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ROB S CHADE 
Outcome Driven Innovation 
 
This event is limited to 30 participants, 15 members packs. 
 
Dates: 3 and 4 September 2008  
 
Venue: Macquarie Graduate School of Management, Macquarie University, North Ryde 
 
 
About this Workshop  
 
Strategyn will be presenting a two day senior management round table on Outcome Driven 
Innovation® on 3 and 4 September 2008 conducted by Rob Schade, a senior member of 
Strategyn’s management and consulting team. The round table agenda will cover the key insights 
on successful innovation developed over the past 15 years and will incorporate the latest concepts 
developed by Anthony Ulwick and the Strategyn team. 
 
 
About Strategyn and Outcome Driven Innovation ™ 
Strategyn has unique insight into what innovation management is and how the process works. Over 
the past 15 years, Strategyn has employed Six Sigma principles to analyse innovation as a 
business process. In doing so, it has discovered the sources of variability that commonly derail 
innovation and developed a theory and tools that bring predictability to the process.  
 
 
Proven Methodology 
Strategyn’s patented Outcome Driven Innovation® methodology has been employed by many 
admired companies, including J&J, Microsoft, Kimberly-Clarke, HP, Telstra and Incitec Pivot. It has 
been refined over the years to incorporate the insights gleaned from hundreds of varied 
applications, and it has been tested by independent, third parties to validate its stability and prove it 
delivers predictable results. 
 
 
Broad Application. 
Strategyn’s innovation methodology brings needed structure and discipline to product, service, and 
operational innovation initiatives, enabling companies to successfully: 
 
·  Achieve growth in core markets  
·  Create related or ancillary products  
·  Discover uncontested market space and create new markets, i.e., blue oceans 
·  Disrupt markets with new technology  
·  Streamline internal business processes 
·  Devise new business  
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The Strategyn Offering  
 
The Strategyn Institute  
This two day interactive roundtable is normally offered to CEOs and senior managers at the 
Strategyn Institute in Aspen. 
 
The Strategyn Institute is the formal practitioner-training arm of Strategyn. It is dedicated to 
providing executives and innovation champions throughout the world with the knowledge, tools, and 
support they need to make Strategyn’s Outcome-Driven Innovation®  methodology the driving force 
behind their company’s innovation efforts. In addition to the two day course, Strategyn conduct an 
in-depth 5 day programme for practitioners. 
 
Two Day Roundtable for Senior Managers  
The two day roundtable will provide senior managers with the opportunity to: 
 
·  Capture customer insights that lead to breakthrough solutions and predictable results  
·  Recognise and identify hidden opportunities in core markets  
·  Discover latent, uncontested market space  
·  Segment to reveal opportunities in mature markets  
·  Use outcome-driven data to drive company strategy and product decisions  
·  Devise and test innovative, new product and service concepts  
 
Strategyn Asia Pacific consultants will assist Rob Schade to deliver the interactive components of 
the sessions. 
 
Agenda for Two Day Roundtable  
The following is an indicative agenda for the two day RoundTable and may be refined prior to the 
sessions. 
 
DAY ONE  
 
Session 1 Formulating the Innovation Strategy 
·  The fundamentals of outcome-driven innovation 
·  6 paths for growth and innovation 
·  Where to create value in the value chain 
·  The impact of innovation strategy on gathering customer inputs 
 
TEAM EXERCISE: Marketing Strategy – Considering the Options 
 
Session 2 Capturing the Inputs into Innovation 
·  Customer requirements: let’s agree on what they are 
·  Why the literal “voice of the customer” should be silenced 
·  The real inputs into innovation – jobs, desired outcomes and constraints 
·  When to use focus groups, observational research, one-to-one interviews, lead-user 
interviews and other research methods 
·  Basic rules for collecting jobs, outcomes and constraints 
 
Session 3 Prioritising Opportunities for Value Creation  
·  Why simple data collection methods work in the outcome-driven world 
·  Using the opportunity algorithm 
·  Identifying opportunities for disruption 
·  Identifying opportunities for value creation 
·  Where Kano went wrong 
·  Why QFD fails to deliver – the wrong tool for the job 
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TEAM EXERCISE: Collecting & Prioritising Jobs and Desired Outcomes  
 
Session 4 Segmenting for the Purpose of Innovation  
·  Segmentation history 
·  Why traditional methods must fail 
·  Using outcome-based segmentation 
·  Keys to success 
·  Discovering segments of opportunity 
·  Examples of new discoveries 
 
EVENING: 
·  Review materials and notes from Day One  
·  Develop issues and discussion points for Day Two 
 
 
DAY TWO 
 
DISCUSSION: Review of Day One Issues 
 
Session 5 Targeting Opportunities for Value Creation 
·  All opportunities are not created equal 
·  Understanding the targeting variables, e.g., short-term, long-term, technology platform, etc. 
·  Devising themes around which to create value 
·  Formulating a strategy to address newly found opportunities – 6 growth paths  
 
TEAM EXERCISE: Applying the 6 growth paths  
 
Session 6 Positioning, Branding, Messaging and Selling  
·  Using outcome-driven data to sell more products 
·  Defining the value proposition 
·  Creating a “purpose brand” 
·  Getting the message right 
·  Making the sales force outcome-driven 
 
Session 7 Prioritising the Development Pipeline  
·  Why projects are hard to kill 
·  Identifying what projects deserve an early death 
·  Giving high priority to ideas that address opportunities 
·  Balancing resources for optimal value creation 
 
Session 8 Creating and Testing Breakthrough Product Ideas 
·  Why traditional brainstorming fails to deliver 
·  Focused brainstorming – a new ideation method 
·  The Customer Scorecard – a new method for concept testing 
·  The science of devising breakthrough solutions 
 
Session 9 Implementation – Overcoming Obstacles and Q&A  
·  Why good ideas fail to make it into the product plan 
·  Using outcome-driven data to sell your ideas within the organisation 
·  Keys to success – common pitfalls 
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Rob Schade Strategyn 
 

Biography  
 

 
Robert Schade has 25 years of diversified business experience ranging from 
financial markets to technology start-ups.  For Strategyn he manages a 
diversified client portfolio that includes financial services, consumer package 
goods, technology, manufacturing and healthcare.  As the most senior member 
of the Strategyn team Robert has been involved in a myriad of innovation 
projects that span many industries.  This experience enables him to draw useful 
insights and strategies from across the business landscape.  His breadth and 
depth of business strategy is his strongest asset.  As part of the Strategyn 
leadership team he is a key architect in Strateyn’s methodology and business.  

Lastly, his leadership duties include leading Strategyn International as Managing Partner of all 
overseas operations.   
 
Before joining Strategyn, Robert led sales and marketing activities for early stage technology start-
ups.  With an expertise in new product introduction, he has helped companies catalyse the critical 
sales and marketing activities needed to ensure early stage success.   
 
Robert started his career in public accounting and consulting at Touche Ross & Co, (now Deloitte & 
Touche).  After several years in Financial Services he joined their Emerging Growth Business 
Consulting Group and provided strategy consulting to early stage companies.   Bitten by the 
entrepreneur’s bug he left consulting and created a multi million dollar entertainment business that 
employed over 30 people and paid back investors in less than 2 years.  After selling his business he 
started his career in high-tech, joining an early stage technology hardware start-up in which he lead 
the sales efforts, and produced a 70 percent yearly compound growth over 5 years.  After the 
successful sale of the company, he worked in senior sales, marketing and business development 
positions for 3 technology companies that were either acquired or taken public and has personally 
consulted with many more. 
 
Some of Rob’s key clients include: 
Microsoft, MetLife, Unilever, Colgate, RH Donnelley, Line 6, Vtech,  AMO, Boston Scientific, Intuit,  
Kimberly Clark, Reynolds and Reynolds, Washington Mutual. 
 
 
Testimonials  

 
“This was one of the most productive seminars I've attended.  We were looking for a systematic 
process to identify customer needs, and that's what was delivered.  Many so-called experts preach 
a theory for innovation, with little practical experience.   
It was refreshing to work with a true practitioner who knows the details of execution.”  
– John Roche, Ingersoll Rand 
Strategyn’s mission is simple: To help companies transform innovation from an unstructured 
process into a predictable, rules-based discipline, bringing lower costs and high success rates to 
organisations striving for growth through innovation.  
The big news here? Ulwick makes it look easy... Just one question here - where do I sign up?”  
(In reference to Tony' Ulwick’s talk at Aberdeen's Product Innovation Summit, May, 2007) 
– Amy Rowell, Innovate Forum 
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ROB SCHADE : Outcome Driven Innovation  
3 & 4 September 2008 

 
PLEASE REGISTER BY COMPLETING THE FORM BELOW WITH P AYMENT DETAILS 

 

FAX BACK TO : 02 9850 4787 
EMAIL :   events@hargraves.com.au 

 

Primary Contact 
Name : 

Company : 

Position : 

Address : 

 

Phone : Email : 
 

Registrations 
Name Position Email 

   

   

   

   
 

Location/Venue 

Macquarie Graduate School of Management, Macquarie University, North Ryde 
 

 
 

PAYMENT DETAILS ON FOLLOWING PAGE 
 

Enquiries 
Contact Lisa Mallyon, Events Coordinator  

Email: events@hargraves.com.au 
Phone 02 9850 4746 
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ROB SCHADE : Outcome Driven Innovation 
TO COMPLETE REGISTRATION PLEASE FILL IN THE PAYMENT  DETAILS BELOW AND 

FAX ALONG WITH YOUR REGISTRATION FORM TO 02 9850 47 87 

 
Name :                                                                                   Telephone : 

Company : 

 
Payment 

Members Pack  : 
Member Pack includes 2 participants for 2 days each.   Each Member Pack will also receive 2 copies of the book 
"What Customers Want" by Tony Ulwick, the CEO of Strategyn Inc and creator of Outcome Driven Innovation. 

Member Price Non-Member Price 

Early bird until 15 June 2008 From 16 June 2008 From 16 June 2008 

 

$4,000 $4,600 $6,000 

Please tick to 
order �  �  �  

 
 

Total Payment being made (price excludes GST) $ 
 

METHOD OF PAYMENT  
      Please send me an invoice 

       I have enclosed a cheque made payable to Hargraves Institute Pty Ltd.  Please issue tax invoice. 

       I have made an EFT payment and will send you email confirmation of EFT to accounts@hargraves.com.au.  Please issue tax invoice.  
 

Account Name:  Hargraves Institute Pty Ltd     Account No.  10204357    Bank:  Commonwealth Bank    Branch:  Pennant Hills    BSB:  062 225 

Please charge my credit card (please circle):          AMEX            MasterCard            Visa  

Card number:   __ __ __ __ / __ __ __ __ / __ __ __ __ / __ __ __ __             Card Expiry Date:  __ __ / __ __  
 

Cardholder’s Name (please print): ________________________________    Signature: _________________________________________________________ 
 

Cardholder’s Telephone Number: ________________________________     Email Address: _____________________________________________________ 
 

 
Please note that credit card charges will appear on your statement as Hargraves Pty Ltd. 

There is a 4% handling fee for all credit card transactions. 
 

A Tax Invoice/receipt will be issued to the cardholder after the transaction has been completed. 
Account enquiries telephone 02 9850 4745 

 
Cancellation and Refund Policy 
Cancellations must be advised to the Events Coordinator in writing by 4 August 2008 to be receive a refund of payment, less an 
administrative charge of $100.00. Cancellations after this date will not be refundable however registrations can be transferred to 
another name. 


