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2014 Inovo Innovation Summit

The 4th Inovo 
Innovation Summit 

in Chicago
included

fifteen innovation 
leaders from all 

different industries 
engaged in open 

dialogue, discovery 
and discussion on 
their top issues in 

innovation.



2014 Inovo Innovation Summit Highlights
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• This year’s summit focused on three themes selected by attendees in 
advance of the summit. They included:

1. Opportunity Discovery
2. People and Collaboration
3. The Future of Innovation

• Plus, we included two additional elements: 

– A talk on the future of Knowledge Discovery by Brainspace CEO, Dave Copps, and
– A special ‘mastermind’ segment where individual  attendees posed a pressing 

question (highly relevant to them/their situation) to their peers in the room and 
received feedback/suggestions, etc. 

• As always, new relationships made at the Summit are about more 
than the two day session. Summit attendees have expanded their 
peer network and have a deeper appreciation for how innovation 
works (and struggles) in different industries, businesses, and 
environments. 



2014 Summit Highlights and Notes

For the past 15 years, Inovo has helped large organizations in all industries in their innovation endeavors. Three years ago
we created the Inovo Innovation Summit to convene a small group of innovation leaders with the aim of learning from
each other in an open and dynamic format.

Much of what was discussed this year led to the perennial themes and challenges. We also saw that whether a company
was consumer-facing or innovating behind the scenes, they had common problems and common ground for discussion.

This document captures additional highlights that, in Inovo’s judgment, were signals of how innovation has changed and is
changing. Some observations may be familiar (and you may already be addressing them), but others will show where you
will need to change and adapt.
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OPPORTUNITY DISCOVERY

Harnessing new sources for opportunities, gaining future insights about 
what’s wanted and what’s possible, and shaping weak signals into 
opportunities ranging from new offerings to business models.
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Brands and Innovation
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A brand tells the story of the outcomes and experiences an offering delivers – or
that it promises to deliver in the future. A shared brand puts customers, partners,
and the company on the same page of the Demand-side story: of “what’s wanted”
and why. But established brands are social patterns that resist change. Brand
owners protect them and shun risk. The bigger the brand the greater the
resistance to experimentation and testing. If you take away risk and change, then
innovation is limited to operational incrementalism. Test brands are one concept
to enable risk and change, while capturing the promise and imparting empathy –
but, being “new”, they are more powerful to the innovators than to the outside
adopters who are experiencing the brand for the first time.

For innovation, your brand can be your best friend 
– and your worst enemy

“A brand’s value is a lagging 
indicator, and shouldn't be 

mistaken as a source of value.”



Opportunities – A Waypoint, not an Endpoint

Copyright © 2014 The Inovo Group, LLC
7

“You need to inject risk into 
the situation, not take it out.”

Opportunities begin with a Commercial Hypothesis. Early ideas are weak ideas,
and are liable to be killed as much for imagined as for real flaws. Opportunities, in
whatever state, need to be seen as starting points on a journey, not the
destination itself. With this perspective an opportunity becomes something to
shape and change. Find the flaws, keep seeking the unmet need, and pivot when
needed. Improvement of an opportunity comes as much from knowledge about
the company as from external product research and experimentation. A successful
opportunity will be socialized in advance within the organization.

Don’t “prove”, improve!



Opportunity Pursuit – The Inside Story
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Corporate innovation has made great strides in
understanding customer wants. Today, navigating an
opportunity through the organization is perhaps an
even greater problem. Knowledge of ‘Internal’
organizational desire is as important as external
knowledge. Shrewd politicking and ‘guerrilla tactics’
appear to be a routine part of opportunity
advancement. But they should be used to manage
knowledge or reduce time and money expense, not to
subvert the system. The bulk of opportunity attention
today is spent meeting the needs of the organization.

The biggest battles over an opportunity are 
internal not external



Test & Experimentation
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An Opportunity may start with a hypothesis, but that hypothesis must
be tested at some point. Just like the design of a scientific experiment,
an opportunity experiment needs the right conditions. A Minimally
Viable Product (MVP) must be just that – both minimal and viable. Then
you can learn what questions you may not have even thought to ask in
your pre-market analysis. The fear that others will steal your
opportunity is overstated. Even startups struggle to get the ‘big guys’ to
take interest in their ideas. At an early stage there is more value to the
experimental learnings than to ‘the opportunity’ idea itself – which will
surely change. Being closest to the opportunity in thought and in
practice is the safest place.

On an opportunity journey, the Map is not the Territory… 
and the true destination doesn’t exist on ‘The Map’



Opportunity Creation Model
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Find opportunities in a 
given domain

PursuitDiscoveryDomaining

Opportunity Creation

Identify hunting grounds 
for exploration

Validate, design and test 
opportunities to maximize 

their potential



The Opportunity Model
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• Offering Component
– Product, service, process or system
– What are its ‘effects’?

• Business Model Process Components
– Develop: how the offering will be created
– Produce: how it will be made
– Deliver: how it will be distributed and sold

• Value Claims
– Value to the Adopter
– Value to the Enterprise
– Value to the Ecosystem

Develop

Deliver

Offering

Produce

Value



Ecosystem Adopters

Enterprise

The Environment of the Opportunity
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Enterprise Value

• Experience
• Performance
• Function
• Image
• etc.

• Financial
• Brand
• Logistics
• etc.

• Financial
• Regulatory
• Competitive
• etc.

Develop

DeliverProduce

Offering



ORGANIZATION, PEOPLE AND 
CULTURE

From individual skills required for innovation to new types of innovation 
teams – using resources both inside the firm and beyond.
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Organization – Balancing Core vs. New
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The tension between the core and the new is at the heart of strategic innovation.
It must be managed to avoid competition for resources. If 10% of new business
should come from disruptive opportunities, then managers should not have to
compete for resources against incremental opportunities from the business units.
Between “New” and “Core”, the process is different (experimentation vs.
efficiency), the politics are different, and the culture is different. The New needs
air-cover from the top to survive. It’s difficult for the same individual to manage
innovation and manage the core. One solution is to set the division at the top of
the organization so innovation can be managed at the portfolio level, not at the
opportunity level.

The tension between the core business
and the ‘new’ business is fundamental

“Leadership has to buy in. We made a 
strategic decision to go to a 60/30/10 
portfolio: 60% core, 30% incremental, 

10% disruptive model for every brand.”



The Social Side of Innovation
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Innovation is a social concept. You need an environment that allows people to
interact at all times and at all levels. But innovation is not for all. It’s also not
everyone’s responsibility. All are welcome to contribute ideas but ideation does
not constitute innovation. Social innovation platforms may generate incremental
opportunities but rarely result in breakthroughs. The organization needs to be
mature enough to process ideas. Unless new opportunities developed by
innovation teams have places to go downstream, innovation efforts will be
doomed. An effective way to socialize innovation within the company is by
storytelling. Creating compelling narratives for the work you are doing and what
success looks like will garner support and attract talent.

Don't violate the laws of personality – Not 
everyone can or should be expected to innovate!

“You can't innovate if you're not 
social. I try to build a team that has a 

wide network of personal 
relationships within the company. 

That is how things get done."



The Role of Experts
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Innovation teams benefit from “T-shaped” people: those who have
deep expertise in one area, and a breadth of knowledge, interests
and experience in many others. But even a stellar, well-rounded
innovation team may not know the right problems to solve. One
failure mode for an innovation initiative is a company thinking they
need to hire an SME (Subject Matter Expert) early on. Its about
quantity (i.e., a number of different perspectives) and diversity, not
just expertise. Often, knowledge resides in people’s heads – it is
not written down or searchable. Tapping into this tacit knowledge
requires in-depth, open ended conversations with people that
represent many different points of view.

A key to successful innovation:
don't talk only to experts

“You need a diverse team. Project 
managers and domain experts, 
facilitators and explorers, the 
networkers and the thinkers."



Duality – Bringing Opposites Together
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Innovation demands duality. Duality is the ability to
keep the whole and the parts in your mind at once. The
ability to go from the specific to the general and back
again at will. The ability to judge and to perceive, and
to keep those parts in constant tension. The innovator
needs to challenge, push and be the fly in the
ointment…and at the same time be humble, diplomatic
and able to network. Often the innovator is not the
technical or commercial representative but the ‘third
person’, the one who understands the adopter, not just
the market; who understands value creation, not just
technology, features and benefits.

Duality – a ‘bipolar’ set of skills and traits. It is 
rare and valuable, and essential for innovation.



Eight Individual Innovation Skills

1. Outreach Engagement

The ability to build knowledge networks to find the most 
valuable sources of knowledge and connect and engage 
with them in interactive observing and listening

2. Dispassionate Empathy

The ability to put yourself in someone else’s shoes and 
experience the motivations that underlie behaviors of 
interest. Being able to describe ‘why’ someone behaves 
the way they do.

3. Active Discovery

The ability to explore, discover and understand new 
knowledge. To be creative in finding and interpreting 
evidence through skeptical curiosity. To have an innate 
‘feel’ for both knowledge of wants (needs and desires) 
and of possibilities (technology effects and constraints).

4. Experimental Imagination

The creative ability to come up with unique, new and 
compelling concepts through mental recombination.

5. Mental Duality

The ability to keep the whole and the parts in mind at 
once. The ability to go from the specific to the general 
and back again at will. The ability to connect levels.

6. Qualitative Synthesis

The ability to synthesize disparate, incomplete and 
uncertain knowledge using all of the three thinking 
modes, to create models of the complex systems that 
determine adoption.

7. Clarifying Storytelling

The ability to craft a compelling narrative and convey 
both the rational and the emotional aspects of plausible 
futures.

8. Options Decision Making

The ability to make decisions in the face of ambiguity 
and uncertainty. To recognize the probabilistic and 
complex nature of unfolding actions and accommodate 
this complexity by keeping future options open.
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Five Traits of Innovative Organizations*

1. Future Focus – focus on future 
ecosystems rather than past ones 

2. Willingness to Cannibalize –
undertake attacks of past 
investments

3. Tolerance for Risk – number of, and 
ease of taking calculated bets

4. Incentives for Enterprise – rewards 
are significantly higher for success 
than punishments are for failure

5. Empowered Champions – product 
and process champions have 
authority to take action

The strongest driver of radical
innovation … is corporate culture …
the commercialization of radical
innovations is a stronger indicator
of financial performance than other
popular measures such as patents.

Leadership
Vision & Inspiration

Strategy
Direction Setting

Process
Systems, methods, 

tools and 
techniques

Organization
Structure, roles, 
accountability & 
decision rights

People
Talent, training & 

motivation

* Chandy, et.al., Radical Innovation in Firms Across Nations: The Pre-eminence of Corporate Culture
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FUTURE OF INNOVATION

How the field of innovation is changing and what that means for 
innovation leaders. The forces and trends that shape the innovator’s role 
and the innovation function within the firm. Including getting ahead of 
public knowledge, understanding future customers, and how 
organizations will need to change.
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The Next Generation
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Technology has put a huge gulf between the millennials
and older generations, and it is reflected in the way
they work, learn and communicate. Experienced people
are often jaded and resist innovation, while younger
staff can bring fresh ideas but make predictable
mistakes, or lack understanding of organizational
politics and constraints. But the “social contract” of
employment is changing. The next generation is looking
for experiences and growth, and moving “out” is just as
good a way to move “up” in their own career ladder.

Youth and experience collide:
explosion or marriage, your choice!



Future of Innovation
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Customers are coming together on their own and
describing what they want. Customer needs are obvious:
they will be discovered by artificial intelligence (AI)
looking at big data. In the “interest graph world” a
consumer or anyone puts an idea out there and will
immediately know if there is any interest in it. A
company’s strength is in manufacturing and supply
chain. Flash manufacturing is required. The winning
formula= outsource discovery of needs and of solutions
to the global 'brain' (i.e. what people are talking about in
cyberspace) and then to build solutions fast.

There is no competitive advantage to consumer 
insights. 



Future of Innovation
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The organization will be virtual. A persona’s time will be
allocated to the organization through a Statement of
Work engagement. There will be no human project
managers, projects will be run by AIs. It will be very
much like a freelancer environment inside the company
with a virtual team and “homerooms” for the team to
coalesce, share and plan. Projects are put together,
people opt-in and are recruited. Teams disband after
the project is done. Some teams will get a reputation of
working well together and delivering results. The
superstars will be very well paid.

Operational excellence will be automated. The 
“Hollywood” model will prevail.



Frank and Sara
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Frank just bought his Apple Watch 12 and after figuring out 
that his health was not what he wanted it to be, he decided 
to try Siri’s new cousin Sara. Sara told him she could help 
make recommendations for him so he decided to delegate 
his life to Sara for many of the day-to-day decisions.

So Sara started making recommendations and doing the 
ordering. Sara saw that Frank was like some other people 
so she used their buying habits as a model. Frank was 
delighted, his time was freed up to do things he was really 
interested in.

Then one day Frank looked around and saw that 
everything came in white boxes, no logos or brands. He 
asked Sara why and she tells him that she just orders 
things that work, not stuff that a marketer is trying to sell.



Frank and Sara

Copyright © 2014 The Inovo Group, LLC

25

Frank knows Sara is right. Yet Frank is perturbed. He 
doesn’t see his favorite scotch or favorite cigars. So 
he tells Sara, “I do like my favorite scotch and cigars 
so can you get rid of the white boxes for my scotch 
and cigars? In addition, there are a few things for 
which I'm willing pay a little more for if it's green 
such as my dishwashing detergent”.

Sara checks Frank’s community to see what she should do 
(since Frank is worried about the environment) and tells 
Frank that he should buy 'Green Tide‘. Frank knows Green 
Tide is a little more but he tells Sara that he is willing to pay 
the price. After two months of living with Sara, Frank’s life 
is better than ever. He remembers the old days and how all 
the choices were making life worse. Now with Sara’s help 
he only makes choices on things that matter to him.



Futuring Framework

Artifacts – what we innovate

– Artifacts that help us innovate

– Innovations that are adopted by our 
artifacts

Organizations – how we organize to innovate

– Organizations creating innovations

– The innovations organizations employ

People – who and how we innovate

– Who is innovating

– Who is adopting innovations 
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Knowledge Discovery –

Forces, Trends, and Signals

27

Dave Copps
CEO / Brainspace
@iamdavo



Ratio of unstructured to structured 

data
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85 / 15

Successful collaboration systems10%

Improvement over last 10 years0 %

Time spent searching35%

Failure rate of search50%

ESN’s that will fail in next 4 years80%

Its Hard to Innovate with Systems Failing



The Goal: Connectedness
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The only long term sustainable advantage is to learn faster than your 
competitors. In order to learn fast, an organization must be connected.

Collective
Intelligence

Evolve
Social

Embrace
Transparency



Collective Intelligence / More Semantic
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The knowledge of all of us at the fingertips of each of us.

Less one-dimensional 

Less static 

Less literal 

Less silo’d 

More multi-dimensional 

More dynamic 

More connected 



Collective Intelligence / Context
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The knowledge of all of us at the fingertips of each of us.

Tectonic shift towards a post search world.

Capturing thoughts, concepts and ideas that drive business 

Words & patterns captured by math in multiple dimensions

Community generated asset 

An operating context 

The gift of distance 

An operating context 

Creates: 



Evolve Social: Social Graph to Interest Graph
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The emergence of organizations meaningfully connected through interest.

Who-knows-who to Who-knows-what

Difference: Present and future

Less about connecting 
With friends and more
About connecting through
shared interests



Evolve Social: Social Energy
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Energy is the combination of attention and social influence.

Information, documents are made 
more relevant within an 
organization as they receive 
attention by being touched, shared, 
collected and collaborated on by 
people. 

Social Objects, any object two 
or more people utilize to 
connect in context.

Social objects are the hard 
currency of an information 
economy. Shareable artifacts.



Transparency: Organizational Focus on Flow
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Collecting gives way to flow.

Connected organizations focus less on collecting knowledge 
and more on the open flow of knowledge. 

Employees are rewarded not 
just for what they know, but 
how much they contribute 
their knowledge to the benefit 
of others. More mavens / less 
hoarders. 

Silo’d, permissioned data on 
networks are less prevalent in 
connected organizations. 
Information defaults to “open 
access”.



APPENDIX
AND REFERENCE MATERIALS
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ATTENDEE CONTACT INFORMATION
AND BIOS
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Steve Fahrenholtz, PhD
Director, Strategy and Innovation
General Mills
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Steven Fahrenholtz is a founding member and current leader of 
the iSquad, General Mills’ internal consulting group that 
specializes in new product strategy development. The iSquad 
coaches business teams through a discovery process lasting 
between three and six months, with the end results being a 
clearly identified opportunity area that has been validated by 
product ideas. The iSquad has coached the development of new 
product strategies for all of General Mills businesses including 
numerous international explorations. Some in-market successes 
that iSquad coached team have achieved are Progresso Zero Point 
soup, Nature Valley Sweet and Salty, and most recently Nature 
Valley granola with protein.

E: Steven.Fahrenholtz@genmills.com
P: (612) 817-2499



Ryan Gass
Incubation Manager, Innovation Team, Innovation & Emerging Growth Group
Nestle Purina PetCare
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Ryan joined the Purina Innovation & Emerging Growth Group in 
2013. The purpose of the Innovation and Emerging Growth Group 
was to bring speed, agility and enhanced capabilities to Purina by 
embracing a more open innovation philosophy; all focused on 
addressing key strategic problems that, once solved, will ensure 
continued growth and category leadership. Ryan is the idea 
champion and project leader for ideas coming through the front 
end incubation process. From 2007-2013, Ryan held various 
positions within the Nestle Purina Marketing Department. Most 
recently, he led the pipeline development of the Friskies cat food 
brand, the largest Purina brand in the pet food portfolio. In 
addition, Ryan also led various portfolio & organizational 
initiatives that involved developing new organizational capabilities 
to help create new business opportunities beyond existing 
segments within the company. Prior to Nestle, Ryan was a 
Financial Analyst at Kraft Foods North America in Chicago where 
he worked closely with the Maxwell House, Oscar Meyer, and 
Philadelphia Cream cheese brands. Ryan earned an MBA from St. 
Louis University in 2007, and a BS in Finance from the University 
of Illinois in Urbana-Champaign in 2004.

E: Ryan.Gass@purina.nestle.com 
P: (314) 982-1000



Cindy Gier
Office of the Chief Innovation Officer
Kelly Services
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Cindy Gier has over 30 years’ experience in a variety of Global Human Resource and 
Organizational Development leadership roles with General Motors. At GM, Cindy 
successfully held leadership positions in Global Policy and Employment Relations; 
Global HR Process Integration; U.S. Benefits; and Global HR Operations. In addition to 
addressing core business demands, these roles required driving organization change 
necessary to align with urgent strategic global initiatives including: business process 
outsourcing; modernizing HR policies to address business demands and multi-
generational work style shifts; and standardizing HR processes across the globe to 
support critical business turn-around efforts. Cindy’s area of expertise is in large-scale 
transformational change methodology which takes into account an organization’s 
people, structure, systems, culture, history and produces measurable business results. 
For the past 3 years, Cindy has consulted with Rolf Kleiner, Kelly Services Chief 
Innovation Officer on organizational structure design; innovation process design, 
education and adoption; innovation metrics; and execution of strategic Open Innovation 
Pilot Projects in the pipeline. Additionally, Cindy acts as the liaison with external 
innovation thought leaders and business partners in support of Kelly’s Chief Innovation 
Officer. Cindy earned a Bachelor degree from Oakland University and a Masters in 
Organizational Management from the University of Phoenix. She has also completed HR 
Executive Development Certification programs at Cornell University; Columbia 
University; and Thunderbird, The International School of Management Global Executive 
Development Program. Cindy is an alumni of Leadership Oakland and volunteers with 
The Rochester Area Career Ministries assisting job seekers.

E: GIERCYN@kellyservices.com
P: (248) 877-5051



Mike Grieff
R&D Director, New Business Creation & Innovation
Procter & Gamble
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Mike’s P&G history: NA Laundry : Launched Nil-P Expansion, Tide With 
Bleach 99.9% Germ Kill, Tide Wear Care, Identified Tide Cold Water, Tide 
w/ Touch of Downy, Tide with Febreze as core portfolio expansion 
opportunities. European Fabric Enhancers and Detergents: Launched StiWa 
Winning product in Germany, “Touch of Softness” powder launch, Bold 
restage in UK. Global Fabric Care New Business Creation: Launched 3 forms 
of Tide Stain Release, Spray Pre-treater, Free, Whitening Line Extension. 
Led regimen megabranding strategy. Developed and launched Tide Dry 
Cleaner. Corporate New Business Creation & Innovation: Launched SWASH. 

Philosophy for success: Don’t settle for average, try to do what you don’t 
think is possible. Be confident in your ability to find the way when the path 
is not known. Always try to make a difference. Continue to learn new 
things. Learn from others which means being open to different ideas / 
philosophies. Challenge others to do great things. Develop a breadth of 
strong relationships. Surround yourself with the right people.

E: grieff.md@pg.com
P: (513) 885-8371



Katy Laciny
Senior Brand Manager, Snacks Portfolio 
Nestle Purina PetCare
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E: kathryn.laciny@purina.nestle.com
P: (314) 537-6165



Scott May
Vice President, Global Innovation
Givaudan Flavors
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Scott is a Senior Global Innovation Executive with a BS in Food 
Service and 28 years of experience. 

Experience includes:
• International business leadership
• Global sales and business development
• Strategic planning
• Innovation Leadership
• Change management
• Acquisitions and Integrations Specialties: Flavors, fragrances, 
food and beverage

E: Scott.May@givaudan.com
P: (513) 948-5541



Dan Munivez
Manager, Office of Chief Innovation Officer
Delphi Automotive
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Daniel “Dan” Munivez is Manager, Office of the CIO within the 
Information Technology (IT) group at Delphi Automotive, a 
position he has held since March 2013. Based in Troy, Michigan, 
Mr. Munivez is responsible for ensuring IT is consistent, 
transparent and efficient in the approach to delivering business 
value with direct oversight of Innovation, Mergers & Acquisitions 
and External Communication functions. A native Texan, he began 
his career in 2000 with private equity startups in the Houston 
area, and later moved into the automotive industry as an 
independent consultant ultimately joining Delphi’s IT staff. Dan 
has spent the last 8 years working with Delphi moving through 
assignments of increasing responsibility including leadership roles 
within global IT operations/services. 
Dan has a bachelor’s degree in management information systems 
from The University of Houston and a master’s degree in business 
administration from Michigan State University.

E: daniel.munivez@delphi.com
P: (248) 813-2772



Gerry Myers
Vice President, Global Innovation
Chubb & Son
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Gerry Myers is Vice President, Global Innovation at Chubb & Son, 
a Fortune 500 property and casualty insurance company based in 
Warren, NJ. Chubb is the 12th largest property and casualty 
insurer in the United States with a worldwide network of some 
120 offices in 26 countries staffed by 10,200 employees. The 
Chubb Corporation reported $52.2 billion in assets and $13.6 
billion in revenues in 2012. Chubb’s Global Innovation practice is 
charged with implementing the firm’s integrated business model 
– the convergence of open innovation, collaboration and social 
media both internally and externally to customers and brokers. 
Gerry, has led Chubb’s open innovation platform, 
“Motivate+Drive+Deliver” since its launch in 2008. M+D+D has 
generated over 5000 ideas from both Chubb employees and 
external brokers and customers resulting in new revenue streams, 
operational efficiencies and greater customer satisfaction. 
Gerry has a Master’s degree in journalism and communications 
from San Jose State University and a Bachelors’ degree from the 
University of Connecticut.

E: gmyers@chubb.com
P: (908) 903-2982



Erin O’Driscoll, PhD
Global Business Director, Ventures & Business Development
Dow Chemical
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Erin O’Driscoll is Global Ventures and Business Development 
Director for Dow Chemical. Erin manages a portfolio of internal 
and external growth projects prioritized across Dow Businesses 
that support corporate strategy and enable transformation. Erin’s 
has been involved in new business development at Dow for over 
24 years in both R&D and commercial roles. She has lead efforts 
from early stage product inception through commercialization in 
a wide variety of technologies including renewable feedstocks, 
cellulosic derivatives, lithium ion batteries and markets including 
consumer products, pharmaceuticals, and energy storage.
Erin received her Ph.D. in Physical Chemistry from University of 
Colorado-Boulder and her BS in Chemistry from Boston College.

E: EDO’driscoll@dow.com
P: (989) 638-6330



Pramada Reddy
Executive Director, Strategic Innovation
CMS Energy
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Pramada Reddy joined CMS Energy in 2011 as Executive Director 
of Strategy Communications. Her responsibilities included 
developing the company’s first brand campaign, structuring a 
proactive media relations program, and strengthening internal 
communications. The result was a jump from 3rd to 1st quartile in 
Communications per the JD Power Customer Satisfaction Survey. 
In 2014, Pramada was asked to lead Strategic Innovation, a new 
area for CMS Energy. The department has been tasked with 
identifying innovative growth opportunities and bold ideas 
unrestricted by conventional thinking. Pramada also serves on the 
company’s Corporate Strategy team and works closely with senior 
leadership in positioning the company for the future. Prior to her 
work at CMS, Pramada spent 10 years at LexisNexis, where she 
held senior roles of increasing leadership responsibility in 
strategy, marketing and operations. 
Pramada has a BA in English from the University of Michigan, JD 
from the University of Detroit Law School, and MBA from the 
University of Michigan Ross School of Business.

E: pramada.reddy@cmsenergy.com
P: (517) 240-0429



Matt Sabo
Senior Director
Diageo
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Matt is driven by a relentless curiosity, one that led him from a 
background in bioengineering into the world of innovation and a 
leadership role in marketing. He is a Maker, balancing left + right 
brain thinking that combines analytical reasoning alongside 
disruptive creativity, resulting in products tied deeply to the 
consumer's perspective. In his most recent role as Senior Director 
of Innovation at Diageo, he covered the new product 
development pipeline for Latin America. This included launching 
over 40 new variants in under 5 years for brands including 
Smirnoff, Guinness, Captain Morgan, Buchanan's, Baileys, and Old 
Parr. Matt is currently consulting for a number of CPG and 
hospitality clients with start-up and scaling projects, focused 
heavily on cracking concept-to-product fit. 
When he is not tackling innovation, Matt is an active 
photographer, diehard baseball fan, and unofficial City of Chicago 
ambassador. He recently moved back to the city from Miami with 
his wife Catherine and their pioneering one-year-old daughter. He 
is, unapologetically, a geek.

E: mattsabo17@gmail.com
P: (312) 379-9815



David Wong
Senior Director, Innovation & Acceleration Lab
CME Group
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David is responsible for Chicago Mercantile Exchange Group’s 
Innovation and Acceleration Lab, a recently launched venture to 
connect and further enhance CME’s innovation capabilities across 
the enterprise to create new sources of outsized value and long-
term growth for our customers and business. In prior roles at 
CME Group, David helped drive strategy and planning across the 
futures and options-on-futures businesses, served as Chief of 
Staff to the CEO, and led the organization’s Enterprise Risk 
Management program. Prior to joining CME Group, David worked 
at LaSalle Bank ABN AMRO and Deloitte. 
He holds a B.A. in Accountancy from the University of Illinois, an 
MBA from Northwestern University’s Kellogg School of Business, a 
woefully inactive CPA, and holds a certificate in Strategic 
Decisions and Risk Management from Stanford University. Mr. 
Wong also serves as a Clinical Professor of Strategy & Risk 
Management at DePaul University and is on the Executives’ Club 
of Chicago’s Leadership Circle Advisory Board.

E: david.wong@cmegroup.com
P: (312) 207-2526



Michael Wynblatt, PhD
Vice President, Innovation & Emerging Technology
Ingersoll Rand
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Michael is the Vice President of Innovation and Emerging 
Technology at Ingersoll Rand Corporation, where his focus is on 
developing capability for innovation: improving the organization’s 
skills, processes, and talent for consistently and efficiently 
bringing innovations to the market. Previously he has held Vice 
President roles at Eaton Corporation, where he led the global 
Innovation Center, and at Siemens Technology-to-Business Center, 
where he was a pioneer of open innovation. In his career, Michael 
has been involved with bringing more than 50 technology-based 
innovations to market, as new products or new businesses. 
He holds a Ph.D. in computer science from Stony Brook University, 
and a BSE in computer engineering from the University of 
Michigan.

E: michael.wynblatt@irco.com
P: (248) 229-9454



Brad Barbera
Founder and Principal
Pi Innovation
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Brad Barbera believes that innovation – creating valuable 
solutions to problems – is the fundamental purpose of human 
endeavor. As Founder and Principal of Pi Innovation, he enables 
small and mid-size organizations, both commercial and non-profit, 
to innovate more effectively for their customers, clients, 
communities, and stakeholders. He has worked in a variety of 
industries, including food, OTC pharmaceuticals, cosmetics, 
ergonomic products, office furnishings, electronics accessories 
and home care products. He is certified by the Product 
Development and Management Association (PDMA), as a New 
Product Development Professional. He has also served as the 
PDMA’s Executive Director, and is currently the Editor-in-Chief of 
PDMA’s flagship publication, Visions magazine. He is a proud 
father of two unique kids, a mediocre chess player, and a 
competitive runner, obstacle racer, and stair climber.

E: bradbarbera@comcast.net
P: (630) 468-2724



Dave Copps
CEO
Brainspace
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Dave is a serial entrepreneur that has founded and launched 
three successful companies focused on large scale machine 
learning and semantic discovery. He has been at the forefront of 
cognitive computing and AI for the past 15 years as a 
technologist, entrepreneur and CEO. As Chairman and CEO of 
Brainspace Corporation, based in Dallas, he leads a team building 
core technology that can transform an organization’s documents 
into a collective intelligence that everyone can use to connect 
with relevant people and knowledge. Dave’s larger vision for 
Brainspace is to expand the technology to meaningfully connect 
the world. The largest Brainspace today is built from over 
350,000,000 documents and powering the largest patent 
database in the world at LexisNexis. Prior to founding Brainspace 
Dave was co-founder and CEO of Engenium Corporation 
(purchased by Marsh McLennan in November 2006), where he 
led the adoption of the Engenium’s conceptual search platform at 
the Pentagon, CIA, FBI and the US Department of Defense’s 
Defense Messaging System.

E: dave@brainspace.com
P: (214) 614-8130



Books, blogs, articles mentioned
during the Inovo Innovation Summit

• The Alliance: Managing Talent in the Networked Age
Reid Hoffman

• Flow: The Psychology of Optimal Experience
Michael Csikszentmihalyi

• Idea-Links: The New Creativity
Jim Link

• The Medici Effect: Breakthrough Insights at the 
Intersection of Ideas, Concepts, and Cultures
Frans Johansson

• The Lean Startup: How Today's Entrepreneurs 
Use Continuous Innovation to Create Radically 
Successful Businesses
Eric Ries

• Orbiting the Giant Hairball: A Corporate Fool's Guide 
to Surviving with Grace
Gordon MacKenzie
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The 2014 Inovo Innovation Summit Team
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Vinod (Vinny) Kaimal, PhD
vkaimal@TheInovoGroup.com

(513) 502-7081

Brian Christian 
bchristian@TheInovoGroup.com

(269) 930-0574

Steve Schwartz 
sschwartz@TheInovoGroup.com

(734) 717-6224

Kendra Theriot
ktheriot@TheInovoGroup.com

(773) 972-6470

Larry Schmitt, PhD
lschmitt@TheInovoGroup.com

(734) 604-3887
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Summit contact…


