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Abstract

b

The roadmapping technique has been used in industry since
the 1970s and has been extensively scientifically analyzed
and further developed. The challenges faced by companies
today must be identified promptly, efficiently and resolved
proactively.

This paper is intended to give all companies - from corpo-
rations to SMEs - a quick and effective opportunity to deal
with the topic of roadmapping and to use this method in
their own companies.

Identifying new technologies and embedding them in one’s
own corporate strategy is difficult for many companies.
Such examples as the invention of the smartphone or di-
gital photography illustrate us how long-established indus-
tries and manufacturers have been displaced within only a
decade. It is therefore very important to proactively shape
one’s own future. The method of roadmapping can help any
company to meet the challenges of the future.

In addition to internal company roadmapping (technologi-
cal and strategic roadmap), open innovation roadmapping
is another form of roadmapping that can bundle the know-
ledge of an “ecosystem” and make it usable for all stake-
holders.

b
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1. Initial situation

Every company that wants to be competitive in
thelongterminan uncertain and complex envi-
ronment must systematically analyze and fore-
cast future developments (Rohrbeck & Bade
2012: 7; Rothenberg & Ettlie 2011: 127, 138;
Schoemaker 1993: 193, 199). However, 80%
of executives say that there is a gap between
strategy and product development (Halpern
2008). The method of roadmapping offers an
ideal tool for structured planning, implementa-
tion, and visualization of one‘s own innovations
as well as the corporate strategy.

Within the framework of roadmapping, very
different questions can be answered:

Which trends and markets will in-
fluence our future business?

Which products do we want to of-
fer?

With the help of which technolo-
gies, competencies and resources
can we achieve our goals?

(o & 24

By the late 1970s, Motorola was one of the first
companies to address the interconnections
between products, product features, and
related technologies and competencies. This
enabled Motorola to align all of its business
activities with future market entries of product
and functional innovations, thus reducing risk
factors and bottlenecks.

Since then, the concept of roadmapping
has been further developed and studied

scientifically. Accordingly, there is now vast
literature and associated recommendations for
action (see, among others, Albright & Kappel
2003; Bray & Garcia 1997; Barker & Smith 1995).
These are mostly very extensive and require a
time-consuming study of the contents. Large
corporations such as Philipps, General Motors
and Intel in the USA as well as Erickson and
British Telekom in Europe have successfully
introduced and implemented roadmapping
(Lee & Park 2005).

Unlike them, SMEs do not have large innovation
departments to deal with this topic (Phaal &
Farrukh & Probert 2004: 26-37). Therefore,
SMEs, in particular, need easy and fast access
in order to recognize the advantages of
roadmapping and use it effectively.

Therefore, the objective of this white paper is
therefore to provide an application-oriented
overview using scientific findings and best
practice examples from the industry to
demonstrate advantages and success factors
of roadmapping. In addition, the spectrum
will range from technology roadmapping and
internal strategic roadmapping to a cross-
company open innovation roadmapping
approach.

“Consistency and transparency of
roadmaps promote interdepartmental
cooperation and provide a sustainable

monitoring tool.”

Alexander Straul3,
Bayern Innovativ GmbH

© 2018 Bayern Innovativ GmbH & ITONICS GmbH
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2. Application-oriented overview - How to?
2.1 Process for the application of integrated roadmapping

A roadmap is neither a network plan nor an
environment radar. Rather, a roadmap is the
temporal and logical representation of the
factors influencing the development of a
company over a longer period of time (< 5
years). One of the main goals of roadmapping
is to support communication. Transparency
and clarity of strategic plans should be
created and the psycho-social effects used in
workshops.

The integrative roadmapping goes beyond
product technology roadmaps and includes
internal and external views of the relevant
stakeholders and processes (Lichtenthaler
2008). In the course of the Roadmapping

Summit  (https://www.innovation-road.de/)
in April 2018 in Nuremberg, trends, best
practices and clear recommendations for the
use of roadmaps in practice were discussed.
It became clear that a success factor is not
the stringent application of the method, but a
custom-fit adaptation to the company.

The steps described below in the process of
creating and communicating a roadmap are
decisive for success and can be implemented
with varying intensity depending on the
individual company.

= Definition of individual objectives

1. Objectives

method in the company

= Factors such as clarity, responsibility, data quality and integration into the company are essential.

= Roadmapping roadmapping = development of short, medium and long-term goals for the introduction of the

'

roadmap or company roadmap

= 4 types of roadmaps with different focuses: product/innovation roadmap, technology roadmap, integrated

= 3 dimensions: time frame (short, medium or long-term), degree of detail (depth and details), type of roadmap

3. People
involved &
commitment

= Definition of people involved and responsibilities for methodology, coordination, technical input

= Ensuring the top management’s necessary commitment

4. Structure
& process

= 3 main layers (market, products and resources) and time dimension

= 3 main questions: Where do we want to go? Where are we today? How do we get there?

5. Integration
into
innovation
management

= |ntegration into the higher-level innovation management enables agile, flexible, scalable and responsive
design and puts roadmapping at the center of strategy development

NANWANVANS

Figure 1: Process for the application of integrated roadmapping
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The following question should be addressed
at the beginning of roadmapping: What do we
want to achieve with roadmapping in our com-
pany? This question is essential since a corre-
sponding commitment can only be achieved
through a presentable benefit (see also 3.1.3).

Depending on the objective, roadmapping
offers a structured and simple overview of
temporal and logical correlations relating to a
technology or within a company. This, in turn,
can be used for communication at all levels-
from employees to the executive board- in or-
der to create a uniform understanding. Road-
mapping must not be the top management'’s
sole discipline. The involvement of all emp-
loyees is an essential component of success.

In addition to visualization, the roadmap
also supports the focus on certain activities
and, thus, facilitates strategic prioritization.
This allows short comings in the planning to
be identified (e.g. white spots) and a minimi-
zation of risks to be achieved. A further objec-
tive can be the gain in knowledge, in addition
to the finished roadmap, e.g. supported by
software solutions.

Regardless of the aim of implementing road-
mapping in a given company, the factors of
clarity, responsibility, data quality and integra-
tion into the company are essential. In order
to avoid misunderstandings in advance, cle-
ar framework conditions and guidelines are
needed. A roadmap can, for example, be for
a clearly defined topic area, a special techno-

logy room or an individual business unit in the
company. In addition, necessary capacities
and authorities must be clearly regulated and
communicated. The quality of the data used
also plays an important role. At the latest in
the first revision loops, a suitable method for
increasing data quality should be considered.
The verification of the data from different
“points of view” (triangulation) can be used
for this purpose. Thus, the roadmap also de-
pends on links to other tools and methods.

The first step in process for common unders-
tanding and communication of roadmapping
objectives of roadmapping can also be ex-
panded with R?* Roadmapping Roadmap-
ping. This not only includes understanding
roadmapping, but also involves concrete plan-
ning. The introduction of the roadmapping
method in a company can be an elaborate,
uncertain and lengthy project.

The Institute for Manufacturing (IfM) of the
University of Cambridge has, therefore, de-
veloped the “Roadmapping Roadmapping R
method to take into account the short, me-
dium, and long-term goals pursued with ro-
admapping as well as the available resources
when introducing the roadmapping method.
Using the template in figure 2, the most im-
portant aspects of the introduction of the ro-
admapping method are worked out on the ba-
sis of four key questions:

© 2018 Bayern Innovativ GmbH & ITONICS GmbH
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1. Why should roadmapping be introduced? Intheclassicworkshopsetting, these questions
The current status, as well as the short-and are answered cooperatively in groups. The
medium-term needs and expected results template is printed on A0 and the answers
of roadmapping, elaborated here (step 1a or partial aspects are attached to stickers
and step 1b). in the respective field. On the one hand, a

concrete roadmap for the introduction of the
roadmapping method will emerge after the
workshop; on the other hand, consensus will
be reached on short- and medium-term goals
and measures as well as on the long-term
vision of the roadmapping method.

2. What does perfect roadmapping look like
in the future? In this step, you describe
the vision or the expectations of the
roadmapping method you have. In which
way can roadmapping contribute to
business success in the future (step 2a)?
How should the roadmapping process be
structured in the future (step 2b)? Which
resources and capacities are needed to
realize the long-term vision of roadmapping
(step 2c¢)? What has to be done in the
short-term and how? What is the current
status of the roadmapping processes and
what should be achieved in the short-term
(step 3a)? Which resources and capacities
are available to me (step 3b)?

“Objectives? The transparency and cla-
rity of strategic plans and the
psycho-social effects in a roadmapping

workshop.”

Dr. Clemens Chaskel,
University of Cambridge

3. What has to be done in the short term and
how? What is the current status of the
roadmapping processes and what should
be achieved in the short term (step 3a)?
What resources and capacities are available
to me (step 3b)?

4. What needs to be done and how in
the medium-term? What should our
roadmapping process look like in the
medium-term (step 4a)? What resources

and capacities are available to me (step
4h)?

© 2018 Bayern Innovativ GmbH & ITONICS GmbH 7
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Roadmapping roadmapping (R2) template

Past 20__ — Phase 1 20 —>

Phase 2 20_

Vision
_ —> (what does ‘good’ look like?)

Step 1a — Past/ Current status and Short-term needs & outputs

Business context, value
proposition and
strategic ambition,
themes, needs, benefits
& deliverables
associated with
roadmapping

- Corporate

- Business unit/s

- Products, services
- Other

1 Step 1b — Medium-term needs & outputs
I

Step 2a — Future business benefit state

Step 3a - Past / Current status and Short term roadmap/ping development 1 Step 4a — Medium-t
'

Roadmapping and

related activities for

application in the

business

Links to other business
processes, tools &
systems

Step 2b — Future roadmaplping system state

Step 3b — Past / Current status and Short term capabilities & resources
'

Required capabilities
and resources for
roadmapping system

1 Step 4b — Medium-term capabilities & resources

Step 2c — Future capability & resource state

™M R r—

Figure 2: Template Roadmapping Roadmapping (Source: Phaal 2018)

Depending on the objective and the company,
different dimensions have to be considered.
Essentially, there are three dimensions:

1. Timeframe: Would you like to develop a
short, medium or long-term roadmap?

2. The degree of detail: To what depth and
with what details is the roadmap drawn
up?

3. Type of roadmap: What should be identi-
fied?

The choice of a certain roadmap type is the
most decisive. There are basically four types
of roadmaps:

Technology roadmap:

This involves focusing on one or more techno-
logies- regardless of suppliers on the market.
The result of such a technology roadmap is
an overview of opportunities and risks (and/
or barriers) for the management of a compa-
ny. It often makes sense for the results of a
technology roadmap to also be presented in a
technology radar (Mohrle & Isenmann 2017).

Product and innovation roadmap:

The range of services can also be the focus of a
roadmap. This refers to the current and future
product range. Product and innovation road-
maps deal with the planning of new products

© 2018 Bayern Innovativ GmbH & ITONICS GmbH
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and innovative development projects - often
taking into account the underlying technolo-
gies.

Integrated roadmap:

Integrated roadmaps consider several topics
in parallel, such as product and technology
planning. Depending on the focus, a roadmap
comprises different dimensions (also called
levels or layers) in different depths (also cal-
led lanes): products, technologies, markets,
resources, drivers, projects, company goals or
milestones.

Company-wide roadmap:

This type is a special form of the integrated

roadmap. The company is regarded as an
overall system. Technologies and products
of a company are evaluated in its “complete
ecosystem” of the company. This means that
existing technologies can be related to new
products (technology push), which in turn are
identified by existing trends and drivers. But
also, the opposite (market pull) is conceiva-
ble. Here, so-called “white spots” become vi-
sible that have not yet been considered in the
company or are currently not available- e.g.
technologies or resources (Mohrle & Isen-
mann 2017).

2.1.3 Participants and commitment

Why and what type of roadmap is drawn up is
determined in a joint discourse. The next step
for a fast and effective development and im-
plementation of a roadmap is to define clearly
and bindingly the persons involved and their
responsibilities. This creates the necessary
commitment and intrinsic motivation.

A roadmap promotes communication in
a company. Therefore, it is not just a tool
for management and top management.
Rather, the explicit goal must be to inte-
gratetheaffecteddepartmentsintotheprocess
as early as possible. A clear responsibility for
methodology competence, coordination,

and input must be communicated and
experienced as clearly and transpa-
rently as possible. Typical classifications

such as RACI are ideally suited for this
(Jacka & Keller 2009: 256).

Clarity in responsibility and in the resource
input creates transparency. The common un-
derstanding of goals, the vision and the be-
nefits of a roadmap are the first elements to
increase motivation.

“Roadmaps make goals transparent -

this is not desired by all employees.”

Jochen Flohrschiitz, Advanced Development,
Brose Group

© 2018 Bayern Innovativ GmbH & ITONICS GmbH
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2.1.4 People involved, roadmap structure and process

The basic structure of a roadmap first diffe-
rentiates between three main levels (so-called
main layers), represented by a sensibly se-
lected timeline (minimum +5 years). The line
“market” includes sublayers such as trends,
drivers, barriers, customers, stakeholders etc.
and deals with the question of “Why?” (mar-
ket pull). For larger companies, the introduc-
tion of a business layer that can be used for
individual business units or corporate strate-
gy (strategic projects) is also recommended
at this point. The second main layer bundles
the products and services offered by a com-
pany as well as the technologies required for
them. Thus, it offers space for the question
of “What?” The last mainline deals with the
“How?” (e.g. technology push). Sublayers such
as personnel, employee skills, finance, real es-
tate or strategic partnerships can be listed be-
low (Phaal & Farrukh & Probert 2011: 95ff.).

However, these layers can be adapted and/or
supplemented from company to company ac-
cording to individual requirements. Different
approaches can also be chosen for the order
of layer filling (bottom-up or top-down). Ho-
wever, it has been shown in many workshops
that numerous contents and ideas have deve-
loped in a constructive way and across layers.
It is always important to involve all employees.
The principle of every roadmap should always
be as follows:

The simple process behind each roadmap
consists of three questions. These key questi-
ons are described in detail below. The order of
questions listed below is essential for creating
a meaningful roadmap.

“As simple as possible,
as complex as necessary.”

Thomas Abele (2006), Founder,
TIM CONSULTING

1. Where do we want to go? Vision

The strategic goals and therefore the vision of
a company must be clearly defined. Without
this focus, it is practically impossible to set a
clear structure for the future. The vision can
be developed in advance of the roadmap via
internally or externally moderated workshops.
Since this point is the basis of the future road-
map, sufficient time and care should be devo-
ted to it. Furthermore, the involvement of ma-
nagement and top management are essential
due to strategic decisions.

[______TIME/WHEN? 9232

Resources c) How?

3) How do we get 1) Where are we
there? going?

2) Where are we
today?

Figure 3: Structure of roadmap vision

2. Where are we today? Status quo

The next step is to determine the status quo.
Also here, workshops are an adequate means
of querying the current situation and the near
future (+1 year) across all layers. As already

© 2018 Bayern Innovativ GmbH & ITONICS GmbH
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[ TIME/WHEN? ___ 934

© !
]
(V)

2) Wherearewe  3) How do we get 1) Where are we
today? there? going?

Market a) Why?

Products b) What?

Resources c) How?

Figure 4: Structure of roadmap status quo

mentioned above, all levels of hierarchy
and departments should be integrated.

3. How to get from status quo to vision?

The last step is also the most difficult. The
task now is to find a way to further deve-
lop the current “activities” into a vision and
to point out temporal and logical connec-
tions (“building bridges”). In addition, gaps
- such as necessary technologies or human
resources- can be identified.

[ TIME/WHEN? 9232

Market - a) Why?
Products b) What?
©
)
Resources (7, c) How?

2) Where are we
today?

3) How do we get 1) Where are we
there? going?

Figure 5: Structure of roadmap status quo to the vision

An important goal for one’s own roadmap
should be the continuous improvement of
the database. For example, trends and dri-
vers developed in management workshops
can be collected using a scientific approach
and evaluated with regard to their effects

or probability of occurrence. This data can,
in turn, be incorporated into the roadmap
and help with the development of new
products and services.

According to Lee and Park (2005), maintai-
ning roadmaps is the most common obst-
acle to the effective use of roadmaps.

The completion of the first roadmap versi-
on is the starting point for a regular review
process. This must also be planned and car-
ried out carefully. Depending on the scope
of the roadmap, the revision can take place
every three, six or twelve months. The time
intervals are strongly dependent on the
market and changing dynamics for a given
case. Approximately 50 % of the time spent
must be spent on keeping the process alive
(Phaal & Farrukh & Probert 2001).

“Roadmapping links different per-
spectives, especially market, product,
technology and resources. This makes

innovation planning more concrete

and dependencies and critical paths
more transparent.”

Dr. Michael Durst, Founder and CEO, ITONICS
GmbH

© 2018 Bayern Innovativ GmbH & ITONICS GmbH
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2.1.5 Integration into higher-level innovation management

Another point is the integration of the road-
map into company-wide innovation manage-
ment. In this way, the roadmap can serve as a
stimulus for your own idea management. Idea
campaigns can be derived from the trends and
drivers developed for the roadmap. These, in
turn, can be put back into the roadmap after
passing through a suitable evaluation process
(e.g. stage-gate).

In addition, roadmapping offers numerous
possibilities to implement the results of ana-
lyses, surveys, etc. that have already been
carried out in a structured way to bring them
into an overall context. As a result, all tools
and methods of corporate foresight (Techno-
logy Futures Analysis Methods Working Group
2003) can be interlocked and visualized within
the roadmapping process.

This integration enables an agile, flexib-

le, scalable and responsive design that puts
roadmapping at the center of strategy
development and innovation management
(Phaal & Simonse & Ouden 2008).

“Interlocking of innovation, strategic
work and consistent moderation and
monitoring of all innovation activities is
not trivial and requires a lot of

perseverance.”

Dr. Rainer SeRner, CEO,
Bayern Innovativ GmbH

2.1.6 Software for integrated roadmapping

The high effort involved in creating and up-
dating roadmaps is a deterrent to many com-
panies. In addition to the efforts required to
create roadmaps for the first time, difficulties
in maintaining roadmaps are often cited as
the main obstacle to the effective use of road-
maps (Phaal & Farrukh & Probert 2001; Lee &
Park 2005). In practice, roadmaps are usual-
ly created once in Microsoft Excel, PowerPo-

int or Visio. These documents are rigid and
cannot be dynamically updated or further
developed (Lee & Park 2005). Consequent-
ly, the roadmap remains an isolated instru-
ment that is detached from current corpo-
rate planning and development and quickly
becomes obsolete.

© 2018 Bayern Innovativ GmbH & ITONICS GmbH
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However, the hurdles in roadmapping can be
overcome, at least in part, with specialized
software. The company ITONICS offers a flexib-
le and customizable software. ITONICS Road-
map  (https://www.itonics.de/de/software/
itonics-roadmap-innovationsroadmapping/)
combines product and technology roadmap-
ping in an integrated solution. Depending on
the focus of the company, the software can be

customized to a specific roadmapping pro-
ject. The most common application is tech-
nology and product roadmapping. Through
collaborative components, this software so-
lution helps to master numerous practical
challenges (see Figure 6).
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Figure 6: Section of the interactive roadmap visualization. Source: ITONICS
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3. The future - from integrated to
open innovation roadmapping

The roadmapping approaches described ab-
ove so far are primarily used in a very small,
internal company context. The disadvantage
here is the limitation of the available database
as well as the limited view of a company. Im-
portant aspects that have not yet been consi-
dered can easily be overlooked and thus not
be included in the further development of the
company.

For this reason, the roadmapping method was
further developed and combined with the
open innovation approach. This approach is
particularly suitable for pre-competitive issu-
es (see also e.g. Open Innovation Roadmap-
ping- HAD).

Open Innovation Roadmapping ...

... is a tool to increase the innovation poten-
tial of players across a company. There are
primarily technology roadmaps that can be
edited by experts in a collaborative and over-
arching approach. The advantage here is the
stimulated communication of different actors
and the associated networking. In addition,
company-specific considerations can be com-
pared with the open innovation roadmap.
Therefore, existing deficits in the own strate-
gic planning can be recognized early, and joint
benefits can be generated for all.

Bayern Innovativ.  GmbH  offers  vari-
ous formats for collaborative roadmap
creation and networking, see the example
below.

Figure 7: Open innovation roadmapping — HAD (highly automated driving)

© 2018 Bayern Innovativ GmbH & ITONICS GmbH
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4. Background of the quoted people

Dr. Clemens Chaskel, IfM, University of

Cambridge:

Dr. Chaskel is a Senior Industrial Fellow at the
University of Cambridge’s IfM Educational
Consultancy Services, where his work focuses
on helping medium-sized and large compa-
nies adopt roadmapping approaches. By wor-
king closely with the IfM‘s Center for Techno-
logy and its leading scientists such as Dr. Phaal
and Dr. Kerr, his projects are aligned to the
current state of research and clients benefit
from in-depth knowledge transfer during the
collaboration. The roadmapping expert wro-
te his doctorate on the connection between
technology and corporate strategy and the
role that tools, such as roadmapping and port-
folio management, play in this context.

Dr. Rainer Sel3ner, CEO,
Bayern Innovativ GmbH:

Since April 4, 2016, Dr. Rainer Sel3ner has been
Chairman and Managing Director of Bayern
Innovativ GmbH. Previously, Dr. Sellner was
Vice President Technology and Innovation at
LEONI Kabel Holding GmbH, in Roth near Nu-
remberg, where he was responsible for set-
ting up and managing the strategic subgroup
divisions technology and innovation manage-
ment, IP management, project management
and development coordination. After studying
mathematics and physics at the Friedrich-Ale-
xander-University Erlangen-Nuremberg, he
received his PhD in optics, information and
photonics.

Dr. Michael Durst, , Founder and CEO, ITONICS
GmbH

Prof. Dr. Michael Durst holds a PhD from the
FAU Erlangen-Nuremberg on ,Value-Orien-
ted Management of IT Architectures” and has
worked as a management consultant for nu-
merous Fortune 500 companies in innovation
and technology management. From 2007 to
2009, he headed the Innovation & Research
department at adidas AG. Today, he is the
Founder and CEO of the software and consul-
ting company ITONICS GmbH.

Prof. Dr. Martin Mohrle, University of Bremen

Prof. Dr. Martin G. Mdhrle holds the Chair of
Business Administration with a focus on inno-
vation and competence transfer and is Direc-
tor of the Institute for Project Management
and Innovation (IPMI) at the University of Bre-
men. His research focuses on the various fa-
cets of innovation management.

Jochen Flohrschitz, Advanced Development,
Brose GroupCompany

Jochen Flohrschiitz works for the Brose Group
in the Advanced Development division. At Bro-
se Group he is responsible for cross-company
technology roadmapping using ITONICS Road-
map, a dedicated software solution integrated
into the company since 2016. The integrated
roadmapping method is designed to visualize
and simplify the interlocking between product
and technology planning.
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About Bayern Innovativ:

Bayern Innovativ GmbH is the company for innovation, technology and knowledge transfer
in Bavaria. The company supports players from industry and science at all stages of the value
chain with tailored services in order to increase their innovation dynamics. Bayern Innovativ
operates at the interface between a wide variety of industries and technologies. Its goal is an
ecosystem with dynamic networks for an accelerated innovation process. In addition to its
own energy technology, automotive and new materials clusters, one focus of its activities is
cross-clustering with other Bavarian clusters and networking with the other key players in Ba-
varia‘s innovation landscape.

About ITONICS GmbH:

ITONICS is a leading provider of software solutions and services for innovation management.
With ITONICS” modular software suite, companies can collect, connect and track relevant in-
formation, inspirations, ideas, initiatives, and projects. The innovation strategy can be acti-
vely shaped and managed - from environmental scanning over trend, technology and idea
management all the way to strategic foresight and road mapping. The end2end approach of
ITONICS Enterprise allows for a holistic innovation process on a web-based collaboration plat-
form.

Innovation leaders around the globe rely on the professionalism of ITONICS. Its customers
include companies such as Audi, BMW, CISCO, DZ Bank, INTEL, PepsiCo, Siemens, and Total.

© 2018 Bayern Innovativ GmbH & ITONICS GmbH 16



Roadmapping to go

5. On the authors

Alexander Strauf3

After studying mechanical engineering, Alexander Straul}
worked for several years as an engineer in the automotive
and aviation industries. From 2017, he worked as a con-
sultant for innovation, project and process management in
strategy at Bayern Innovativ GmbH. There, he was respon-
sible for the implementation of the strategic roadmapping.
Since September 2018, Alexander Straul has been working
as a manager in the automotive sector at Q_PERIOR AG. Be-
sides automotive specific topics, he continues to work on
the methods of roadmapping and innovation management.

Luisa Katzenberger

Luisa Katzenberger is Team Lead in Corporate
Development & Coordination at Bayern Innovativ GmbH.
Her team designs an integrated innovation management
system for Bayern Innovativ’s diverse product and services
portfolio. Here, roadmapping entails an essential commu-
nication and planning function. Luisa studied International
Business in Nuremberg, Sydney and Zurich and as a branch
manager she collaborated on the further development
of an innovation network. She is currently scientifically
examining innovation management and platforms as part
of her PhD.

Prof. Dr. Carolin Durst

Prof. Dr. Carolin Durst is Professor for Digital Marketing at
Ansbach University. In research and teaching she deals with
innovative technologies and their effects on business mo-
dels, industries and trends. As Scientific Director at ITONICS
GmbH, Carolin Durst accompanies strategic decisions and
product development from the scientific side and presents
the findings at conferences and in scientific articles.
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