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GLOBAL INNOVATION FORUM 2023

#1 PUT HUMANS AT
THE HEART

At the heart of any innovation that counts is a human-
centric mindset and genuine human insight. Having this
Northstar ensures innovation resonates deeply with
human motivations, experiences, and behaviours.

Key GIF 2023 learnings:

* True insight is a remarkable truth that sparks a
collective 'wow'.

 To find it we need to slow down, observe, and listen
intently.

» Cultivating a culture the understands what an insight is
and isn't helps everyone to contribute meaningfully.

» An idea achieves greatness only when it connects with
a profound human truth.

A human-centric approach ensures innovations not only . ldea unless llnked to a BE
solves problems but touch hearts and minds. A l human zns%g_h
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GLOBAL INNOVATION FORUM 2023

#2 CHALLENGE THE FEAR “Growth and comfort
do not coexist” - |,

Fear is the greatest barrier to real innovation, yet it can
also be a catalyst. We must confront our collective fears,
and harness them as allies, prompting a determined
pursuit for breakthroughs that reshape our world.

Key GIF 2023 learnings: ., { !

» Comfort zones are the antithesis of greatness.

Culture is key to being able to challenge fears
head-on and maximise innovation potential.

There is good failure and bad failure. Good failure has a ,’;,
high chance of seeding success; if you're comfortable

with - and supported in - good failure you can let go of
ideas that don't work, learn quickly and iterate or pivot.

If you don’t have an exhibit worth putting in the f o |
'‘Museum of Failure’ — you're not trying hard enough! .‘ 8y

Innovation comes with risk, but when people trust | L £
themselves to 'Be more vandal’ - breaking norms and
carving unique paths — true innovation is sparked! b /3;
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GLOBAL INNOVATION FORUM 2023

#3 JOIN UP YOUR THINKING

The more ambitious and transformative your innovation
goal, the more diverse the team's makeup has to be.

To harness the power of collective intelligence you need
diversity in all its forms — race, gender, discipline and
cognitive diversity — and to thrive, an inclusive culture
where every voice is heard & feels safe to speak up.

Key GIF 2023 learnings:

* Itis our personal blind spots that often block
transformative innovation.

*  We should be hiring ‘learn-it-alls" over 'know-it-alls’.
* Leaders must recognise inclusivity starts with them.

«  We enhance our collective cognitive potential through
practices such as eye contact and mindfulness.

By dismantling biases and fostering an inclusive culture
we can fuel unmatched cross-functional collaboration
and creativity.
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MAKE SPACE FOR MAKING “Malke St

1aieetSsne 'y NOKLAILI
Make is a powerful verb. It catalyses human potential. It's wora
action, not just thought, that breeds innovation — it's as
much about the process as the ‘product’.
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Equally, until it's made real you can't expect ‘real’ reactions
— from colleagues or customers. Ultimately, dive in and
accelerate your learning. Don’t remain a bystander.

« Putting real’ things in front of people — whether
consumers or colleagues — yields richer responses

* Get out there and prototype — it doesn’t have to be
perfect, in fact it's often better if it isn't.

» People who ‘finish and release’ will always be greater
innovators than people who never put things out there.

* There is healing power in making things!

The act of creation itself is a tool for inspiration and
improvement, it shapes both outcomes and creators.
Are you merely theorizing, or are you actively making?

A
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DITCH THE LEGACY

'.“Whenever ou nd oursel |
MINDSET youfindy 4

on the side of the majority,
;I;Fl]laft;srti:i(\)/\\//ziiot’i atl)vivsarﬁs been done’ should be a clarign itS time to pause and reﬂect”
. pting the status quo is imperative

if we want radical, 10x innovation to solve big challenges.

For example, can we embrace a '200-year present’
mindset, where sustainable practices, like packaging, are
designed for longevity and minimal impact.

We live in a world designed on western ideals of
progress and capitalism.

Corporate cultures that demand strict planning and
process alone — but don't leave room for a little crazy!

Bad systems — not bad people — cause many problems
we face: Don't hate the player, change the game!

As in any great movie, innovators must seek out the
‘twist’ that challenges what we thought to be true in
order pull off the 'perfect innovation heist’
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ACCELERATE WITH Al
“Al won’t take your job,

but someone using Al will”

It would be remiss not to mention the wide ranging impact
Al is having; healthcare, education, the practice of
innovation itself — it has potential to be a gamechanger.

But let's not put Al solely in the driving seat, it should be a .
co-pilot, allowing humans to drive more efficiently and - -
A" d U C | ﬂ g

‘hatGP1T

effectively. And let's remember, Al is itself, fallible.

t

* Alis both an accelerator and an assistant.

« Becoming better at asking the right questions of Al
(improving our ‘prompt engineering’ skills).

* 'Double exponentiality’ delivering a creativity explosion.

* Al to help doctors offer better ‘care, not cure’; what's the
equivalent in your world (and what about innovation)?

Success for innovation in the future must blend Al's
exponential power with sensitivity to human insight,
ingenuity and values.
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SIX WAYS TO MAKE IT ,,CiOUNT
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A BRAND GROWTH CONSULTANCY

24 Fitzroy Square | London W1T 6EP | UK | +44(0)20 7700 2700 | www.brandgenetics.com



Brand Genetics is a brand growth consultancy

We specialize in front-end insight, strategy and innovation
for businesses that want to put the consumer at
the heart of their decision making
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We unlock brand growth
by using empathy, psychology
and behavioural science
to reveal the hidden "Whys'
that drive human behaviour
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COM-B: OUR HUMAN INSIGHT FRAMEWOR

We use COM-B as the basis of much of our work - this widely cited framework uses three key
variables to explain why humans do what they do - and understand how to shift their choices

CAPABILITY CAPABILITY

Able to... Has individual means (physical and
psychological)

a

MOTIVATION ) «—» BEHAVIOUR MOTIVATION
Wants to... Has personal motive (reflective or automatic)
/ OPPORTUNITY

» Occasion to... Has situational opportunity (physical,
OPPORTUNITY social, financial)

O_O
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SOME BRAND GENETICS COM-B SUCCESS STORIES

K 'MAKE TASTE
DETTER [° NOT WASTE
THAN...
Promoting Launching Boosting Reducing
responsible new plastic food
drinking features recycling waste
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Use our short assessment — based on the principles of COM-B - to get a customised report
and better understand the innovation behaviours within your business and how to shift them

EVIDENCE-BASED
Built on why things happen in practice, not theory

SCIENCE-BACKED

Grounded in empirically-tested behavioral science

EXPERT-ENDORSED

92,000+ peer-reviewed scientific & academic references
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