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This book is about innovation— 
how to create value for people through 
new or improved services and products. 
Innovation doesn’t require unusual  
genius or creativity, but lately all the buzz 
surrounding innovation has made it look 
awfully complicated. Naked Innovation 
helps unveil some of the mysteries of 
the process—stripping it down to reveal 
structures that multidisciplinary teams 
can share. Once you see the underlying 
theory and the methods which flow from 
it, you’ll become even more effective at 
doing it yourself.

“A terrific contribution to the integration  
of design and management”  
roger martin, dean, rotman school of management,  

university of toronto
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uncovering a shared approach 
for creating value 
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Rapidly changing expectations–
what people consider best-
in-class today, will be out of 
date tomorrow.
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 � �
of customers have 
higher expectations 
of customer service 
than they did just one 
year ago2

of companies 
expect to compete 
mostly on the 
basis of customer 
experience by 
20161

of customers 
reported switching 
brands due to poor 
customer experience2

� � � � � �
cumulative total 
return: CX leaders 
outperformed S&P 
500 return of 72.3% 
2007 to 20143

� � 	 � � �

1. Gartner Leadership Survey, 2015

2. Global Multichannel Customer Service Report, 2015

3. Customer Experience ROI Study Watermark 2015
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4. Forrester Cxi, 2017

of brands excel in their customer 
experience, according to their customers4
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Every company is a technology 
company, no matter what product 
or service it provides. The 
companies that embrace this fact 
are the ones that shape our world.
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1. Forrester/eMarketer

2. Forrester

3. Digi-Capital

4. Gartner

5. BCG
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� � �
of global 
consumers are
projected to have 
a smartphone, 
while 1-in-5 US 
adults will use 
a wearable1

� � � 	 �
of revenue will 
be cannibalized 
by competitors 
leading with AI 
and automation 
from their less 
savvy peers2

� � 	 � �
is the projected 
annual market 
size of AR and 
VR by 2020, 
with AR 
accounting 
for the great 
majority, $90B, 
of that total3

� � 
 � �
is the projected 
annual spend on 
cloud services 
globally by 20204

� 	 
 � �
is the projected 
annual spend on 
IoT tech, apps, 
and solutions by 
2020, with 
nearly 50% in 
utilities, 
manufacturing, 
and logistics5
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Agility–the ability to move 
faster than the competition, 
in line with customers, is 
perhaps the single most critical 
organizational competency.
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of the Fortune 500 Companies 
have disappeared.
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Transforming both the 
“what” and the “how” 
of value creation
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