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Abstract

The introduction of an innovative organization like Digital Borgo in a strongly
conservative context, made mostly by SVIEs and few big companies, often with no
relationships to each other modify their interests in collaborating and exchanging
knowledge. Overcoming all limits, hurdles and an unfavorable mindset, we
managed to define a corporate accelerator model that can represent a virtuous
example, helping corporates, entrepreneurs, chambers of commerce and
universities to collaborate to foster innovation. We are confident that in the future
we will be able to say that our model has created a more connected ecosystem
among entrepreneurs and innovating corporates, making Abruzzo a region where
small cities and low cost of life becomes an advantage for setting up a great
ecosystem for innovation and smart growth.

Keywords. Innovation; Incubator; Start-ups; Accelerator; @tim, University;
Digital Transformation; Design; Lean; Abruzzo; GiviMarkets; Ecosystem

1. Digital Borgo

Digital Borgo was born in 2013 in Pescara, Abruzzo,the east coast of Italy,
200km away from Rome. Some of us were returninghfedoroad, very convinced
about living here in Abruzzo and doing here sonseugitive projects. Others were
local entrepreneurs, interested in putting intcciica their idea of creating a local
network and bring some innovation in this smallieag The initial idea was to
make a business network of companies providingtaligiervices. The network
could have helped every company to expand its basicapability and services.
Aware of our strength as a group (Lewin said thgtaup is more than the sum of
its members; Lewin, 1972) first of all we intendldecome a center of competence
for digital technology and innovative businesshia tenter of Italy.

The second idea was to realize a business inculfdéscara seemed not to be
affected by any of the world ongoing phenomena aktart-ups, innovation, etc.
We thought that exchanging knowledge and creaticgrdext culturally suitable
could have been the only way to pursuit our idemwdvation, particularly of open
innovation (Chesbrough, 2003). So the question w&kw can we made
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participating all the economic and political stasilelers to our project? How can
we make them feeling of our issue as a compellmg?t. In contrast with the old

paradigm of closed innovation we think that innawmatrequires collaboration and a
bit of anarchy, as everybody must have the chamdanovate by himself in his

sector, and hopefully sharing his knowledge to dwodg else, in a circular route of
innovation which for some ways remembers the cacoiodel of design thinking

process (Stickdorn & Schneider, 2011). We alsokthirat innovation is a chain of

actions, so that different actors can work sepbrate a separate basis for a
common project, in order to take the best advantdgbeir expertise and getting
the best result with low risk of failure and loweyestment for each.

Experiences from some of the best start-ups eviebrih, for instance), the entire
model of the open source software production otebéhe crowdsource models,
have demonstrated that sharing and collaboratingpesnew paradigm: so why
don’t bring back this model to local stakeholdengen though they have never used
it so far? So we started spreading our knowledgeirat, to create a context
culturally mature in which implement our model.

After 3 years, we can say we made it: Digital Bolgs created a physical and
virtual space for the economic and social growthAdiruzzo. We became a
reference point in the region for start-ups andegmeneurship support: we raised
the need of introducing innovation and digitallgrtsform companies through the
start-ups model (Furr & Dyer, 2014) and creatingppan space for innovation.

2. Understand the context, Making the context

When we started in 2013 in Abruzzo region thereewg4 innovation hubs
(including hubs for ICT, advanced services andrir@ggonalization), one of the
most important Italian districts for automotive (M#i Sangro), some important
multinational companies like Fater, Valagro, De €xcTecnomatic, Micron,
LFoundry, and an ongoing funding opportunity foarsups based on public
investments (Starthope call), which was attractiege several entrepreneurs and
start-uppers from all over lItaly.

At the first start up weekend (https://start-upskesel.org/) we had more than
hundred participants, at the first 3D faire (httpww.starter3d.com/) we had two
thousand applicants in 3 days. In 2014/2015 we rozgd 22+ events for
entrepreneurs (seminaries, workshops, Start-upsdbeh one-week program for
university students, a university project work cammg our incubated start-ups
and university students, 2 investor days, 4 bightsve 2 Start-ups Weekends, 2
Starter3D Fairs, one-year special project for deshlyoung people, a six months
lasting project with monthly informal cocktails fut into relation entrepreneurs
and start-uppers).

Our work has been so far mainly focused on creadirsyitable context, where
suitable means the ability to absorb innovative cepts and consequently to
produce innovative ideas, especially amongst yqeuple.

Nevertheless, one of the big issue to solve i$ stilget public stakeholders
involved, and this is the reason why we still cdesithe context as unfavorable.
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In the sharing economy era, when people are useshaéme knowledge and
resources, when university programs are not alwgyto-date, and especially in
Italy the distance between public institutions g@nidate companies is sidereal, we
need open innovation systems because every sioge rreeds to innovate and to
integrate with the surrounding context (Chesbrof)3 e 2006). No islands of
wealth and culture, but a widespread innovation irenment which can
significantly change Abruzzo region.

Most of Abruzzo companies are SMEs, with a very lanclination to
internationalization (except the agrifood industrghd distant from digital
transformation (often are family businesses). Resaaport offers few routes, and
universities look appealing only for people fronjeaent regions.

To make a difference in this contest, we must bailigh-specialized innovation
system, local and open, to make Abruzzo attrachbreforeign students, start-
uppers and entrepreneurs from all over the world. Mded to build up a positive
ecosystem focused on innovation, research and @@weint in specific sectors like
agrifood, aerospace or tourism, which are stratégidots of regional companies
and in which Abruzzo can offer an excellent exgertiBut in order to do this we
strongly need to get public actors directly invalvm a common project: small
companies often are not able to implement innowatio their own and it is often
difficult to access public funds, so it is necegsar create a culture of digital
innovation also in collaboration with institutionactor like the Chamber of
Commerce, universities, professional associations.

Both education and work in fact have to be oriernted visionary development:
in this context Digital Borgo acts as an evangelisbrporate mentor and
trustworthy third party which trigs innovation aduital transformation throughout
companies, institutions and universities, but wsoaheed their commitment to
transform innovation into a concrete development.

3. Methodology

Digital Borgo is a network of companies (‘rete dfims’) providing digital
services and business incubation.

Our working model is based on two pillars: digitelnsformation and start-ups
incubation. Through studying and applying digitednisformation we help our
clients to wade across this moment of tremendousugon which is happening in
this decade (Ismail, 2015; Caudron & Van Petegh&ii4). We provide learning
paths, practical sessions and support on implemgntinnovation and
transformation through digital technologies. Througusiness incubation we help
start-ups to realize their business idea, andeaséime time we continuously learn
how to innovate companies which are the cuttingeedd digital business,
operational and customer experience new modelsl(BhiMasters, 2014; Ismail,
2015).

We organize events and seminaries acting as anmet@gary of knowledge
amongst various stakeholders. We do a kind of kadioe of innovation into
physical reality.
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The relevant point of this model is that we haweated a circular chain of value:
we get value from start-ups, we give this valu®to clients, and we return back
this value to our community through several eveWs. work to break down the
isolation of the single actor across the chain, m@g knowledge where it is
lacking, we put into relation start-ups and matemmpanies where different
models bump into each other (Furr & Dyer, 2014).

We fund innovation and together we generate innowatbut there are two
minimum requirements to let this model works: omethat Digital Borgo itself
should act as a learning organization, currentshaping its business, operational
and customer experience model (again); anotheri®oribat companies have to
invest money on R&D with start-ups. Companies nsiistt to intend development
of new solutions (products or services) as an qpeness: if Digital Borgo is the
intermediary, companies are the first trigger toowvation.

We are so strongly focused on digital (tools, psses, innovation) because in the
last 20 years technology has irreversibly changed lde: human behavior,
business, life style and expectations have enoripa@isinged because of (thanks
to) technology development. We can now observedbiaipanies which have used
technology as a lever have had an exponential growg to 10 times more than
traditional businesses. We potentially face a neawnfrian revolution (Ismail,
2015; Westerman et al.,, 2014). In the meanwhilgp abusiness models are
changed: if we think about Uber, Airbnb, or abaul bnd the big data market, we
can be sure that the great revolution maybe hastaded yet.

The question seems easier for start-ups, but hovexsting companies embrace
this revolution and take advantage from it?

The big issue actually is not digitizing existingdels and processes, but starting
from technological opportunities and then buildmgw business strategies based
on them. This is a difficult concept to understdad companies that are running
their business since years (especially if they hde it well), but this is the real
digital transformation we are looking for.

Dinosaurs are dying: which new species will grownow?

To answer to this question, we organize hackaganss, start-ups weekends, and
other fast prototyping events to make people a¢ @ath a new way of implement
ideas, making them more and more confident in th@sy/ precarious context.
Innovation is an unending loop (Cusumano, 2010eT&iMasters, 2014): through
the lean methodology and the design thinking proees make people involved in
a short and effective innovation process as a ffiaé idea of an iterative process
for generating innovation (Ries, 2011; Stickdorn S&hneider, 2011) matches
perfectly with the agile business model of many temporary start-ups: no
expensive assets to buy, infrastructures and s=vavailable in cloud, few
employees, and a great attitude to failure as @&mim requirement to survive.

Transforming big companies and make them workinth vetart-ups requires
strong leadership capabilities and a deep undelisignof the necessity of
transformation to afford the future. For this reaswe are getting public
institutions, universities, mature companies arattstps involved in an unique
project: because the world is changing rapidly, #mel last arriving is the first
dying. Especially for a region like Abruzzo, it isnconfutable necessary to
innovate, to transform and to stay connected tadbeof the world.
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4. Building a Fortress. Corporate Accelerator & Innovation Labs

Capgemini (Capgemini, 2011) reminds us that the 3&%the major 200
companies all over the world has created an inmmvatab inside their
organizations.

But what is exactly an innovation lab? There are exact definitions valid
overall: an innovation lab could have no preciseps¢ or having many different
purposes. It can be made by a single organizatiocan be shared between several
actors. There is no template for organizing a goadvation lab, and often it is not
even clear why to do it.

Analyzing our context, we made up this idea of Arltlymodel of innovation lab,
in which several actors can be involved and inweshey (so, it is open) but it also
presents a certain focus on specific sectors @igefood, for exemple) strongly
supported by a couple of multinational companieterested in developing
innovation in their core business (so, it is clgsethe idea of a corporate
accelerator could respond positively to companies young start-uppers needs,
because they can work together on a defined lingraducts or services, walking
on a signed path with some possible detours. M@edxringing the lean start-ups
model into mature organization compels big plagerethink about their business,
operational and customer experience models, whielhe three pillars of digital
transformation (Ries, 2011; Furr & Dyer 2014; Caud& Van Peteghem, 2014).

In such an underdeveloped region like Abruzzo rédat issue is attracting talents
and mixing them into the social and economic cant®a the question is: how can
we integrate into the context new talents so that everyone can feel the beogfit
new ideas? How can we help companies to innovatd@have a positive impact
on the wider social and economic context?

We would say: sharing our knowledge first of dllen connecting stakeholders
and focus them on a common project, support erngurs and start-ups on
developing new ideas, and eventually make sure tineée processes have a
positive income for everybody.

There are several models of innovation labs (N&agdjuff, 2012):
- Core innovation

Teams working on the core product of a company
- Peripheral
Innovation journeys without a prospect of delivenyd going far from the core
business
- Adjacent
Working on complementary core business projects
- Disruptive / Transformational
Disrupting the core business, looking for absolutedw product or services
- Superlab
Combining one or more of the above, with an ace&erprogram and a physical
space for hackatons and jam.
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Figure 1: Innovation Process

Digital Borgo is working on the last type of inndie lab. It is clear that
education has got an impressive role in this ptogpe fortress has to be guarded
by universities, public institutions and privatdéas (mature companies and start-
ups), everybody interested in developing a suitajgatest for innovation and
everybody investing money.

How can different actors work together? Which siggtcan they use?

Hybrid and interdisciplinary knowledge is a musut having an innovation
strategy is a duty. Innovating can be very frusitatbecause of the difficult to
execute innovative projects and because too ofteaviation is not aligned with
business.

So developing a strategy could help to avoid tlaskl of focus and this
uselessness of promoting innovation that somethmppens (Pisano, 2015).

More than applying best practices o great methbkis lean start-ups or Design
thinking) the point is building a system for inntiea: are all the actors focused on
the same objective? Is there a clear commitmente@reloping innovation and
implementing new ideas? Are mature companies atdicpinstitutions aware of
the necessity to digitally transform them?

And, eventually, what is innovation? Which kindsimfiovation will we pursuit?
(Pisano, 2015).

Probably we will have to afford trade-offs, andedurthe original project of an
innovation lab including a corporate acceleratdt be much different than it was
in our mind. But the building of this diversity @e of the most important benefit
of the entire project, because it is about theucaltand economic growth of
Abruzzo, which has to pass from digital innovation.
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5. Conclusion

Having a wide and shared strategy means thinkimgitathe futureLarry Page,
Google CEO, recommend to “don’'t miss the futurei:aur language it means
continuously innovate methodologies and processé®&re the most important
word is probably continuously.

Making Abruzzo connected with the rest of the wpdédveloping local economy
and make the region attractive for foreign invest@tudents, entrepreneurs and
start-ups is possible only through strengthening ¢hlture of digital and new
technologies, using them as a model to transformicmal economy.

To let our economy survive and earning a leadirlg o the world market we
cannot avoid transforming digitally our big compzsjiand making them working
with start-ups in order to absorb their methodasgind business models.

It has to happen into corporate accelerator and Vafich are actually hubs of
innovation, not just solitary successful experirsennrelated to the context in
which they are.

Mature and emerging companies have to be awaran¥edgting in innovation is
a requirement to survive, and that this innovath@tessarily has to be digitally
oriented.

Our government has to support in any possible \wayise of start-ups and new
businesses, even though a high percentage of thiimbevfail: in Italy and
especially in Abruzzo it is necessary to re-acévaical economy and connecting
companies globally. In other words, we néeaabvative projects in an innovative
context. And we think that open innovation is the only waydo it: aware of the
importance of creating hubs of excellence in cersactors (e.g. agrifood) we are
also convinced that innovation is a cross phenomemdich can involve and
swamp with its energy different economic and soarabs.

Digital Borgo project focuses on education becausthis world changing so
rapidly we cannot miss the future, as Larry Pagd, s&© we cannot miss to be
always up-to-date and rethink our behavior as glee@ur business models as a
companies, our areas of action as public institgtiowe wish for public
investments in Abruzzo not just to fund start-upst to create a context in which
new projects can be developed and a culture oftallighnovation can be
established.

Innovating by example is our model: we want to t¥eautting edge innovative
projects that can lead a local remarkable chandgebamg an example for the rest
of the world. Bu in order to do it we need to thathout the future in an exponential
way, no longer linear as it has been so far: buneay could be smarter and faster,
methodologies and models are liquid, variable,eadih the knowledge economy
our mission is to implement an iterative process geherating knowledge,
spreading it, applying it, and generate it again.
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Figure 2: Innovation Teams and Labs

CORE INNOVATION TEAMS PERIPHER AL INNOVATION LABS

Not strictly innovation labs,

but teams within the core
business tasked with incremental
and evolutionary innovation

These enjoy free rein to explore
concepts that may not have any
prospect of delivering short- or
medium-term returns and do not

around the core product, often :
touch the core business.

with the goal of making the
business fit to confront
disruptive challengers.

DISRUPTIVE OR TR ANSFORMATIONAL
ADJACENT INNOVATION LABS INNOVATION LABS

Tasked with generating
additional value by developing
products to complement the core
business.

Tasked with disrupting the core
business - often hedging against
some future threat, whether known

or unknown.
Operate at a further remove from
the core business as a result.

SUPERLAB

A lab that combines one or more
of the above, often with an

accelerator programme, and
super cool space for hackathons.

Everybody has to be the disruptor of itself throuighovative ideas and ideals,
the new levers of marketing. We have learned howctde technology: now we
have to scale organizations and existing business veorking models (Ismail,
2015).

Bibliography

Antikainen, M. J., & Vaataja, H. K. (2010). Rewardiin open innovation communities-how to
motivate membersinternational Journal of Entrepreneurship and Innovation Management,
11(4), 440-456http://dx.doi.org/10.1504/1JEIM.2010.032267

Arrigo, E. (2012). Alliances, Open Innovation andt€)de-in Management, Symphonya. Emerging
Issues in Management (symphonya.unimib.it), 2, 53-6

http://dx.doi.org/10.4468/2012.2.05arrigo

Brondoni, S.M. (2012). Innovation and Imitation: rforate Strategies for Global Competition,
Symphonya. Emerging Issues in Management (symphomyaib.it), 1, 10-24
http://dx.doi.org/10.4468/2012.1.02brondoni

Brondoni, S. M. (2008). Market-Driven Managemengntetitive Space and Global Networks,
Symphonya. Emerging Issues in Management (symphomiyaib.it), 1, 14-27.

Edited by: ISTEI “University of Milan-Bicocca ISSN: 1593-0319

69



© SYMPHONYA Emerging Issues in Management, n. 3,20
symphonya.unimib.it

Caudron J., Van Peteghem D. (2014). Digital tramsé&tion. A model to master digital disruption,
Duval Union Consulting.

Chesbrough, H. W. (2006). The era of open innowmatanaging innovation and change, 127(3),
34-41.

Chesbrough, H. W. (2006Qpen innovation: The new imperative for creating and profiting from
technology. Harvard Business Press.

Chesbrough, H., Vanhaverbeke, W., & West, J. (2006¢gn innovation: Researching a new
paradigm. Oxford University Press on Demand.

Cusumano, M.A. (2010). Staying power: six enduripgnciples for managing strategy and
innovation in an uncertain world, Oxford UniversRyess.

Furr, N., Dyer, J. (2014). The innovator's methdatinging the Lean start-ups into your
organization, Harward Business Review, Boston.

Ismail, S. (2015). Exponential organization, Prafae di Fabio Troiani, 2015, Marsilio Editori,
Venezia 2015.

Lewin, K. (1972). | conflitti sociali. Saggi di damica di gruppo, Franco Angeli, Milano, 1972.

Made by many (2016). Innovation labs 2016, Volum@dking big questions about Innovation lab,
New York.

MIT Center for Digital Business and Capgemini Cdtisg (2011). Digital transformation: a road-
map for billion dollar organizations, Cambridge.

Nagiji, B., & Tuff, G. (2012). Managing your innova portfolio. Harvard Business Review, 90(5),
66-74.

Pisano, G. P. (2015). You need an innovation gyatéarvard Business Review, 93(6), 44-54.

Riboldazzi, S. (2015). R&D and Product Engineeriimg Global Pharmaceutical Companies,
Symphonya. Emerging Issues in Management (symphoniyaib.it), 2, 57-74.

Ries, E. (2011). The Lean Start-ups. How todaytsepmeneurs use continuous innovation to create
radically successful business, Crown Business, MNerk.

Stickdorn, M., Schneider, J. (2011). This is sexdesign thinking, Wiley.

Thiel, P., Masters, B. (2014). Zero to one: notasStart-ups or how to build the future, Crown
Business, New York.

Westerman, G., Bonnet, D., & McAfee, A. (201¥gading digital: Turning technology into
business transformation. Harvard Business Press.

Edited by: ISTEI “University of Milan-Bicocca ISSN: 1593-0319
70



