Are you inventive?

Theses
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Innovation Com-
munication requires
communication
managers to take

a variety of roles,
ranging from
Masters of Conver-
sation and Expert
Publishers to
Devils® Advocates.

| Defining successful
strategies depends on understanding the
underlying concepts of innovation and
communication within an organisation and
its environment.
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Do good innovation and
talk about its

benefits® is by no
means a tired dictum
spouted by journalists,
but an age-old piece

of wisdom from

~ successful corporate
leaders in the hi-tech
industry.
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The innovation
Process Is a con-
stant competition
between ideas

and people...

and attention a scar-
ce commodity.

.ldea is King“ —
Even though true in-
novations are some-
thing very special
today,

companies unfortu-
nately still tend

to forget that what's
important is not

the innovation or
technology per se,

but what you get out of them.
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The digital revolution
fastens the commu-
nication process

and allows one to get
more people
informed about inno-
vations and their
generators. But that
acceleration
concerns all inno-va-
tors, which means

more competition for perception and that
leads often to an information style, which is
more prone to marketing and selling than to
rationale information. This, of course, could
weaken the ultimate goal of communication:
transparency by ,hardcore information®.
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Successful innovation
does not depend
solely on efficient
processes but also
on an encouraging
corporate culture.
Innovations are like
seedlings which must
be handled with care
to grow and blossom.



