Insights to help you take the concepts
from our 2017 conference back to your
teams, and turn ideas into action.

The big takeaway is that
innovation is driven by the
human capacity to transform
great ideas into emotion.

Tactics and technology change,
but the elements that make us
human never do.

The success of your innovation
is not about your big idea, but
about how you connect with
people about your big ideas.

Phase 1: Collect Data On Target Audiences
That’s a pretty mind blowing idea. All your
tech, all your knowledge, all of your resources
are for naught, unless you get buy-in.
You get buy-in by connecting people
emotionally to your ideas, your invention, your
new business.
This isn’t what we learned in school. It
sidesteps ‘benchmarking’ and ‘best practices’.
But is an absolute truth. And, you know it is
because you can think of lots of great projects
that died on the vine because people didn’t
understand the potential, they didn’t really care
enough.

Your job is really composed of two equally
important things:
#1 Develop world class innovations.
#2 Get people to deeply and emotionally care
about #1
This book is a starter on how to do those really
difficult things.

Why are you innovating at all?
It would be easy not to care.
It would be easy not to pay attention to
this increasingly complex, unscalable and
fractionalized market you are part of.
Easy, yes. But not worthwhile.
You are here to make a difference in the
lives of everyone. And everyone matters.
Yes, you work for the paycheck, and yes
you are profitable.
But there is so much more than that in store
for you.
Now is the time to unlock what you can be.

The Innovator’s dilemma:
Presumably, you have collected some great ideas from
DPharm 2017, as well as from your experience as an
innovation leader within your organization.
Leading innovation anywhere is a huge challenge. Inside of
an already large and successful organization; so difficult, it
an feel impossible.
What is the correct path in execution, and how do you
avoid push-back? What tools actually work?
And, where do you even begin?
This eBook is all about putting great ideas to action. From the leading source of scalable change
agents, Gapingvoid Culture Design Group, and utilizing the best ideas you witnessed at DPharm 2017.
The following pages will provide you with the strategies, insights and tools to lead you down the right
path to execution and implementation. Our goal is to transform your ideas into transforming your drug
delivery systems.

How do you know which ideas are great?
Which ideas will transform your organization
forever and which will get you fired?
The truth is, no one knows. Not the best
practices, and not the startup guys. No one.
What you can do about all this, is learn that all
great ideas start small. All great ideas have lonely
childhoods.
And the not-so-great ones do as well.
The best we can do as innovators is to adopt a
design-thinking mindset. This means bringing all
ideas to customers and coworkers.
How we will know is by listening, staying
objective, watching which ideas have wings, and
accepting when it isn’t working out.

Design thinking starts with open thinking.
BJ Fogg is the leading authority in
designing ideas that change the world.
His Stanford Design Lab invented SnapChat,
Instagram and hundreds of other brilliant ideas
that changed our lives.
You have the power to do the same.
If, of course, you take his same approach to
innovation:
If you had a magic wand, what would you
create?
It may feel silly, but take your magic wand out,
innovators. Give them to your team.
Write down every idea, and see what happens.

We all need an advocate. We all need to be an advocate.
When you treat a patient like a person, you
make all the difference. For them, and for you.
Optimism and hope are powerful drugs.
DPharm 2017 kicked off with a story of a
lifelong patient who overcame adversity
because of the help of doctors and staff who
treated her like a person. Yes, the surgeries and
medications cured her body. But as she said,
“quality of life is just as important as saving
lives”.
Happiness is a decision we each make, and
our circumstances are only what we allow
them to be. And it sure helps when you have a
healthcare system that gives you something to
look forward to. It might not be scientific, but it
matters.

Buy-in is a journey that precedes innovation.
In order to be an innovator you must be an
influencer.
You’re well aware by now that even your
billion dollar idea still needs the financial
support, buy-in and rigor from nearly the entire
organization if it’s ever going to become a reality.
Great ideas may start out small, but they
grow by influence.
If you want to parent one, you’ll have to plan.
To plan for this is to connect. With patients.
With coworkers. Every chance you get.
Plant seeds early.

Develop a vision for change.
The path to your success is unknown.
It is not found in your SOPs, nor found in the
best practices. The unknown is by definition,
opposing status quo.
What exists now must be forgotten to see
what can exist.
Plot the future. Begin with the end of your
journey, work backwards.
Seek new paths.
Innovation comes from the strangest places.
The stranger the better.

Empower small action.
“We’re going to innovate!” She said. As if she
almost meant it.
Shouting at the universe is great.Nailing down the
steps to get there: that is when you begin.
Start small. Take that BHAG down to size. A list
of tiny habits.
What behaviors can you do today that, over time,
make innovation part of the business from those
you need?
Give them permission. Permission to do the little
things. To avoid the unsafe feeling of the master
plan. They’re more likely to join you that way.
And the little things, are where the work gets done.

Find small reasons to celebrate. Repeat.
There’s nothing that attracts and motivates
people to be on your team more than feeling
like it’s a winning one.
You’re in a business where feeling empowered
isn’t part of the day-to-day for many people.
Creating a sense of accomplishment can be
your killer app.
Find a reason to communicate wins.

Innovation is everyone’s job.
“Change” is not a project. “Innovation” is
not a project. It is not separate from our
business. It is our business.
Today’s business is about evolving,
listening, hearing, creating and learning.
Innovation is not short term, it is a forever
commitment to our customers and frankly,
ourselves. We are customers every day.
Ask yourself every day, what would I want.
There is no target, and there is no end date.
The target is always moving, as we should
be too.

The person developing the second best idea, but
who communicate them better will ultimately win
the war of innovation.
While we focus on great ideas, and revolutionizing something, what we know is that there are two things
that matter more than anything else. Timing and your ability to generate broad buy-in. This buy in is your
ticket to the party. It is what gives you the budget, the platform.
Achieving this isn’t so much about the quality of the
idea, but all those things that people consider soft, but
consistently deliver ROI. Your ability to communicate,
gain support, create a culture that is accepting of your
intended disruption.
It is easy to dismiss these as not important, but examine
the skills of the great innovators, they all understand that
impact comes from communicating, from convincing,
from explaining what you are for, and how you are going
to change the world.

Our sincere hope is that as you
continue down your innovators path,
you see that your job is half developing
great opportunities and half about
connecting people to a mindset that
fosters new thinking, new ways of
working and new value.
Our team uses our proven Culture
Science™ methodology to doing just this
every day. These are among our favorite
tips to get meaningfully engagement
organization-wide and new ways of creating
an amazing business impact.
We are happy to share our knowledge.
Thank you for reading, and taking our ideas
on inside your organization.

About the authors
Sheila Babnis, is formerly the Global Innovation Lead at Roche
Pharmaceuticals and currently resides as our Chief Innovation
Officer. She has been passionately innovating pharmaceutical
companies for the past 25 years.
Jessica Higgins is our Chief Operating Officer. She founded our
Culture Science™ methodology and is the chief consultant on all of
our projects.
Gapingvoid Culture Design Group is an inspired group of individuals
who help transform businesses for the better. We like to say that
we don’t have clients, we have fans. Our fans are a broad ranging
list of companies, from Stanford University, Zappos, Microsoft, to
L’Oreal, and many others.
If you like our book and want to let us know, or receive more
information, email us at innovation@gapingvoid.com

