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World Research Group’s Open Innovation Series Presents…

Network Building, Culture & Tools Summit
Dear Colleague,
As social media and emerging crowdsourcing technologies become increasingly popular, new opportunities are
arising for employee and market-driven innovation and idea generation that will revolutionize business across
industries.
The question is: How can you harness the power of these emerging network building tools to discover new
product innovations that your market is hungry for and new internal process innovations your company can’t
live without?
Never before has a conference been able to answer this question of network building and crowdsourcing in a complete
and focused way…until now. Introducing the newest addition to World Research Group’s Open Innovation Series,
INNOVATION3: Network Building, Culture, and Tools Summit to be held December 8-10 in Orlando, FL. This
conference is dedicated to the cultural changes needed to break down traditional silos and barriers to the ideation
process. While some companies have adopted full, flexible open innovation and crowdsourcing programs, others are
just beginning to bring together employees and outside partners who may not yet be used to working with each other.
The results of bringing together new combinations of workers and allowing for a freer flow of ideas can be an
exponential growth in innovation and efficiency.
Experience the insights of top innovation executives from a range of industries as they discuss how they’ve
leveraged their internal and external networks to maximize the flow of actionable ideas, attracting the best talent
while minimizing noise and efficiently handling complex IP issues.
Integrate These Experiences from Top Corporate Innovation
Leaders into Your Own Network Building Initiatives:
• Xerox on leveraging it’s 50,000 employees into an ideation resource, including how to filter ideas, and how to scale
them up into the traditional ideation pipeline for large business impacts
• AT&T on creating an innovative environment
• MWH Global on what has been done to define innovation and create an innovation framework, including an internal
crowdsourcing approach as one of the key components
• Cisco Systems on creating effective and engaging challenges through Cisco’s IPrize program
• PepsiCo Inc. on company wide idea jams to spur employee participation in improving internal IT processes
• Midwest ISO on Midwest ISO’s annual event aimed at driving innovation in the electrical grid utility sector and
internal processes
• EMC Corporation on leveraging a global presence by building a world wide network of “intrapreneurs”
• Sprint on team building in a non-traditional environment
• Clorox on active measures which help spur engagement in crowdsourcing efforts involving employees, suppliers,
consumers, and inventors
• Equifax on moving from internal idea jams to creating a customer culture of innovation
• Motorola on leveraging the power of decision markets to identify valuable ideas
• Kraft on creating an innovation tool-kit that allows for quick responses to the market and more rapid product
development
Leading innovation experts, authors, academics, inventors, and bloggers will fill the room at INNOVATION3: Network
Building, Culture, and Tools Summit. With over five hours of dedicated networking opportunities the conference is an
unparalleled opportunity to build your own network while learning from the best and most enthusiastic minds in
innovation.
We look forward to welcoming you to the INNOVATION3: Network Building, Culture, and Tools Summit in Orlando this
December.
Sincerely,

Andrea Meyer
President
WORKING KNOWLEDGE
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Jeffrey Johnson
Conference Director
WORLD RESEARCH GROUP

Who Should Attend
Top Industries:
• Computing and Electronics
• Consumer Packaged Goods
• Packaging and Plastics
• Food and Beverage
• Industrial Products and Manufacturing
• Financial Services
• Pharmaceuticals and Biotech and Medical
Devices
• Beauty and Personal Care
• Healthcare
• Energy, Oil, & Gas
From Corporations You Will Meet:
• Chief Innovation Officers
• Chief Marketing Officers
• Chief Information Officers
• Chief Knowledge Officers
• Inventors & Entrepreneurs
Vice Presidents, Directors,
and Managers of:
• Innovation
• Advanced Technology
• Research and Development
• Marketing
• Global Innovation
• Social Media
• Business Development
• Partnerships
• Alliances
• Mergers and Acquisitions
Expand Your Network at INNOVATION 3:
Network Building, Culture, and Tools
Summit:
• Inventors
• Entrepreneurs
• Academic Leaders
• Foundations
• Innovation Bloggers and Authors

Erica Namtalov
Marketing Director
WORLD RESEARCH GROUP
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PRE-CONFERENCE WORKSHOPS
WEDNESDAY, DEC. 8, 2010
8:30 AM • Workshop Registration
9:00 AM – 12:00 PM • WORKSHOP A

Maximizing the Value of Your Social Media Crowdsourcing Program through Effective Engagement Strategies
Initiating a social media crowdsourcing program can
ultimately increase productivity, lead to new product
lines, increase brand loyalty and motivate ambitious
workers, but to make the program work effectively, it
is important to dedicate the correct resources. While
the ultimate goal of crowdsourcing is to benefit from
a self-sustaining group, it is often necessary to
actively manage the community in the early stages.
A community manager acts as the voice of the
community, provoking people to become active and
engaged, identifying and rewarding leaders, and
recognizing contributions. This workshop dissects

strategies to bring crowdsourcing programs to full
functionality and offers participants the opportunity
to examine how to:
• Actively Moderating a Social Media Program for
Maximum Participation
• Initiating An Effective Rewards System
• Determining Benchmarks Towards the Goal of a
Self-Sufficient Community
THE WORKSHOP LEADER:
John Johnson, PhD, IT Consultant, Business
Analytics & Innovation, PEPSICO INC. is a
strategy development and innovation leader

with a proven track record of building and leading
the implementation of new business ideas. John is
accountable for initiating and leading innovative
global change across the PepsiCo enterprise. John’s
organization actively pursues internal and external
technology-enabled business innovation to develop
core business competencies and create a highimpact innovation pipeline.

1:00 PM – 4:00 PM • WORKSHOP B

Identifying Leading Indicators for Innovation
Often companies lack clarity about which ideas best
fit their innovation goals. The result is difficulty in
finding, selecting, and implementing the best
external ideas for their business. This workshop
presents a model and process for evaluating the
suitability and value of external ideas and the
potential ROI on innovation by using leading
indicators to increase the success rate for innovation
and improve the cultivation of external networks for
getting new ideas. Examples of leading indicators in
innovation are discussed and attendees participate in
applying these leading indicators to their own
innovation projects. In this workshop, participants:
• Analyze Leading Innovation Indicators to Measure
Success in Open Innovation Initiatives
• Create a Process for Codifying ROI on Your

Extended External Networks
• Successfully Filter Ideas in a Way that Mines the
Best Value from Your Innovation Network
THE WORKSHOP LEADERS:
Jackie Hutter, MS, JD, Founder & Principal,
THE HUTTER GROUP, LLC is a self-described
"Recovering Patent Attorney" who is one of
the pioneering ranks of Intellectual Property ("IP")
Strategists. She has over 16 years experience
counseling corporations, universities, entrepreneurs
and investment professionals in all facets of
intangible asset protection strategies. In 2009 and
2010, Jackie was named one of the 250 top IP
Strategists in the world by Intellectual Asset
Management magazine. In addition, Jackie was
named a SuperLawyer® in IP in Georgia in 2004,

Conference Day 1, Thursday, Dec. 9, 2010
8:00

Registration & Morning Coffee

8:50

Chairperson’s Opening Remarks
Andrea Meyer
President
WORKING KNOWLEDGE

9:00

IMPERATIVES TO CREATE SUSTAINABLE INNOVATION:
From Inspiration to Net Reward
As a kick-off to the conference, this introductory session gets
participants thinking about ten imperatives to create sustainable
innovation in their organizations. Participants:
• Identify the most important elements of true innovation
• Discuss the requirements and barriers to innovation
• Gauge where current opportunities for innovation exist and are
being missed
Robert Brands
Principal
INNOVATIONCOACH.COM

9:30

Building a Culture of Innovation Within Your Company to
Maximize Your Employees’ Creative Input
As a project-based consulting company, MWH has found value in
extracting tools that have been used in one program to use in
another, creating innovative time-saving techniques to add value to
customers across the board. Beyond extracting innovative ideas, the

and she is a frequent speaker on IP strategy to
business and legal professionals.
Deborah Mills-Scofield, Strategy and
Innovation Alignment, MILLS-SCOFIELD, LLC
is a strategic thinker with 20 years
experience in industries as diverse as the Internet,
Telecommunications and Healthcare corporations
ranging from multinational to start-up. Her core
competencies are in strategic/business planning,
development and alignment. She is recognized for
innovative and rigorous strategic development and
creative problem solving as well as being an expert
in the creation of data standards and patented
multimedia systems engineering and architecture.

company has successfully faced challenges in encouraging people to
apply ideas from outside of their departments. This session focuses
on using an internal online community as one of the key components
to defining innovation and creating an innovation framework.
Participants:
• Identify how to create and sustain an internal online innovation
community
• Pinpoint common missteps to avoid when building internal
communities
• Examine how to fully harness employee innovative ideas and turn
them into action to contribute to bottom line results
Kelli Shuter Cessna
Senior Innovation Specialist
MWH GLOBAL

10:05

IDEA JAMS: Using Company Wide Events to Drive
Employee Participation and Collaboration
Online idea jams are events designed to drive collaborative innovation
through engaging internal & external stakeholders in solving complex
business challenges. For challenge-drive open innovation models to
be successful, participants must be immersed in the process and
context of the business problem. This session provides a case study
of how to plan and conduct idea jam events by precisely wording
questions, encouraging participation, and providing participants an
immersive, interactive experience. Participants:
• Identify problems that matter and design challenge questions to
engage your organization’s collective talent as solvers
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• Examine program results and metrics in terms of idea creation,
implementation, and business growth
• Determine how to leverage best practices to implement similar
company-wide global events in your organizations
John Johnson
IT Consultant, Business Analytics & Innovation
PEPSICO INC.

10:40

Networking Break and Refreshments

11:10

Spurring Employee Driven Innovation through Idea
Generating Events

Rami Levy
Manager, Motorola Open Source Technologies (MOST) Team
MOTOROLA

2:25

The ultimate goal of open innovation is to improve both the market
effectiveness and the internal development efficiency of creating the
offerings of the firm, on a scale that is measurable at the scale of
firm. Open innovation is a wasted opportunity without a scaleable plan
of action. This session examines the work that must be done inside
the firm to enable businesses to grow from the combination of assets
which open innovation makes available. Using Xerox and other
examples, the presenter shows open innovation not only as a
development model but rather as a larger business creation and
scaling opportunity. Examples are given on using open innovation to
generate business results and on the preconditions and processes
required to execute on the often complex opportunities presented.
Participants:
• Explore how open innovation initiatives can be made more scalable
• Understand how to get the most value from new ideas by routing
actionable ideas quickly
• Examine case studies of open innovation's contribution to business
success
Steve Hoover
Vice President, Software & Electronics
XEROX

Working in the area of regional energy grids leaves zero room for
error. As a consequence there is a layer of risk involved in making
improvements and innovations to service delivery. This session
covers Midwest ISO’s annual event aimed at driving innovation in the
electrical grid utility sector and internal processes. Participants:
• Identify how to mitigate risk when introducing innovation into
“difficult to innovate” industries
• Examine the three steps to innovation - idea collection, idea
selection, and idea execution
• Explore key factors for success in launching, sustaining, and
growing an annual internal innovation event
Anushree Bag
Senior Manager of Performance Improvements
MIDWEST ISO

11:45

Utilizing Human Resources and a Lean Continuous
Improvement Process to Build and Cultivate an
Innovative Culture
Organizational departments including sales, operations, engineering,
finance, and human resources all play a critical role in developing an
innovative culture. This discussion shares a success story of how
Human Resources were able to coordinate a broad effort to apply
innovation to new market strategies throughout the multiple
departments in an organization. Attendees walk away with an
understanding of how an organization can:
• Implement Human Resources as a leader of an innovation process
• Utilize already successful infrastructure and networks to launch
innovative initiatives
• Create accountability and follow up through integrations of innovation
initiatives into leadership objectives and performance planning
Mike Riegsecker
General Manager
MENASHA PACKAGING

12:20

Networking Luncheon

1:50

MOTOROLA’S THINKTANK IDEA EXCHANGE: Leveraging
the Power of Decision Markets to Identify Valuable
Ideas
Motorola's ThinkTank Idea Exchange (TIX) is a decision market
system which leverages the power of Motorola's internal community
of innovators to identify ideas with the highest potential. With TIX,
Motorola has been able to significantly reduce overall disposition
time, improve the idea pursue rate, and triple collaborative
interactions to generate even more ideas. The resulting revenues,
cost reductions, and productivity improvements generate a return on
investment for TIX of 5-10 times. This session explores this
innovation system and allows participants to:
• Understand how a decision market may be used to identify the
most valuable ideas
• Identify key factors contributing to overall program success
• Measure current decision market systems in place in their own
organizations to pinpoint areas for improvement and growth
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KEYNOTE SESSION
Turning Open Innovation into Business Results

3:00

3:30

Networking Break and Refreshments

KRAFT on Innovating HOW We Innovate
As the name implies, fast moving consumer goods companies are
pressed for time. The "need for speed" influences all elements of the
innovation process acting as both a tailwind and headwind in
developing innovative technology and products. This session covers
some approaches Kraft is taking to address these challenges,
including implementing an innovation framework and aligning the
organization, integrating the principles and approaches of knowledge
management, open innovation, and intellectual property into the
organization's innovation tool-kit, and asking the right questions
(internally and externally) to improve innovation efficiency and
effectiveness. Session participants:
• Leverage examples and case studies to illustrate approaches
towards institutionalizing innovation capabilities across the
organization, including culture, behaviors, process, and tools
• Identify approaches to strengthen internal collaboration and
knowledge sharing
• Examine how to address the internal headwinds of open
innovations
Steve Goers
Vice President of Open Innovation, Knowledge Management,
Intellectual Property
KRAFT

4:05

MICROSOFT ON RETHINKING INSIDE INNOVATION:
Bridging Different Business Cultures Within an
Organization
It's common for organizations to develop an internal methodology for
driving innovation. Understanding some of the different internal
cultures is vital to successfully creating a culture of innovation.
Before asking anyone in the organization to innovate, it's important to
get in their head in the sense of who they are, are they social or
introverted, are they innovative people by nature or does that need to
be cultivated, and so forth. Marketing people are typically very
different from information technology people, and manufacturing
people are often different from them. This session helps participants:
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barrier to collaboration and inhibit group innovation as a
consequence. This session uses organizational psychology to
examine techniques to create a team environment for experts who
may be used to working alone, tapping potentially unshared insights
for innovation. Participants:
• Identify key roadblocks to innovation in typically “non-innovative”
environments to understand common challenges
• Pinpoint strategies to overcome communication challenges and
break down barriers with even the hardest to reach expert
technicians to drive innovation conversations
• Explore how to integrate technical professionals into the larger
organizational innovation plans to leverage new experience and
knowledge into future business growth plans
Jack Jennings
Manager Midrange Operations
SPRINT KEYNOTE SESSION

• Identify examples of how to help drive internal innovation
conversations to get people looking outside, across traditional
industry boundaries for innovation opportunities
• Examine how to identify key players in an organization that would
create true innovation
• Explore how to build and imbed a culture of innovation into the
framework of an organization
Ric Merrifield
Business Architect
MICROSOFT

4:40

Using the Alliance Framework to Develop High Quality
Collaborative Relationships
Leading companies are using open innovation to link their resources
with those of other world-class organizations, providing the customer
with new product, accessing new channels, and acquiring technology
outside the realm of their traditional R&D organization. The alliance
framework is a tool used by many Fortune 500 companies to create
and manage collaborative relationships. It’s been market tested for
over a decade, and it is the leading tool for creating and managing
open innovation relationships. This session offers participants insight
into the critical issues that lead to collaborative success and during
the session participants:
• Discuss the proper way to allocate IP rights on ideas, projects, and
products
• Examine financial models that share risk as well as rewards
• Understand how the alliance framework can be implemented into
organizational planning to drive fresh innovation
Gene Slowinski, Ph.D.
Director, Strategic Alliance Research
GRADUATE SCHOOL OF MANAGEMENT, RUTGERS UNIVERSITY

5:15

9:30

Open Innovation is based on relationships, ecosystems, and networks
that can be virtual, physical, open, or closed. Essential to all these
configurations is injecting a culture of trust into your innovation
networks. This session will offer suggestions for what companies can
do in merging virtual, physical, open, and closed networks supported
by case studies from well-known multinational corporations.
Participants:
• Identify the elements that lead to creating a culture of trust in
networks
• Examine common missteps to avoid as organizations build trust
with their constituencies
• Pinpoint ways to introduce all organizational networks into a culture
of high-trust
Stefan Lindegaard
Founder & Chief Facilitator
15INNO

Efficiently Integrating New Tools to Facilitate an
Innovation Network
Leveraging the collective intelligence and distributed knowledge of a
global workforce are key drivers for integrating social technology in
the enterprise. Solving hard problems of national importance requires
the ability to "bring the corporation to bear" efficiently, effectively and
in ways that demonstrate value. This session provides participants
with an opportunity to:
• Survey current tools that are available for creating a network of
innovation
• Examine how to create vibrant and productive online communities
that enable information sharing, inform decision making, and fuel
innovation
• Pinpoint important lessons learned about how to and how not to set
up online communities to foster innovation
Mary Lou Tierney
Enterprise Architecture Planning and Innovation
THE MITRE CORPORATION

5:50

Networking Reception

7:00

End of Day One

10:00

Morning Coffee

8:50

Chairperson’s Opening Remarks
Andrea Meyer
President
WORKING KNOWLEDGE

9:00

SPRINT on Team Building in Non-Traditional
Environments for Innovation
Often, technicians with a high level of expertise are used to working
on tasks individually. Such ingrained work habits can serve as a

EQUIFAX: Moving From Internal Idea Jams to Creating a
Customer Culture of Innovation
Businesses are learning that they must integrally involve customers
in the innovation process. This may pose a challenge because many
customers are inundated with information through numerous
technical media about various options, including those of competing
businesses. This session demonstrates how Equifax expanded from
an internal event driven employee engagement process into a
customer-centric innovative approach in order to differentiate
products and services from the rest of the industry and identify new
solutions ahead of the competition. Participants of this session:
• Identify key success factors of Equifax’s approach to engaging
customers in the ideation process
• Understand how to move from an internal to external innovation
model while continuing to drive relevant ideas
• Measure the results of Equifax’s initiatives and leverage these
experiences to create new external innovation programs across
industries
Chris Colson
Vice President New Product Innovation
EQUIFAX

Conference Day 2, Friday, Dec. 10, 2010
8:00

Building Trust in Open Innovation Network
Relationships

10:35

Networking Break and Refreshments

11:05

KEYNOTE SESSION
CICSO I-PRIZE PROGRAM: Using Correctly Worded
“Challenges” with Competitive Rewards to Encourage
Outside Innovators to Dedicate Their Time to Your Needs
Cisco Systems utilizes a well know open innovation challenge to
engage top minds in competitively working to solve problems. This
session focuses on the underlying structure and goals of the I-Prize

TO REGISTER, CALL 800-647-7600 OR 781-939-2500
e-mail: info@worldrg.com • www.worldrg.com/innovation3

5

program and how it has and continues to achieve results, allowing
Cisco to nurture and connect innovators and entrepreneurs from
around the world through the power of collaborative technologies to
identify and develop the company’s next billion-dollar business.
Participants in this session:
• Explore the keys to creating “challenges” that work to generate the
most viable business ideas
• Examine the most important facets of the I-Prize program – how it
was set up and why it works
• Identify strategies to truly engage, inspire, and motivate the public
in the ideation process
Greg Fox
Director of Marketing
Worldwide Channels
CISCO SYSTEMS

11:45

12:20

Networking Luncheon

1: 50

AT&T on Integrating Innovations into Standard Business
Processes
AT&T has a long history of innovating within the labs, but in today’s
competitive business environment innovation needs to be driven
throughout the corporation. This session highlights how AT&T is
implementing new programs to tap into the innovative spirit of all its
employees, customers and partners. These programs not only help
generate ideas, but focus on integrating the innovations into AT&T’s
standard business processes, a key prerequisite for a successful
innovation program. Participants of this session:
• Examine the current innovation program that AT&T has
implemented
• Learn about mistakes and victories that the organization has made
in the implementation process
• Identify future goals of innovation that AT&T has through their
programs
Sam Zellner
Executive Director - Innovation & Patent Development
AT&T

Networking Break and Refreshments

3:30

INNOVATE WITH GLOBAL INFLUENCE: Building a WorldWide Network of Intrapreneurs
Multi-national corporations traditionally deliver innovation by pushing
implementations to developing countries. The new economic
landscape, however, requires that these multi-nationals morph into a
flat network of globally inter-connected research and development
nodes. This session highlights the critical steps a corporation must
take to shift to this radically different model. Participants:
• Identify the new factors at play in a shifting economic and social
landscape that will most impact current implementation models
• Examine how to create more effective innovation implementation
programs cross-culturally and right here at home
• Pinpoint the most important missteps to avoid when changing
implementation models and enhancing your innovation plan
Steve Todd
Distinguished Engineer and Intrapreneur
EMC CORPORATION

4:05

Creating a Set of Decision Criteria to Accelerate
Adoption Process for a Wide Spectrum of Partner
Expectations
When companies initiate an open innovation process, it is essential to
sort through and route actionable ideas quickly. With open innovation,
companies will find that their partners come with varied backgrounds
and expectations. From the inexperienced inventor with original ideas
but little intellectual property knowledge to the sophisticated
entrepreneur with a track record of successful business launches and
a deep understanding of intellectual property rights, companies have
to expeditiously reflect on and respond to different innovation
proposals. This session focuses on how to effectively engage partners
with different experiences and expectations so that they can
accelerate commercialization of their open innovation programs. In
this session participants:
• Analyze the different types of innovators in an organization and
how best to work with each to produce optimum results
• Determine the most efficient methods for moving innovative ideas
into the action phase
• Examine how to manage expectations of key stakeholders while
still producing measurable innovation results
Dr. Jan M.L. Jaferian
Vice President, Intellectual Property
MANITOWOC FOODSERVICE GROUP

4:40

CLOROX on Actively Managing a Social Media Program
to Crowdsource from Different Audience Constituencies
Employees, suppliers, inventors, and customers are four very different
groups that all may offer valuable input into the innovation process.
This session explores the tactics that Clorox utilized to reach each of
these audiences. Participants will:
• Identify what worked and what didn’t for each targeted group in the
social media program
• Explore which were programs were transferable across the board
in creating a self-sustaining crowd
• Pinpoint the best practices for creating social media that effectively
produces input to be used in the ideation process
Gregory Piche
Social Media Architect
CLOROX

Changing Your Business Model to Mine Value from
Technologies Outside Your Core Competencies
This session incorporates open innovation at its basic tenet: to find
ideas that create value, whether they are in a business’s core
competencies or not. The session explores what it takes to change a
business model in order to take advantage of opportunities that may
be outside of the current business model. Participants of this session:
• Identify the challenges confronted when companies change and
adopt their business model to allow for more innovation
• Examine their current ability and readiness to look beyond core
competencies to new opportunities for business growth
• Pinpoint opportunities for change and growth to further innovation
and product / process improvement in every organization
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3:00

From Modularity to Open Innovation
In order to break out of a commoditized market, Psion Teklogix has
combined open innovation principles with key organizational
strengths to come up with a unique, differentiated offer that delivers
robust benefits to customers and partners alike. In this session,
participants:
• Explore the challenges faced to date as well as the steps being
taken by Psion Teklogix to integrate open innovation into the fabric
of the company
• Identify key steps to breaking out of the commoditization trap to
truly innovate product offerings
• Pinpoint the most important factors in creating and sustaining an
open innovation plan that focuses on growth and optimal output
Todd Boone
Director of Market Development
PSION TEKLOGIX

2:25

Kurt C. Schneider
Vice President of Research and Development, Product and Process
Innovation Center
QIC

5:15

Conference Concludes
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CONFERENCE VENUE

DoubleTree Resort Orlando
10100 International Drive
Orlando, FL 32821
Tel: (407) 352-1100

Hotel Rate: $99
Cut Off Date: 11/18/2010

Media Partner
futurethink enables your company to build innovation capabilities and drive meaningful engagement around innovation. We empower your
employees with the skills and knowledge they need to accelerate change, drive growth, and solve the big problems better. Our unique
training curriculum, complete with our library of client-tested tools and research, helps you apply science to the art of innovation and
achieve measurable results from your efforts.

Registration Information:

Standard Rate
Before
October 15, 2010

Before
November 12, 2010

After
November 12, 2010

Conference ONLY

$1295

$1395

$1595

Conference and
1 Workshop
Conference and
2 Workshops

$1495

$1595

$1795

$1695

$1795

$1995

Fee includes morning coffee, lunch, and refreshments. Please make checks payable to
WRG Research, Inc.
TEAM DISCOUNT: Register 3 team members from the same organization at the same
time and the 4th team member attends FREE! (Valid only at regular registration rate.)
PAYMENT POLICY/SUBSTITUTIONS/CANCELLATIONS: Registration fees must be paid
by November 24, 2010. Your registration may be transferred to a member of your
organization up to 24 hours in advance of the conference. All cancellations received on
or before November 24, 2010 will be subject to a $295 administrative charge. We regret
that no refund for cancellations will be made after this date. In case of conference
cancellation, World Research Group’s liability is limited to refund of the conference
registration fee only. World Research Group reserves the right to alter this program
without prior notice. All cancellations must be submitted in writing on or before 14 days
prior to the conference date in order to receive a refund, minus cancellation fee.
SATISFACTION GUARANTEED: World Research Group stands behind the quality of its
conferences. If you are not satisfied with the quality of the conference, a credit will be
awarded towards a comparable World Research Group conference of your choice.
Press permission must be obtained prior to the event and is dependent upon the
speakers’ approval. The press may not quote speakers or delegates unless they have
obtained their approval in writing. Press passes do not include admittance to pre-event
workshops.

Partnership Opportunities
Industry-Specific events help 80% of B2B marketers build brand awareness,
generate qualified leads, and reach decision makers. B2B events rank #1 for
helping business decision makers find out about new products and services. *
American Business Media
AT WRG, we spend 95% of our time understanding the business needs of the
primary market. Our conferences and seminars are designed to ensure the
delivery of the most pertinent and timely content. This is why 95% of
attending companies return to WRG programs.
We view solution providers as partners and assist in the following:
• To be more effective in reaching the target
audience before, at and after the
face-to-face experience
• To have direct and personal access to
potential clients
• To help maximize the investment of making
connections and developing relationships
• To be part of the decision making to enhance
the conference/seminar program experience
• To organize face-to-face meetings
• To come away with leads and a positive ROI
• To lead change and not follow it
Partnering with WRG depends on how we can best meet the client’s needs.
We work with clients to create a worthwhile investment. Examples of
participation from solution providers have included, but are not limited to:
• On-Site service demos
• Topic matter expertise
• Reception/luncheon/breakfast sponsorship
• Exhibiting
• Specialized track hosts
• Discussion group leaders
• Topic moderators
• Compendium sponsor
For more information on WRG partnering opportunities, please contact
Mark Coulter at 646-723-8049 or mark.coulter@worldrg.com.
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Network Building, Culture & Tools Summit
Media Partner

4 Easy Ways to Register
PHONE
800-647-7600
781-939-2500
outside the U.S.

WEBSITE
www.worldrg.com/innovation3

E-MAIL
info@worldrg.com

MAIL
WRG Research, Inc.
500 West Cummings Park
STE 5400
Woburn, MA 01801
(For Registrations and Payments Only)

World Research Group’s Open Innovation Series Presents…

Network Building, Culture & Tools Summit
Extend Your Ideation Process BEYOND Traditional Boundaries
December 8-10, 2010 | Orlando, FL | DoubleTree Resort Orlando
The MOST FOCUSED & COMPLETE SUMMIT on Idea Creation through Network Building & Crowdsourcing Available Today
KEYNOTE SESSIONS
CICSO I-PRIZE PROGRAM: Using Correctly Worded
“Challenges” with Competitive Rewards to
Encourage Outside Innovators to Dedicate Their
Time to Your Needs
Greg Fox
Director of Marketing
Worldwide Channels
CISCO SYSTEMS
Organized by:

Building Trust in Open Innovation Network
Relationships
Stefan Lindegaard
Founder & Chief Facilitator
15INNO

Turning Open Innovation into Business Results
Steve Hoover
Vice President
Software & Electronics
XEROX

TO REGISTER, CALL 800-647-7600 OR 781-939-2500
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