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When organizations begin their 
innovation journey, they have no idea 

how to account for the many forms 

of value that gets created. They may 

also have dormant fears about 
changing modes of work to 

effectively innovate.   
 

Yes, there is tangible value (read: 

real and significant ROI) generated 

from innovation, but there are 

also many other forms of value 

that range from concrete and 

easy-to-measure to soft and fuzzy.  

 

Without having a set of metrics 

some professionals are justifiably 

reluctant to invest resources, 

time, and money into an 

innovation program.  

 

This hesitancy is understandable, 

as innovation can carry within it 

the power to transform an 

organization and lever its growth, 

meaning that the discipline is a 

mandate for positive change. 

Change in any form can be 

perceived as a threat to those 

embedded in operations and well-

defined processes. Therefore, 

many will not endorse even a 

single innovation project without 

the guardrails of metrics.  

 

May this guide ease any concerns 

about measuring the value of 

innovation. Think about 

Innovation as having three types 

of very hard metrics, more fluid 

ones, and some that are as 

difficult to capture as air. Let’s call 

the three categories Rock, Lava, 

and Smoke to make them a little 

more evocative.  

 

Rock metrics are rock solid: 

things you can count. Here are a 

handful of Rock metrics. The first 

one is the most telling metric of 

how well your organization 

creates, launches, and markets 

innovation: revenue of innovations 

launched.  

 

The revenue can come from new 

product, services, and business 

model innovations. When robust 

you can account not only for the 

value for things sold, but also a 

rise in brand equity and market 

share.  

 

Lava metrics are a little harder to 

capture at first but are important 

inputs when understanding how 

much an innovation program can 

generate different types of value. 

In any Innovation Project a 

portfolio of market-tested 

concepts is generated that has 

short-term, mid-term, and longer-

term and longer-reaching 

concepts. Many clients perform 

business cases on the whole 

portfolio and create a total 

valuation on the option value 

created in the process.  

 

Then, a unit of measurement 

needs to look at the cultural 

influence of working on 

innovation. How much is deeper 

collaboration, short time cycles, 

cross-functional training, and key 

market insights worth to your 

organization? These elements of 

value are more fluid, but critical 

to the healthy growth of an 

organization.  

 

Lastly for lava metrics, find a way 

to measure the value created by 

innovation work creating new 

strategic growth areas for the 

company and its influence on the 

organizational strategy.   

 

Steam metrics are the hardest to 

capture. They include 

performance metrics on how 

many bootcamps, hack-a-thons, 

workshops, and projects were 

completed as well as the 

anecdotal feedback from 

employees.  

 

This metric also puts a value on 

feedback from customers, 

partners, and consumers who 

participate in the process. In 

Steam you can find the cultural 

impact of an innovation program.  

Between these three metrics you 

can capture all of the value of 

innovation.  
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Important Notice 
© Copyright 2018, Bizezia Limited, All 

Rights Reserved 
 

This article appeared in Better Business 

Focus, published by Bizezia Limited (“the 

publisher”). It is protected by copyright law 

and reproduction in whole or in part 

without the publisher’s written permission 

is strictly prohibited. The publisher may be 

contacted at info@bizezia.com (+44 

(0)1444 884220). (Some images in this 

article are taken from Creative Commons 

– such images may be subject to copyright. 

Creative Commons is a non-profit 

organisation that enables the sharing and 

use of creativity and knowledge through 

free legal tools). 

 

The article is published without 

responsibility by the publisher or any 

contributing author for any loss howsoever 

occurring as a consequence of any action 

which you take, or action which you 

choose not to take, as a result of this 

article or any view expressed herein.  

 

Whilst it is believed that the information 

contained in this publication is correct at 

the time of publication, it is not a 

substitute for obtaining specific 

professional advice and no representation 

or warranty, expressed or implied, is made 

as to its accuracy or completeness. Any 

hyperlinks in the article were correct at 

the time this article was published but may 

have changed since then. Likewise, later 

technology may supersede any which are 

specified in the article. 

  

The information is relevant primarily within 

the United Kingdom but may have 

application in other locations. 

 

These disclaimers and exclusions are 

governed by and construed in accordance 

with English Law. 
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