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GIF 2018 WELCOMED A DIVERSE RANGE OF SPEAKERS INC:
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UNITED AROUND ‘BEING MORE HUMAN’:
INNOVATION FOR A NEW WORLD
This year’s Global Innovation Forum (Nov 2018), chaired by Brand Genetics, brought together
innovators from a wide range of leading businesses to discuss how to ‘Be More Human’ in their
efforts to innovate in a new world.
Speakers and attendees shared a range of innovation experiences, challenges, anecdotes and
learnings on how to help drive more appealing, relevant and profitable innovation. Amongst
other things we discussed a greater focus on human-centred (or user-centred) design thinking,
delivering a holistic ‘human experience’ and innovating for human happiness & wellbeing.
From this wealth of learning Brand Genetics has distilled six key lessons to help guide you in
your drive to deliver ‘more human’ innovation that unlocks new opportunities and drives
growth. We hope you find it a useful reminder of a great two days.
Happy Innovating!
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ADOPT A
GROWTH MINDSET

For businesses to create long term success in a world
characterized by change, they need to be capable of
spotting and ‘capturing’ the future. This requires a
‘Growth Mindset’ – an ability to learn and improve by
pushing the boundaries of what is possible, plus
resilience in the face of what some might term ‘failure’.
Real innovators must recognise that if they never fail
then they aren’t pushing hard enough. A growth
mindset enables companies like Google, TeamIndus
and 3M to value innovation, regardless of the outcome.
It enables teams to identify and tackle problems they
believe matter; value the search as much as the
solution; and they view what some term ‘failure’ as
learning. This creates a fearless ambition and a
willingness to be bold in seeking innovative ways to
tackle challenging issues.
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BUILD 360º EMPATHY
WITH YOUR AUDIENCE

Empathy - the capacity to feel what others are
feeling - is a key human quality. It is also key to
successful innovation: as we heard from companies like
L’Oreal, Voom & Roborace, emotion is critical: people
never perceive innovation in a purely rational way.

But to become truly ‘human-centric’ we must
develop 360º empathy: recognising people’s emotional
& social (as well as rational) needs, and zooming out
to see the wider context of their lives (not just the
product / service usage). Looking beyond the obvious
is often a surprising and value-creating perspective.
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This means constantly (as IBM’s design thinking
‘infinity loop’ suggests) connecting with, listening to
and observing your customers. When we see the
world through the eyes of our target audience it will
inevitably trigger new ideas and opportunities for
innovation that is truly relevant and meaningful.

3

DEVELOP YOUR
INNOVATOR’S INSTINCT

Perhaps counter-intuitively for a business as data rich
as Amazon, Jeff Bezos says “You do need the data, but
then you need to check that data with your intuition
and your instincts.”
In an age where Big Data increasingly dominates
headlines, at GIF 2018 Red Bull urged us to trust our
gut in our quest to ‘be more human’. Data can only
show what you measure and it’s all too easy to only
see the patterns you’re looking for. Gut instinct often
guides us in more fertile directions we can’t rationalise.
You can uncover fresh insight when you seek out the
wrinkles and spot new opportunities in anecdotes that
challenge the data. Then it’s time to get back in touch
with your inner child to unleash the magic of your
imagination by asking ‘what if…’, freeing yourself to
play and to dream big.
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LEARN HOW TO BE
ADAPTABLE TO CHANGE

In today’s world it is critical your business can adapt
fast to change & has the ability to ‘pivot’. Designing
this agility into your innovation approach can help you
move fast if – or more likely when – the need arises.

To help you move fast first look to define the problems
you are solving in human terms, not business terms –
focusing on the human job to be done. Then, like
Chobani and DBS Bank, find your own narrative to
map your route to addressing that challenge.
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When the potential for disruption lurks round every
corner it pays to challenge the status quo; so like
Airbus, seek out what could disrupt your business and
find your own Voom. Finally, treat everything as a
hypothesis and find nimble ways to experiment,
witness Prof Shafi Ahmed teaching via Snapchat,
because if you don’t change the rules of
your game someone else will.
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INNOVATE FOR THE
HUMAN IN ALL OF US

The world around us is increasingly diverse – and we
can and must recognise this to identify new market
opportunities and create more inclusive innovation.
Ultimately as humans we share 99.9% of our DNA –
what unites us is stronger than what divides us: not
least our desire for happiness and wellbeing.
Diversity can power innovation: ideas occur at the
intersections, so the more different people and ways of
thinking you can embrace, the greater the creative
power you can unleash.
And when innovating we should ask, as Airbnb does,
‘Who are we missing?’. Seeing the multi-layered
identities of our audience, as MTV urged, to connect
more broadly: as Hollywood has seen with Black
Panther and Crazy Rich Asians. there is huge business
opportunity in under-represented markets
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PUT POSITIVITY AT THE
HEART OF INNOVATION

Thinkers as diverse as Aristotle, the founding fathers of
the USA & the UN recognise the pursuit of happiness
& wellbeing is a fundamental human goal. And with
global happiness levels at their lowest since records
began the world needs some positivity right now.
So we should innovate for human happiness and
wellbeing (’Positive Innovation’): putting positive
human experience at the heart of your innovation
process, because ultimately that is what people want.
And the good news is that positive innovation doesn’t
just help people and the planet, it also delivers
profitable new products and services that can drive
growth and keep people coming back for more. So
look to understand what drives genuine happiness and
innovate for it – get it right and it’s sure to put a smile
on both your and your customers’ faces!
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“ WE ARE ALL TIME-TRAVELLERS,

JOURNEYING TOGETHER
INTO THE FUTURE...
LET US WORK TOGETHER TO MAKE THAT
FUTURE A PLACE WE WANT TO VISIT ”
Stephen Hawking

HOW TO DELIVER ‘MORE HUMAN’ INNOVATION:
6 LESSONS FROM GIF 2018
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THE FUTURE IS HUMAN:
HOW BRAND GENETICS
HUMAN-CENTRED INSIGHT &
INNOVATION CAN HELP YOU
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BRAND GENETICS IS A GLOBAL
INSIGHT & INNOVATION
CONSULTANCY
OUR HUMAN-CENTRED
APPROACH HELPS US IDENTIFY
SCALABLE OPPORTUNITIES FOR
BRAND GROWTH

WHAT MAKES HUMAN-CENTRED DIFFERENT?
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HUMAN-CENTRED
INSIGHT

HUMAN-CENTRED
INNOVATION

HUMAN-CENTRED
IMPACT

Goes deeper – gets to what
people can’t or won’t say

Future-Proofed – rooted in
deep seated human motivations

Emotionally engaging – gets
stakeholders to feel differently

Revelatory – gives a fresh
perspective on old questions

Humanistic – fits with people’s
wider life goals

Clarity – aligns the team
around a purpose and vision

Predictive – guides strategy in
a volatile and changing world

Positive – design for happiness,
deliver competitive advantage

Catalyzes Change – builds
the confidence to pivot fast

WE HELP LEADING GLOBAL BUSINESSES BECOME MORE
HUMAN-CENTRIC IN THEIR THINKING
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TO HELP THEM UNDERSTAND & CAPTURE THE FUTURE
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THE FUTURE OF
HEALTHY BEER

THE FUTURE OF
KIDS NUTRITION

THE FUTURE OF NOSUGAR COLA

THE FUTURE OF AIR
CARE TECHNOLOGY

Understanding the
emerging needs and
category dynamics of
non-alcoholic beer to
help guide ABInBev’s
market entry and
development strategy
and future innovation

Helping a healthcare
client understand child
nutrition – inc. parentchild feeding dynamics
in order to develop a
vision of the category
future and guide new
product development

Creating a no-sugar
cola innovation
strategy & pipeline,
with next generation
innovation platforms, &
the two highest scoring
cola product concepts
in PepsiCo history

Prototyping an
immersive ‘House of
the Future’ consumer
insight experience to
help Air Wick shape its
future roadmap for
home air care in a
connected world

THANK YOU!

HAPPY

INNNOVATING
Tom Ellis
tom.ellis@brandgenetics.com
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