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Preface

Innovation is everywhere, in every direction we look, in every type of orga-
nization, and in almost every part of the world. Leaders are obsessed with 
innovation, politicians cheer innovation and desire more of it, consumers 
demand innovation, investors reward innovation, and media coverage of 
innovation is relentless.

This visibility and popularity translates into billions of dollars being 
pumped into all types of innovation efforts. Visibility brings out the crit-
ics who expose glitches and concerns. Lack of success and high failure 
rates bring out even more critics. All of this creates the need to show more 
results. 

Innovation Meets the ROI Methodology

For almost two decades, we have had individuals involved in innovation 
attend an ROI Certification program which involves a week of compre-
hensive learning. In this process, the participants enter the program with 
a project in mind that they would like to evaluate at the impact and ROI 
level. They learn how to do conduct an ROI evaluation in this process, 
and they pursue the work with virtual support until they complete their 
project. At the end of this process, the participants obtain the designa-
tion of Certified ROI Professional (CRP). With some prompting from our 
international partners about ten years ago, we hosted a dedicated group of 
individuals who were just involved in innovation, and had them pursue 
the certification. We conducted sessions in Copenhagen, Denmark, and 
Istanbul, Turkey. In these two situations, the results were amazing. The 
participants tackled all types of innovation projects, followed through to 
measure the success of their projects along the way, and developed amaz-
ing confidence to use this tool. Interest continued and we began to conduct 
studies globally with companies, governments, NGOs, nonprofits, and uni-
versities. As we continued to work, applying this process to innovation, we 
knew there was a need and a market.

xix
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The Need for This Book

When we write a book, we make sure there is not a current book already 
meeting the need. Writing a book that has already been written is not good 
for the publisher, and it’s not good for us. As we examined potential compet-
ing books, we saw nothing that matched the approach and credibility of the 
ROI Methodology. We have a process that has become the most-used evalu-
ation system in the world. It is built around three pillars: 1) It is user-friendly, 
not overly complicated or complex; 2) It is based on sound principles, using 
an enhanced logic model, and is very reliable and valid from a research per-
spective; 3) Finally, it is CEO- and CFO-friendly, producing data that passes 
the scrutiny of the CFO and provides data that top executives can support. 

This book uses a results-based approach to innovation implementation, 
focusing on a variety of measures that are categorized into six data types:

Reaction and Perceived Value of Innovation
Learning and Confidence to Know How to Make Innovation 
Work
Application and Implementation to Make Innovation Work
Impact, the Consequences of the Innovation
Return on Investment in the Innovation Project
Intangibles Linked to the Innovation Project

Connected to it is a step-by-step process for identifying, collecting, ana-
lyzing, and reporting all six types of data in a consistent manner that leads 
to credible results.

Credibility is Key

The Value of Innovation focuses on building a credible process—one 
that will generate a balanced set of data that are believable, realistic, and 
accurate, particularly from the viewpoint of sponsors and key stakehold-
ers. More specifically, the methodology presented in this book approaches 
credibility head-on through the use of

Balanced categories of data
A logical, systematic process
Guiding principles, a conservative set of standards
A proven methodology based on thousands of users
An emphasis on implementing the methodology within an 
organization to ensure that the process is sustained
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A procedure accepted by sponsors, clients, and others who 
fund projects

The book explores the challenges of measuring the hard-to-measure 
and placing monetary values on the hard-to-value. It is a reference that 
clarifies much of the mystery surrounding the allocation of monetary val-
ues. Building on a tremendous amount of experience, application, practice, 
and research, the book draws on the work of many individuals and organi-
zations, particularly those who have attained the ultimate levels of account-
ability using the ROI methodology. Developed in an easy-to-read format 
and fortified with examples and tips, this is an indispensable guide for 
audiences who seek to understand more about bottom-line accountability.

Audience

The primary audience for this book are the managers of innovation proj-
ects in an organization. These managers are concerned with the valuation 
of innovation projects, programs, processes, and people. Although they are 
strongly committed to their projects, they need to see value in terms execu-
tives can appreciate and understand—money.

This book is also intended for professionals, analysts, and practitioners 
who are responsible for implementing and evaluating the success of inno-
vation projects. The book shows how the various types of data are col-
lected, processed, analyzed, and reported.

Another audience includes consultants, researchers, and professors who 
are dedicated to unraveling the value mystery, trying to understand more 
about the difficult and demanding challenges of developing measures and 
values for a variety of innovation programs.

Types of Innovation Projects

The good news is the ROI Methodology will show the value of all types of 
projects, including the ten types of innovation as outlined by Keeley.1 In his 
beautifully illustrated book, the ten types of innovation are projects that:

1. Are designed to make money
2. Connect with others to create value
3. Organize and align talent and assets
4. Are signature or superior methods to do work
5. Develop distinguishing features and personality
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6. Create complementary products and services
7. Support and amplify the value of your offerings
8. Deliver your offerings to customers and users
9. Represent your offerings and businesses

10. Foster compelling interactions

Regardless of what type of innovation, whether it is internal, working 
with employees, an R&D Center where new products are developed, or the 
breakthrough innovation that is the basis of the company, this methodol-
ogy will show how to know, prove, and show the value of innovation.

Flow of the Book

The Value of Innovation flows through three sections. The first section, 
involving three chapters, sets the stage for the book by reviewing the 
importance of innovation along with some of the major challenges in the 
field in the first chapter. Then, the current metrics involved in innovation 
and the shortcomings in those areas are discussed in the second chapter. 
Finally, chapter three outlines the necessary requirements for a measure-
ment system for innovation, and introduces the ROI Methodology, which 
meets those requirements. 

This sets the stage for the second section, the major part of the book, 
built around the ROI Methodology. This section involves thirteen chap-
ters, detailing all parts of the process with examples, scenarios, and stories. 
Finally, the last chapter focuses on how to make this process work routinely 
and sustain it over a long period of time.

We are convinced that you will find this a valuable book. If not, we will 
be happy to refund your money. If you purchase this book and it doesn’t 
add value to your innovation efforts, please drop us a note. Keep the book, 
and we will send you a refund. We have confidence in this book. We know 
this methodology has helped many others, and it will help you with your 
evaluation of innovation. Please enjoy.

Jack J. Phillips, Ph.D.
Patti P. Phillips, Ph.D.

Birmingham, AL - November 2017
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