistic risk profile. develop robust methods to move analysis from 
“backward-looking” to predictive.

2  add flexibility and self-determination capabilities to workforce deployment.

3  explore the use of virtual worlds and similar immersive technologies to 
bridge cultural divides.
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Risky Business 
Understanding, modeling 
and predicting vulnerability

If there is anything the financial crisis of 2008 has taught us, it’s that risk is 

extremely difficult to quantify. Bankers, borrowers and more than a few 

economic experts were certain that risk in the financial markets was being 

spread and reduced through complex investment vehicles. In actuality, risk was 

being spread and amplified. When one big bank began to falter, others were 

not far behind, and even some that had pursued lower-risk strategies couldn’t 

avoid being affected. 

Given the economic climate in which InnovationJam 2008 was held, it’s not 

surprising that analyzing, modeling and predicting risk were common topics, as 

demonstrated by the popularity of associated forums and discussion threads. 

But the conversation was not limited to financial risk. Geopolitical, environmental 

and operational risks were also widely discussed—as was the need to measure 

risk throughout the entire business ecosystem, including partners, suppliers, 

governments, banks and stakeholders. 

 “As business intelligence gets better within corporations, and the amount of data 

available externally increases, the possibilities for mashing up internal and 

external risk data become greater,” said Stephen Knight, Business Intelligence 

Consultant, IBM, United Kingdom. 

Companies have historically been reluctant to share risk data for fear of revealing 

vulnerabilities and undermining their competitive position. But in a world in 

which one company’s actions can have widespread consequences on entire 

economies, internal risk modeling is no longer sufficient. That’s why Jammers 

were adamant about the need to share and consolidate risk data, not just 

among companies in similar industries, but across entire economies and 

geographical borders.



34  globally InTegraTed

To some extent, this is already being done. The Operational Riskdata eXchange 

Association is a consortium of banks that uses anonymization technology to 

pool risk data without revealing the source of that data. The result is a much 

more statistically sound picture of overall risk in the market. 

The interdependencies of global commerce are still evolving and need to be 

constantly monitored and understood. Technologies like anonymization can 

help standardize risk data sharing, and can eventually be extended to broader 

markets and economies around the world. 

Perhaps of more importance though, is the development of a “two-step 

capability” suggested by Jammers. First, develop sophisticated modeling tools 

that can support the exploration of as-yet unexplored possibilities: what  

could we do? Then, have a robust system to analyze risks associated with 

proposed courses of action as well as existing better-known ones, or the 

answer to what should we do? 

The inability to see creative possibilities suggested by market changes can be 

a severe handicap, increasing the odds of failure due to inaction. Conversely, 

the adoption of creative, even radical, new courses without a deep understanding 

of the kind and amount of risk they entail can lead to disaster.

All of which suggests a very delicate balance that Jammers spent some time 

exploring. The right interaction between intelligent, massively powerful 

computing systems that can help with modeling and risk analysis, and human 

interaction to guide and ultimately take responsibility for deciding, not what  

we could, or should, but what we will do.

 “As business intelligence gets better within corporations, and the  
amount of data available externally increases, the possibilities for 
mashing up internal and external risk data become greater.”

Business Intelligence Jammer
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Good Help 
Finding talent whenever, 
wherever you need it

Finding the right person with the right skills for the right job at the right time 

was challenging enough when a business’ operations were local. In an era of 

globally integrated enterprises, talent management has become a much  

larger, more costly—and more important—problem. 

 “We have good systems to help us manage our assets, production capacity, 

materials, inventory and money,” said Yiwen Wang, Director, Corporate Office, 

Delta Electronics Inc., Taiwan. “However, I consider human resources to be the 

most critical asset and resource in most corporations. And I have not yet heard 

of an effective global talent development and management system so far.” 

There was widespread agreement that sophisticated global talent management 

had been largely ignored by most global enterprises. Jammers shared the 

urgent sense that talent management must be subjected to the same rigors— 

technological and organizational—as finance and strategy functions, both 

internally and externally. 

 

479

Social networking vs. face-to-face collaboration

Exporting talent

Leadership qualities

Barrier of time difference

Be sensitive to cultural differences

310

130

131

219

TOP FIVE GLOBALLY INTEGRATED DISCUSSION THREADS ( BY POSTS)

Participants discussed the range of challenges and opportunities of global integration.
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Some participants suggested that ideas should attract their own talent.  

In other words, a global enterprise might make a portfolio of ideas available to 

its entire workforce, allowing employees to volunteer for the projects they  

most desired. One Jammer noted, “Unlike a funded project, the attractiveness 

of the ideas themselves and the free choice of the virtual teams form an agile 

community, and that determines which ideas move forward.”

Cloud Cover 
Redefining the mobile workforce

It’s hard to see it now, but we are currently living in an embarrassingly 

undeveloped world of mobile technology. It’s true that our mobile devices are 

more powerful than ever, capable of things that were unimaginable just a  

few years ago. But even in this fast-moving, rapidly evolving industry, we still 

have a long, long way to go. 

The ongoing love affair with mobile devices is symptomatic of a burgeoning 

problem. Jammers were quick to point out that people are mobile, not devices, 

and certainly not information. Some day we will all look back and wonder why 

we ever carried so much valuable information around in our pockets on 

proprietary devices with limited compatibility. 

 “I think if you combine the idea of a personal information cloud and a  

universal compute device, we create a world that would be much more intercon-

nected,” said Andre Odinius, Head of IT Integration & Strategy, Wincanton, 

United Kingdom. 

The idea of the personal information cloud is derived from the new, distributed 

computing model that some call “cloud computing.” In this context, the notion 

is simply that all of your information—from corporate databases, to personal 

healthcare records, to biometric data, to music, to phone numbers—would live 
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in a highly secure, central location, also known as “the cloud.” You could use 

any device to access it (much as a Web browser can access any data that lives 

on the Internet). All you would need would be a smart chip—i.e., a “passport” 

that would grant you access to any standardized device: a desktop, a mobile 

phone, a television or an airplane seat-back screen, for example.

This personal information cloud would allow for much more dynamic manage-

ment of data. The mobile device would still exist in this scenario, but it would 

no longer be the repository for e-mails, photos, music or contacts. It would 

simply be another access point to your personal information cloud. No more 

cramming everything of value into one (easily lost) device that requires constant 

charging and a tangle of power cords. The work of the globally integrated 

professional demands something better. 

REGIONAL PARTICIPANT ACTIVITY IN THE GLOBALLY INTEGRATED AOI

Interest in the Globally Integrated AOI spanned the globe, coming from both emerging and mature economies.

NORTH AMERICA 20.5%
LATIN AMERICA 9.9%

EAST ASIA & THE PACIFIC 35.6%
SOUTH ASIA 13.5%

EUROPE & CENTRAL ASIA 19.7%
MIDDLE EAST & AFRICA 0.7%
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Culture Clubs 
Using virtual worlds to help  
bridge cultural divides

It is often derided as a so-called “soft skill.” But today even hard-edged global 

business executives recognize the pressing need for world-class cultural 

sensitivity: the kind of broad global awareness that leads to stronger teams, 

higher productivity and lower costs. It’s a bottom-line kind of sensitivity.

 “From my experience, the most important thing is to understand the  

differences of culture and establish a common sense of purpose throughout  

a global team,” said Mistuhiro Aoyama, Vice President of CISC, Panasonic  

Co., Japan. “We have a lot of issues on any global project, including language, 

culture and distance.” 

These are formidable challenges. Even if money were no object and global 

companies could exchange employees freely, it takes time to develop a  

deep understanding of another culture. That’s why Jammers were excited 

about the potential for using virtual worlds as an inexpensive, never-down way 

to culturally train global teams and leaders. Either on a project-by-project  

basis or as a company-wide training tool, virtual worlds can help bridge cultural 

gaps that inhibit productivity.

 “I think we are witnessing the decimation of century-old business models.  
The winners will be companies that innovate their way to new business 
models that serve a flatter world, deal with the issues of being global and 
local at the same time, establish flexible talent systems and understand  
the needs of both institutions and individuals.” 

Executive Management Jammer
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 “The more visual an interaction is, the more effective it becomes,” said  

Ma. Soledad Gaston, Collaboration & Productivity Practices Leader, CEMEX, 

Mexico. “Today, there are technologies that make the virtual experience  

similar to a face-to-face interaction. And we think that’s critical.”

Of course, virtual worlds will need to evolve beyond their early, clunky interfaces. 

And they will need to be optimized for the types of interactions that take place 

within business environments, requiring the expertise of sociologists, cultural 

anthropologists, learning professionals and the like. And while there are aspects 

of today’s virtual worlds that seem less than serious, the opportunity is not  

so much to force fit a real business objective into a gaming paradigm, but to 

harness the dynamic and interactive strengths of gaming—participant motivation, 

attention and immersion, for instance—for serious business objectives.
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Project Management Jammer, South africa

Telecommunications Jammer, Finland

Managing Consultant Jammer, India 

“Newer entrants in the workforce identify themselves as ‘New Global Citizens’ —  
 citizens of the planet, not their city or even their country. 

         “As long as quarterly figures are the measure of a business (by the analysts), 
  then meaningful investment in socially responsible business is constrained.  
Unless we can invest for the long term, we will only ever be reactive or tactical, and not strategic.” 

 “Companies to care and have a true opinion about global issues …  
that is the best foundation for unleashing employees.” 

Banking Strategy Jammer, netherlands

 “What type of KPI’s make sense and can get a company from safe and easy measures  
and leap to really embedded social/green behavior?”

Marketing Jammer, United States 

   “… shouldn’t we be taking it a step further  

 and trying to not only limit future damage, but repair past damage as well?” 



THe PLANeT  
AND ITS PeOPLe
Stewarding the  
sustainable revolution

It has been a rapid and steep ascent up the sustainability 
learning curve over the last few years. Terms like carbon 
trading, zero waste, fair trade and social return on investment 
have become a regular part of corporate conversations. 
This rapidly evolving language of sustainability is helping to 
define a new global understanding of how we should  
live and work. 

ChapTer four
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But we still have much to learn and many difficult choices to make. We are 

learning that the systems that govern our world are more complex and 

interconnected than we had imagined. We are learning that food, energy, 

commerce, economics, healthcare and our natural environment are inextricably 

tied to one another. We are learning that the thousands of global companies 

with direct stakes in the health of those systems are increasingly expected to 

steward them. And as Jammers consistently observed, the recent financial 

crisis has forced us to consider “sustainability” as a much broader imperative 

than perhaps we had previously imagined. None of the resources available to 

companies today, whether physical, virtual, financial or human, can be viewed 

as inexhaustible or too abundant to not treat with the greatest care. 

 “Now more than ever there is a tremendous opportunity for companies to lead,” 

said Bradley Googins, Executive Director of the Boston College Center for 

Corporate Citizenship, United States. “The question we have to ask is what does 

leadership look like? What’s required to restore—even elevate—a sense of 

confidence in our global systems?”

It was in this spirit of hope and reinvention that InnovationJam 2008 set out to 

define the role of the enterprise in this new global reality. The conversation 

varied widely, from ways to capture the energy all around us, to how we can 

responsibly enter emerging markets. Along the way, Jammers contributed 

more than a few new terms to the glossary of the global good. 

TO DO LIST: 

1 evaluate, measure and monitor sustainability of global supply chains.

2 locate key corporate executives in emerging markets.

3  promote a genuine culture of corporate leadership in sustainable business 
throughout the enterprise.



45%

22%

17%

11%

 5%

TRANSPAReNCY

eNeRGY  
CONSUMPTION 

RAW MATeRIAL  
SOURCING

LABOR  
PRACTICeS

WATeR  
USAGe

TO MeASURe A vALUe  
CHAIN’S SUSTAINABILITY, 
JAMMeRS THOUGHT THAT 
THe MOST IMPORTANT  
THING TO KNOW IS:

The planeT and ITs people  43

The Sustainable Supply Chain 
Measuring accountability in the age  
of global commerce

For decades companies of all shapes and sizes have been wringing every last 

drop of efficiency out of their supply chains. By automating, integrating  

and spanning the globe for cheaper sources of materials, the savings have been 

immense. But now these businesses have a new supply-chain mandate: 

sustainability.

The exact definition of a “sustainable supply chain” depends on the individual. 

For some it means reducing a product’s environmental footprint. Others  

look more closely at labor practices, while still others are more concerned with 

consumer safety, transparency and accountability. All of which is why Jammers 

were united in their calls for a “Sustainability Index,” a system of measurement 

that takes into account all aspects of responsible sourcing and production, and 

then makes that rating publicly available. 

 “I think we need to establish a sustainability rating system for corporations,”  

said Barry Chan, Associate Partner, Global Business Services, IBM, Hong Kong. 

 “Did they properly manage and reduce pollutants in their manufacturing 

processes? Did they consume fewer natural resources and have less destruction 

to the environment? We need a rating system to help us understand how 

committed they are to sustainability.”

Measuring and monitoring sustainability across an entire supply chain is 

undeniably complex and fraught with political implications. But rating systems 

and standards like the ones proposed have been implemented before. For 

example, the Leadership in Energy and Environmental Design (LEED) program 

assesses residential and commercial construction based on hundreds of 

different data points, and assigns an overall rating. 
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Ultimately, Jammers felt that a sustainability index for supply chains would  

only be successful if it was easily understood and embraced by consumers.  

A widely used Sustainability Rating would go a long way toward affecting 

consumer buying habits. And one participant even suggested simple bar codes 

on products that provide more detailed supply-chain traceability. Consumers 

could use their mobile device to scan the code (or RFID tag) to reveal data on 

processes, dates and locations. A solution like this would increase accountability 

(not to mention marketability) on the producer side, and safety and brand 

loyalty on the consumer side.

The Next Billion 
Growing the common good  
in emerging markets

It’s easy to get wrapped up in the rhetoric of billion-person markets and 

economic growth at the base-of-the-pyramid. These phrases have become the 

mantras of the microfinance generation. But how well do global companies 

really understand these markets, and how many are entering in a responsible 

and sustainable way? 
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TOP FIVE PLANET AND ITS PEOPLE DISCUSSION THREADS ( BY POSTS)

An increasing number of businesses are recognizing that corporate social responsibility is not some separate 
category—it is a way to think about the entire business and its continual interactions with the surrounding 
communities, environment and society.
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The subject was of huge interest in InnovationJam 2008, as evidenced in the 

most popular forums and discussion threads. There were many different 

sugges tions for how best to approach these developing markets, but one in 

particular resonated throughout the discussion: Global companies must  

locate a higher percentage of their senior leadership in the markets they hope 

to develop. 

 “My question to any CEO who is serious about globalizing their organization: 

How can you expect to truly understand and serve your global customer base 

if you have 95 percent of your executive leaders located next to your corner 

office in corporate headquarters?” said Navi Radjou, Vice President, Forrester 

Research, United States. “Rather than merely stating that the world is flat, 

Western CEOs need to start shifting the locus of their decision-making power 

from the West to the East.”

One of the key benefits of locating key employees “in-market” is a greater 

understanding of the needs of that market. This understanding leads to 

products and services that not only appeal to the customer base, but also 

build wealth and improve living conditions in the area. 

Another benefit extends beyond understanding to actual collaboration. Locating 

key employees in-market heightens the likelihood of developing deep, long-lasting 

relationships with the right local experts, market influencers and government 

policy makers. This, in turn, leads to more understanding and effectiveness in 

acting in socially responsible and sustainable ways at the local level. 

Of course, it is easy to propose locating key executives in-market, but it is 

unlikely that a company can distribute all its key executives around the world  

in all the markets it hopes to enter. So companies will need to experiment  

with the right balance for such an approach. And delegating responsibility for 

an emerging market to a token executive placed there is certainly not a viable 

long-term strategy. The best companies will find ways to transfer knowledge 

gained in an emerging market throughout the entire enterprise, so it can inform 

all their efforts toward sustainable business practices.
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Repair and Recovery 
Moving beyond conversation

Even if the entire global population were to end all carbon emissions today,  

we would still have a very serious, and potentially catastrophic, environmental 

challenge on our hands. In many ways, the damage has already been done. 

Yet that doesn’t mean it can’t be undone. 

 “While the concept of sustainability is positive and one I fully support, it is 

focused on merely limiting the damage of future human activity on the 

environment,” said Troy Jensen, Integrated Marketing Communications Client 

Lead, IBM, United States. “Shouldn’t we be taking it a step further and trying  

to not only limit future damage, but repair past damage as well?”

THOUGHT CLOUD

Visualizing The Planet and  
Its People conversation
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There are many efforts and fledgling technologies in development to achieve 

this laudable goal. In fact, billionaire entrepreneur Richard Branson has  

offered $25 million to anyone who can remove a billion tons of carbon dioxide 

from the atmosphere. Corporations of every variety can also engage in this 

challenge, not just as an act of corporate social responsibility, but as a massive 

market opportunity.

But whether it is carbon sequestration through phytoplankton, or simply 

planting more trees, the world will need to be thoughtful and comprehensive in 

whatever approach it takes. Every time we effect dramatic change on a major 

ecosystem, there are thousands of unintended and unforeseen consequences. 

To understand these consequences, we must model, analyze and predict to 

the best of our ability.

One Jammer noted that even with the best intentions, environmental interventions 

can have unexpected and potentially adverse results. Within a system as 

complex as the Earth, the Jammer suggested that perhaps the best option is 

to try and reduce negative impacts on the environment, while letting natural 

systems repair the damage incurred.

Not that nature has all the answers. “It’s not a matter of nature versus science,” 

said Tovi Riegler, Head of Technology Ventures, SAP Labs Israel. “It’s utilizing 

science in a new way that takes the environment into account.”

 “As much as the threats to the physical environment have ushered in  
a new wave of sustainability, the recent upheavals in the economy, 
and the profound challenges on the social front — from social inequality 
to healthcare, jobs, education, etc. — are in effect broadening and  
redefining sustainability.” 

academic Jammer



48  The planeT and ITs people

Power of the People 
Harnessing the potential of  
personal kinetic energy

The nice thing about alternative energy is that there are so many alternatives. 

Waves, wind, sun. Energy is, in fact, all around us, all the time. We are 

consuming it and producing it on a constant basis, in quantities large and small. 

Walking, eating, moving, driving—even sleeping. As the law of conservation  

of energy states, energy is never really lost; it is simply transferred. 

With this in mind, several Jammers seized on the notion of capturing, converting 

and consuming a minute but plentiful source of energy. “I think that we could 

positively impact energy and health by looking to harness or exploit human 

kinetic energy,” said Robert Heyl, Aetna Incorporated, United States. “Every 

individual expends a lot of energy every day through simple motion. What if 

there were a way to capture some of that?”
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Already there are fitness centers that capture the energy of exercise machines, 

and nightclubs that capture kinetic energy on the dance floor. But Jammers 

wanted to take distributed energy production to the next step. “Why not wear a 

device that charges itself, like those shake-up flashlights or wind-up radios,” 

said Lawrence Grega, Innovation Consultant, United States. “Design them to 

hang on your belt like a pedometer, use cool colors, customize the looks. 

When it’s charged you can plug it into some other device that needs the power 

or recycle it.”

There was a flood of ideas that followed: sidewalks and staircases that capture 

the power of footsteps; cars with tiny windmills and solar panels; keyboards 

powered by typing; and so on. But there are a number of critical next steps to 

make this vision a reality. Most importantly, the utility infrastructure needs  

more places where electricity can be added to the grid. These inputs need to 

be widespread; in parking lots where cars with solar panels can plug in;  

office buildings where employees plug in their personal energy storage devices; 

in the fitness centers, nightclubs and sidewalks. 

If this infrastructure existed, electricity networks would begin to resemble 

computer networks, with multiple inputs and outputs throughout. And the energy 

grid would begin to resemble grid computing, in which thousands of computers 

contribute unused processing resources to form one virtual, powerful super-

computer. To speed uptake, energy producers could receive “kilowatt credits” 

or some other reward (even money) in return for their contributions. “We have 

technology to do this. We can measure energy in and out. We have technology 

to produce energy at the individual level,” said Salvatore Coffaro, Global 

Technology Services, IBM, Italy. “If everyone can supply a little energy, global 

dependency on traditional power plants will decrease.”
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ABOUT JAMS

Since 2001, IBM has used Jams to involve its more than 300,000 employees 

around the world in far-reaching exploration and problem solving. ValuesJam  

in 2003 gave IBM’s workforce the opportunity to redefine the core IBM  

values for the first time in nearly 100 years. During IBM’s 2006 Innovation JamTM

—the largest IBM online brainstorming session ever held—IBM brought 

together more than 150,000 people from 104 countries and 67 companies.  

As a result, 10 new IBM businesses were launched with seed investment 

totaling $100 million.

Jams are not restricted to business. Their methods, tools and technology  

can also be applied to social issues. In 2005, over three days, the Government 

of Canada, UN-HABITAT and IBM hosted Habitat Jam. Tens of thousands  

of participants—from urban specialists, to government leaders, to residents 

from cities around the world—discussed issues of urban sustainability.  

Their ideas shaped the agenda for the UN World Urban Forum, held in June 

2006. People from 158 countries registered for the Jam and shared their  

ideas for action to improve the environment, health, safety and quality of life in 

the world’s burgeoning cities.

To learn more about Jams, or to further explore any of the ideas discussed in 

this document, please see www.ibm.com/ijam2008 for additional information. 



 “Despite the dark skies we are seeing today, 
i believe there is enormous upside and 
opportunity. Many are going to hunker down  
and try to ride it out. But the leaders who 
emerge will be those who see the 
opportunities for growth and societal 
progress, make the tough choices ... 
and go on the offense.”

Sam Palmisano, CEO, IBM



“What a time to 
dig deep …”

“… elevate active management 
of opportunity, rather than focus 

primarily on managing risks.”
“perhaps We need to look 

to the collective Wisdom of
our stakeholders.” 

“The idea of intelligent 
systems addressing the entire  

value chain is key.”
“We are witnessing the decimation 

of century-old business models. 
The winners will be …”

“We have to 
change the Way  

We live.”

execuTive reporT

Building smarter enterprises  
for a smarter planet
Given the context in which innovationJam 2008 took place, and the systemic nature of the global 

collapse of so many seemingly sound institutions, it is not surprising that transparency, efficiency 

and stewardship were the most powerful calls to action in the Jam. After all, many Jammers felt it 

was the opacity of the financial systems, a lack of consistently held values, and previously unknown 

inefficiencies in global markets that led to the financial crisis. it is natural to want to address those 

shortcomings as quickly and aggressively as possible. 

But it was also clear that Jammers aspired for future enterprises to be better, not just as engines  

of profit, but as responsible contributors to a more open, efficient and better world. We believe this 

mandate is not only necessary, but achievable.

intelligence can be built into every function of every business and part of society to monitor, measure 

and manage this transformation. To build smarter towns, cities, airports, hospitals, schools, utility 

grids, banks, supply chains—the list is almost endless, and to judge by the passion and engagement 

of Jammers around the world, so is the appetite to go do it.
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