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Figure 3.1
The values and how they are related in the
organization with open innovation

Source: Rodriguez-Bravo (et al., 2013); Mejia-Trejo, 2017 a-b; Breuer, H.
and Liideke-Freund (2015) with own adaptation.
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How customer values experienced at the very front (for ins-
tance, sales and services) can lead to new strategies and ma-
ybe even corporate policies (through vertical integration)?
How a board of directors shares the same belief of what the
company shall achieve, or how an innovation team deals
with sustainability (through horizontal integration).

How the competitive spirit of a particular industry can mo-
tivate CEOs as well as process engineers (through meta-in-
tegration). In the proposal model, exists a point of decision
asking: Change the values?

To solve these questions, In the proposal model exists a point of
decision asking: Change the values?

If the answer is Yes the values will be reviewed, modified, in-
terchanged, suppressed or entered as a new set up to the firm or
corporate organization, thereby is applied the EVA protocol criteria.

If the answer is No the values will remain operating and re-
viewing the key performance indicators, hence, is applied the value-
based management, mainly based on Effectiveness and Efficiency
criteria. (See Section 1.4 )

To understand the process when the answer is Yes, we offer
the explanation of how it works the proposal model in the fol-
lowing sections.

3.2. EVA protocol where valuing starts

According the study of Rodriguez-Bravo (et al., 2013), the main

objective of his research was to determine an iberoamerican

inventory of educational, social and human values, with two condi-

tions:

a. It must be independent of the values model of each one of
the researchers
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b. It must be functional, despite the existence of geographical,
sociopolitical and cultural differences of the subjects that
use it

Consequently, the chosen sample should be aligned to these

characteristics.

The study was broken in four stages, explained as follows:

3.2.1. Selecting the values for inventory

The fact of centering the construction of the inventory in the
search of concrete documents of any word or phrase associated
with a predefined concept of value, reasonably guaranteed the
independence of the subjective value model of the researchers.
But what should the sample documents be?. One of these docu-
ments worldwide recognized and selected for the study, was the
Declaration of Human Rights (1948). However, there are dif-
ferent local documents that act as a general reference on values
in the current democratic states and one of them, are their con-
stitutions. In this sense, it was considered essential to include
a minimum representation of constitutions that guaranteed the
extension of the model to more than one specific geographical,
socio-political and cultural area. Based on this second criterion,
it was decided to limit the content analysis to: Federal Constitu-
tion of Brazil (1988) and Spain Constitution (1978). Hence, the
decision to study the values model of their respective countries,
according to the following steps:

Reading and exploration of the reference documents;

Location of fragments where the values appear;

Extraction of the values in the form of a keyword;

Confrontation with the globality of the inventory;

Definition of the values taken from a reference dictionary;

Final definition of the values;

Development of the values.
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3.2.2. Determining the values

As a result, there were determined 26 values, as is showed in
Table 3.2.

Table 3.2
The 26 Values based on Declaration of Human Rights,
and the Constitutions of Spain and Brazil

Values
1 Health (Salud)
2 Responsibility (Resoponsabilidad)
3 Respect (Respeto)
4 Progress (Progreso)
5 Pluralism (Pluralismo)
6 Peace (Paz)
7 Order (Orden)
8 Moral/Honor (Moral/Honor)
9 Liberty (Libertad)
10 Justice (Justicia)
11 Intimacy (intimidad)
12 Independency (Independencia)
13 Equality (Igualdad)
14 Identity (Identidad)
15 Family (Familia)
16 Effort (Esfuerzo)
17 Equity (Equidad)
18 Education (Educacion)
19 Dignity (Dignidad)
20 Rights (Derechos)
21 Democracy (Democracia)
22 Duties (Deberes)
23 Culture (Cultura)
24 Cooperation (Cooperacion)
25 Well-being (Bienestar)

26 Friendship (Amistad)

Source: Rodriguez-Bravo (et al., 2013) with own adaptation.
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A process of values classification was applied under three pos-
sible components: educational (related with the actions aimed to
perfect the intellectual, moral and physical faculties of the human
being), social (related to the support of the social insertion, the
defense of the human rights and the diffusion of the services of
the human being in the social organizations) and human (related
to the defense of dignity, the satisfaction of needs and the physi-
cal and mental development of the human being.).

3.2.3. The designing of protocol to assess and measure the values.

This is based on test over the subjects allowing the comparison
of the load values able to transmit any process of social communi-
cation. Firstly, according the Section 1.8.1, it is necessary to start,
with previous creation of a list of values appropriated to be applied
in a selected division at the firm or corporate organization (for
instance: the management board; marketing & sales, engineering
department, etc.) as a proposal of each innovation level (Norma-
tive /Business Model /Process-Product-Service innovation) in the
model, and assessed by a focus group of experts in specialized pro-
cesses (for instance: making decision process, designing of busi-
ness models, innovation in product-services, etc.).

3.2.4. Qualitative validation of the protocol to assess
and measure the values.

The next stage is the design of a tool that allows to weight and
identify the load of each one of the values selected, perceived
for the specialists, to be validated , aligned and applied in such
specialized processes according the EvA protocol procedure as is
showed in the Table 3.3.
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Table 3.3
EVA protocol: Validating the tool

Stage

Objective

How to achieve it

EVA protocol
applying and
measurement
of values for a
selected divi-
sion at the firm
or corporate
organization

EVA protocol
applying and
measurement
of values for

a group of
experts in spe-
cialized pro-
cesses

Glossary of
terms

Test

a) Check the degree of
coherence of the results
of the measurement
among the selected divi-
sion groups.

b) Detect problems in the
dynamics of the proce-
dure and make correction
due eventual failures.

a) Validate the protocol
definitively correcting
the possible overlap
that may exist between
the different inventory
values.

b) Measure the extent
realibility

The subjects under study
must knowledge the
correct definitions of
values expressed in the
test, based on a glossary
of terms.

The subjects under study,
receive a booklet contain-
ing the test of each value
to be under analysis (one
spot or advertasing, sug-
gested per value or a set
of values).

The test is designed
using the classic Osgood
Differential format with
the assessment of each
value under study.

Applying the EVA protocol with mea-
surment of values by mean of the
communication of different messages
for instance, to the board of directors,
managers,etc. It can be supported by
Delphi Focus Group.

Applying the EvA protocol with mea-
surment of values by mean of the com-
munication of different messages (it is
posible to use the same material showd
for the first stage) for instance, to the
marketing & sales or design & engi-
neery departments. It can be suppor-
ted by Delphi Focus Group.

Glossary of terms, previously delivery
and studied.

1. Delivery of materials.

2. Explanation of objectives and way of
working.

3. Projection of a training spot.

4. Argumented evaluation of the values
of the training spot and completion of
the corresponding test by the monitor.
5. Projection of the first spot to evaluate
6. The monitor requests the test
response, waits and checks that the
entire group have enough time to
answer the test before projecting the
next spot. If one of the subjects requests
it, the projection is repeated.

7. Repeat the cycle until all the spots are
evaluated.

8. Collection of the booklets with the
answers.

Source: Rodriguez-Bravo (et al., 2013) with own adaption.
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3.2.5. Designing the test

The Rodriguez-Bravo’s (et al., 2013), research considered five
spots to transmit values. See Table 3.4.

Table 3.4
Spots of Rodriguez-Bravo’s (et al., 2013) study

Spots Description

Danet This is the announcement of Danone’s custard called Danet. It is shown

(Test for as a fictional character (superhero) bursts into the room of a teenager

training)  in a boring attitude and is dedicated to destroying the room (includ-
ing the alarm clock) while the young man looks at it very astonished ;
Meanwhile, his speech is as follows: Crunch your routine, do not let routine
grind you.

Monos The Solidarity Marathon of the Television of Catalonia is announced,
for which a laboratory is shown, where the abilities of two monkeys
are experienced. The first did it wrong and does not receive a prize,
while the second guesses right and gets a banana that, in a heartfelt way,
decides to share with his partner. An emotional song about friendship
plays all the time.

Actimel It is an everyday scene in an office, where an employee speaks on the
phone to loud shouts, emphasis and gestures. Suddenly, a companion
rises menacingly from his desk and violently destroys the girl’s tele-
phone set in front of her. The employee leaves the field. Immediately
afterwards, the aggressor also leaves the field in the same direction as
the girl. At the end of the story, the product is offered as an alternative
to stress.

Nifios It announces the organization Child Friendly in defense of children,
through different negative actions of different adults (domestic violence,
stress, insensitivity to the weakest, violence in traffic, throwing a can
in the street ...) that are imitated simultaneously by the children who
accompany them. The spot closes with a positive example action and
voiceover reminding that children imitate adults in everything.

Pinguinos It is an animation spot in which a father / mother penguin and his three
young are on a tiny island. It reveals an unpleasant and incessant chirping
of the three pups; the father, impassive, kicks a penguin into the water;
Then a shark passes by where it fell. The two little penguins are instantly
silent and tremble in panic, but moments later they gradually reiniti-
ate the noisy and annoying previous chirping and a superimposed text
appears with the phrase 72% of couples are stressed. Finally, the name and
logo appears: Condomshop.ong.

Source: Rodriguez-Bravo (et al., 2013) with own adaptation.
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3.2.6. Validating the tool

Application of the EvA protocol and the measurement of values

for a group of experts in specialized processes, as follows:

a) Validate the protocol by definitively correcting the possible
overlap that may exist between the different inventory va-
lues.

b) Measurement of the reliability degree.

Application of the EvA protocol with the measurement of values
through the communication of different messages (it is possible
to use the same material shown for the first stage), for example:
in the marketing and sales or design and engineering depart-
ments. It can be compatible with Delphi Focus Group.

The subjects under study must know the precise definitions
of the values expressed in the test, based on a glossary of terms,
previously delivered and studied. Also, the subjects under study
receive a booklet containing the proof of each value that will be
analyzed (a spot or advertisement, suggested by value or a set of
values that expresses a value or a set of values).

3.2.7. The test contrast

In order to study the effectiveness and quality of EVA proto-
col, it is necessary to select two or more homogenous groups
of subjects (suggested at least 5) with the following charac-
teristics must be selected for the test: all the subjects must be
experts (from selected division at the firm or in a specialized
process, and representing two important views: the theoretical
(academic vision such as: Doctors, Professors, Consultants, etc.)
and empirical (practical vision, such as: Engineers, Supervisors,
Managers, etc.) views.

The messages containing the values under analysis, are sug-
gested to be applied in audiovisual mode and they must be chosen
to be assessed and measured, base on different advertising spots.
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Since the central objective of this stage of the research is evalua-
tive, the units of analysis should correspond to paradigmatic cases
of the presence of values in audiovisual content: clearly positive,
clearly negative, or clearly contradictory. Advertising spots must be
chosen with complete and brief audiovisual messages, capable to
arouse a great controversy about their content in values.

Using a support software (such as Excel or SPSS) EVA pro-
tocol shows both parameters to be assessed: power of value and
global load of value from obtained from the test values, fulfilling
the conditions showed in Table 3.5.

Table 3.5
Power of value and global load of value

Comparative assessment of power of value and global load of value among the spots

Comparative assessment of power of value and global load of value among the expert
groups

The adaptation and reformulation of the working hypotheses to specific parameters
of measurement, as follows:

-The results corresponding to the same spot, when they are assessed by different
groups of experts, should be clearly similar to each other.

-The results corresponding to different spots, when they are assessed by the same or
different groups of experts, should be completely distinguished to each other.

It is important to generate diagrams and/or graphics to show the results of each one
of the values under study in positive, negative or contradictory mode.

Source: Rodriguez-Bravo (et al., 2013) with own adaptation.
3.2.8. Results

As result of the test development mentioned above, we show
the eight graphics containing responses of value power (potencia
de valor), reliability (confiabilidad) and global load of value (carga
global de valor) calculated according with the EvA protocol
parameters (detailed in Table 1.6). See Graphics 1 to 8.
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Graphic 1
Spot Monos Group 1
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Source: Rodriguez-Bravo (et al., 2013).
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Graphic 2
Spot Monos Group 2
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Graphic 3
Spot Actimel Group 1
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Graphic 4
Spot Actimel Group 2

GRAPHIC 4 SPOT-2: Actimel (Grupo-2)

Al e— . SAWOD-—
1% - RESPONSABILIDAD

09 W PROGRESO
PLURALISMO | 00009

21 e————ROGNa
21 “
UBERTAD | 0,005
1 ————— TN
a8 ——
INDEPENDENCIA | 00008
IGUALDAD | 0,005
PPy IDENTIDAD | 00008
FAMILIA | ocot
ESFUERZO | 00008
EQUIDAD | 00007
2 o EDUCACION—
L e DIGNIDAD
8 e DERECHOS—
21 m
DEBERES | 0
CULTURA | 0,008
. L COOPERACION
B ————

3 2 a1 0

CARGA PROPOR.

1188414

1

Confiabilidad

SALUD
RESPONSABILIDA
RESPETO
PROGRESO
PLURALISMO
PAZ

ORDEN
MORAL/HONOR
LIBERTAD
JUSTICIA
INTIMIDAD
INDEPENDENCIA
IGUALDAD
IDENTIDAD
FAMILIA|
ESFUERZO
EQUIDAD
EDUCACION
DIGNIDAD
DERECHOS
DEMOCRACIA
DEBERES
CULTURA
COOPERACION
BIENESTAR
AMISTAD

1o
J— os
[ 0.9
= o3

| ===—=111}
e o
JE— o7
I o7
. os
== o
 —
o
. os
— s " Contabiicad
=
| ——r ]
JEE o7

| s—
JE o6
 ——
JE o,
= os
o4

. o4
 ——
J— o

002040608 1

= CARGA PROPOR.

Source: Rodriguez-Bravo (et al., 2013).

81



Juan Mejia Trejo y Angel Rodriguez Bravo

Graphic 5
Spot Ninos Group 1
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Source: Rodriguez-Bravo (et al., 2013).
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Graphic 6
Spot Ninos Group 2

GRAPHIC 6 SPOT-3: Nifios (Grupo-2) Confiabilidad

12 sawo JEEE o4
Responsasiuioan [N o6
aeseeto NN o6
PROGRESO procaeso [ o6
PLURALISMO pumausvo [N of
eaz [ 05
12 oroen [N 04
18 MORAL/HONOR N 0.6
LIBERTAD useRrao [N o8
12 sstioa JEEE o4
INTIMIDAD vioap [N o6
INDEPENDENCIA inoepenoencia T o8
15 iuaAo I o5
IDENTIDAD eNTIDAD N 0,7
raviua N 0,7
ESFUERZO esruerzo NN 05
EQUIDAD Equpao [ o5
18 educacon [ 0
18 oiGnipAD [ 06
15 oerecvos [N o5
DEMOCRACIA oemocrac [N o
08 . DEBERES oesenes [ 03
12 cuurun [ o4
18 cooreracion [N o
a2 wenestan D 04
AMISTAD Avistao [ 03

“potencia Bconiabildad

3 2 1 0 i 2 3 0 02040608 1

CARGA PROPOR.

-0,94611
 CARGA PROPOR.

05 1 15

Source: Rodriguez-Bravo (et al., 2013).

83



Juan Mejia Trejo y Angel Rodriguez Bravo

Graphic 7

Spot Pingiiinos Group 1
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Source: Rodriguez-Bravo (et al., 2013).
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GRAPHIC 8
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Source: Rodriguez-Bravo (et al., 2013).

These eight previous graphics are organized in pairs of experts.
Each pair shows the results of the assessment at the same spot
with values, for both groups of experts participating in the test.
The distribution of the different power of value (potencia de
valor) is shown in the upper left of each chart. This parameter
expresses the strength of each specific value in the content of
the spot analyzed. The bars that represent the power graphically
can be to the left or to the right of the central axis.

When the power of value is positive (between 0 and 3), the bar
is placed to the right of the graphic (see Graphic 1). On the oth-
er hand, when the power of value obtained is negative (between
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0 and -3) the bar appears on the left (see Graphic 6). Thus, just
by giving a general glance, for example at Graphic 1, we can im-
mediately deduce that the content of the Monos spot has been
perceived as quite favorable to the values assessed, with the only
exception of the value Dignidad (Dignity). By other side, when
looking at the Graphic 6, is evident that the content of the spot
judged is strongly contrary to the values that we are evaluating.

In the upper right area of each graphics is located the Reli-
ability table indicating the proportional part of evaluating sub-
jects that are agree to give exactly the same answer for each
specific value (Range: 0 to 1, a 0 would indicate that no subject
coincides and a 1 that all subjects coincide).

Finally, at the bottom of each chart, is showed the global load
of value. This parameter expresses in a single figure (graphically,
in a single bar), the global perception of favorable and unfavor-
able contents of the values that the spot has transmitted. The
range of the global load of value is between -3 and 3. Thus, for ex-
ample, a result of -3 would express that the contents of the spot
with the value under analysis is perceived as radically contrary to
the whole set of inventory values, without any exception.

As it was explained (see Table 3.2), in the first stage of pro-
tocol validation, the objectives were: a. The checking of coher-
ence among the groups of experts participating in the experi-
ence and b. The detection of problems in the procedure and the
correction of failures.

3.2.9. Power of value: graphic analysis

The methodological approach of this first stage of validation,
is strictly qualitative and is based on the location of visual evi-
dences favorable or unfavorable to the hypotheses. These evi-
dences have been obtained by systematically comparing the data
and the graphics generated by the tests.

A first general comparative review of the eight power of val-
ue graphics, shows very clearly the similarity between the visual
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contours of the bar graphics that correspond to the same spot,
but to a different group of subjects. And the opposite is true, if
we compare the visual contours of bar graphics corresponding
to different spots, whatever the group of subjects chosen.

This first evidence would therefore be favorable to our two
working hypotheses in all the analyzed cases.

3.2.10. Global load of value analysis

Let us now take the results of Global load of value for compari-
son, also, with respect to the same place and groups of experts;
and regarding different spots we have the Table 3.6.

Table 3.6
Global load of value results

Spot Group Global load of value
Monos 1 0.349

2 0.249
Actimel 1 -0.507

2 -1.188
Ninos 1 -0.807

2 -0.946
Pingiiinos 1 -0.319

2 -0.211

Source: Rodriguez-Bravo (et al., 2013).

When we are studying this parameter, it is evident, the similarity
of the data between the two groups of experts who evaluated the
values of the spots: Monos, Ninos and Pingiiinos, but we can not
affirm the same for Actimel spot. It is clear, also, the difference
between the global load of values each other, if we do not consider
the Actimel spot. Hence, we can affirm, that the results of six of
the eight tests are favorable to our hypothesis (See Table 3.4)
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3.2.11. Dominant value analysis

Finally, a more detailed analysis was applied, in order to verify if
the hypotheses are fulfilled for the values with greater presence
in the content of the spots.Hence, from the eight test results
were selected two values with the highest power of value (per-
ceived as more intense presence) and besides, have a reliabil-
ity >= 0.5 (half or more of the evaluating subjects have exactly
matched their response to the test). See Table 3.7.

Table 3.7

Dominant values results

Spot Group Values Power of  Reliability
value
Monos 1 1°.Amistad (Friendship) 2.7 0.9
2°.Cooperacion (Cooperation) 2.1 0.7
2 1°.Amistad (Friendship) 2.7 0.9
2°.Cooperacion (Cooperation) 1.8 0.6
Actimel 1 1°.Respeto (Respect) -2.7 0.9
20.Paz (Peace) -1.8 0.6
2 1°.Respeto (Respect) -2.7 0.9
20 .Paz (Peace) -2.7 0.9
Nifios 1 1°.Respeto (Respect) -2.1 0.7
1°.Dignidad (Dignity) -2.1 0.7
2°. Familia (Family) -1.8 0.6
2 1°. Familia (Family) -2.1 0.7
2°, Respeto (Respect) -1.8 0.6
2°. Dignidad (Dignity) -1.8 0.6
Pingiiinos 1 1°. Paz (Peace) -1.8 0.6
2°, Respeto (Respect) -1.5 0.5
2°. Familia (Family) -1.5 0.5
2°.Cooperacion (Cooperation) -1.5 0.5
2 1°. Familia (Family) -1.8 0.6
2°, Respeto (Respect) -1.5 0.5

Source: Rodriguez-Bravo (et al., 2013).
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This table shows again, a high similarity and coherence between
the responses of both groups of evaluating subjects that assessed
the content in values of a same spot. The pair of values perceived
with the highest power of value by both groups of experts, agrees in
the four spots analyzed, with the only exception of the value Paz
(Peace) for the spot Pingiiinos (Pengiiins); instead of appearing
in the second place in the results of group 2 of experts, it appears
in third place, with a power of value of -0.8 and a reliability of 0.4.

On the other hand, it is possible to verify that the compari-
sons among different spots, what are the pair of values perceived
with highest power of value, and for consequence, the differ-
ences are evident again.

Consequently, we can affirm that the results of the tests re-
garding to the dominant values in the content of the spots are,
according to our hypotheses. See Table 3.4.

3.2.12. Discussion groups development

Immediately after being exposed to the test, each group of
experts must participate in a discussion group aimed to evalu-
ate their experience with the protocol, and its problems and vir-
tues. The central objective is the detection of eventual problems
(interpretation and comprehension of values) in the test proce-
dure and, hence, it must be solved.

The proposal that was made to the participants of the discus-
sion group was what they had to expose and defend in their own
perception of the values evaluated in the spots. Its objective was
to convince the rest of those present; or, to reach an agreement
on how each value should be evaluated. Se Table 3.8.
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Table 3.8
Discussion groups procedure

Step Description

1 Before starting the discussion on each spot, it was screened again.

2 The facilitator of the group asks the participants to explain their answers
and justify them.

3 The discussion begins with the ultimate goal of convincing or reaching a
consensus.

4 The facilitator intervenes to clarify positions, find points of encounter, inte-

grate new postures, etc.

5 If consensus is not possible, a vote is taken on: the presence or not of the
value, the positive or negative inclination, and the intensity of the value.

6 The discussion between the subjects of the group can be recorded in audio
and is followed with annotations by the researcher who directs the group
and by two observers.

Source: Rodriguez-Bravo (et al., 2013).
3.2.13. Discussion groups results

The first observation of the results of the discussion group was
that the evaluating subjects had a clear and logical perception
regarding the overall functioning of the test and an excellent
understanding of the whole EvA protocol.

However, an interesting phenomenon of over-analysis was
highlighted. While a group of discussion agreed quickly and with-
out problems the answer on certain values, the other group was
engaged in great conceptual discussions about them. By relating
this phenomenon with the results of the test, we see that the big
discussions, since we are in a group or another, we are looking for
the most important results. In other words, when evaluating sub-
jects respond in a more intuitive and automatic way, the global load
of values tends to decrease (the detected values are coincident),
and the coherence between the two groups increased. On the con-
trary, when the over-analysis occurs, the global load of values tends to
increase (the subjects detect many values) but the coherence between
the detected groups (the detected values are not coincident). This
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phenomenon explains very well the little coherence observed

among the groups of experts for the case of the spot Actimel.
Finally, the discussion groups also revealed the following

problems in the procedure:

1. Confusion between the values justicia (justice) and equidad
(equity).

2. Difficulty in deciding how the cultura (culture) value should
be interpreted.

3. Confusion between the possibility to indicate the absence of
a value: not ticking a value in the scale, or ticking the central
of the scale.

4. The need to introduce into the test, sociodemographic varia-
bles that help its interpretation.

3.3.Validating the EVA protocol to the value-based innovation model

We have reviewed how the EvA protocol works and its ability
to measure the transmission of values and how this powerful
tool can be incorporated into our conceptual model proposal to
make decision, monitoring and reviewing (modify, add, delete)
the management of securities in a corporation (see section 3.1),
allows us to measure and compare the load of values transmit-
ted in different media of communications,and assessed by the
same group of people. The EVA protocol can also be applied in
the opposite direction: comparing and measuring the model
of values received by two or more different groups of people
exposed to the same message-pattern (Mas-Manchon, Rodri-
guez-Bravo et al., 2015, 2016).

Rodriguez Bravo and his research team have experimentally
verified two groups of young people between 18 and 25 years
old with different values education. When they were exposed
to 7 food advertising spots, they identified loads of very differ-
ent values. The loads of perceived values did not differ in the
intra-group analysis, but they were significantly different in the
inter-group analysis.
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The first group of the experiment (66 young people) were
patients of the ITA (Institute of Eating Behavior Disorders of
Barcelona) who had been diagnosed as subjects with eating dis-
orders (EBD. Eating Behavior Disorders) and underwent reeduca-
tion of their values on food. The second group were 73 students
from the Autonomous University of Barcelona without this type
of disorders (without diagnosed disorders). The group of sub-
jects with EBD, who had received re-education of their values,
showed much more refractory to the advertising influence and
perceived, in general, a load of values rather smaller and differ-
ent than the subjects without diagnosed disorders. The results
of this experiment indicate that EvA protocol can be applied to
measure whether different groups of people in an organization or
a company (board of directors, marketing and sales department,
engineering department, etc.) having different models of values.
By exposing the different groups of management responsible for
the same communication, for example to several corporate vid-
eos of the company, and asking them to evaluate them using the
EVA protocol, we will be able to find out if there is inconsistency
between them, to identify with precision in which specific values
they are the differences and measure the strength they have. This
new knowledge will allow the company to initiate a dynamic of
agreements and sharing of a new value model that is much more
solid, coherent and aimed at specific objectives (for example, pro-
moting innovation activities).

This type of measurement of the differences and similarities
between value models can be made, also, by comparing the in-
ternal audiences of a corporation (partners, management mem-
bers, employees) with external audiences (customers, consum-
ers, users, etc.). In summary, the incorporation of EvVA protocol
in the Value-Based-Innovation Model would make available to
any company or corporation the possibility of monitoring and
making decisions about the control (change, extension, comple-
mentation, deletion) and the addressing of its models of values
towards very specific objectives, thus increasing their effective-

ness and efficiency.
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Chapter 4
Starting a case of study

This research is aimed to determine the main values-based inno-
vation able to focus the human resources in the organizations,
to encourage the innovation with higher impact and accurate
results for competitiveness, based on successful worldwide
firms to be applied in Mexico and Spain (as a benchmarking, the
most innovators firms at worldwide, no matter what industries
or sectors are being). The mentioned above, is especially impor-
tant in first instance to the firms specialized in software design,
located in the Guadalajara Software Design Center (GSDC),
México. This research is based on literature review to analyze
and determine a conceptual model that classifies the influence of
the main values-based innovation in the organization. We made
an analysis of the values most valued in the 15 main successful
firms at: Worldwide, Spain, México (5 each one) and the GSDC.
Therefore, we determined the groups of the main values-based
innovation, where were gathered and represented the success-
ful firms, located in the GSDC. In order to feature, each one of
the final values-based innovation there were involved 3 experts
in values-based innovation and organization architecture during
the period: Aug-Sep-2017, using Panel Delphi Focus Group and
Analytic Hierarchy Process (AHP). The final results, were: 82
different values-based innovation (including 4 added as sugges-
tions of experts vision), distributed in a conceptual model in
Innovation Level, with 3 main subareas, called: Normative Inno-
vation (Production); Business Model Innovation (Consump-
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tion); Process/Product-Service Innovation (Differentiation
from others). These results are the first insights in Mexico, to
be assessed in a complementary study in Spain to obtain a value-
based innovation generalized model in a subsequent study.
Keywords: Values-Based Innovation; Organization; Competi-
tiveness, Mexico; Spain.
JEL Classification: M10, O30.

a. Introduction

According OECD (2005), innovation is: the implementation of a
new or significantly improved product (good or service), or process,
a new marketing method, or a new organizational method in busi-
ness practices, workplace organization or external relations (par.
146)... Therefore, Innovation aims at improving a firm’s perfor-
mance by gaining a competitive advantage (par.101e)... but, how
is related with the values in an organization, to be fostered? In
nowadays values are understood to be one of the foundations of
successful companies. In fact, a quit simple mission statement,
vision and their set of values, can take weeks, months or even
years, to design involving multiple parties participating in the
process (Mitland, 2015), being critical in such developed sectors
such as the software design. To achieve our proposal to deter-
mine which are the values to foster innovation (values-based
innovation) in the organizations to be more competitive, this
work is divided into the explanation of: a) Problem, hypoth-
eses and rationale of the study; b) Methodology based on two
visions: the looking for websites and the experts to obtain sev-
eral values-based innovation and then identify the group where
they belonging, according a proposal of value-based innovation
model; ¢) Literature review d) Analysis e) Results; f) Conclu-
sions and future studies.
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b. Problem, hypotheses and rationale of the study

Our problem is described in a research question: Which are the
values to foster innovation (values-based innovation) in the organi-
zations to be more competitive? If we got this, we will be capable
to focus the human resources in the organizations, to encour-
age the innovation with higher impact and accurate results. The
mentioned above, is especially important to ten firms specialized
in software design, located in the Guadalajara Software Design
Center GSDC), México.

Hence, we proposed the following specific questions (SQ):

SQ1: What is the conceptual model that classifies the influence
of the main values-based innovation in the organization?

SQ2: What are the main values to foster innovation (values-
based innovation), most valued in the 15 main successful firms (5,
each one) in the Worldwide, Spain and México?;

SQ3: What are the main values to foster innovation (values-
based innovation), most valued in the 10 main successful firms lo-
cated in the GSDC?;

Based on the 25 successful firms, mentioned above:

SQ4: What are the main groups of the values-based innovation
identified of those successful firms and the expert vision?

SQ5: What are the recommended values-based innovation
model to the GSDC?

c¢. Methodology
To solve the specific questions mentioned above, we did a serial

of activities gathered in features and finally summarized, briefly
as technical data. See Table 4.1.
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Table 4.1
Technical research data

Features

Survey

-Literature Review

-Website research of
corporate values and
expert vision for search-
ing and featuring the
main values-based inno-
vation, according Panel
Delphi Focus Group
and Analytic Hierarchy
Process (AHP)

-Final recommendation
of values-based innova-
tion for firms of GSDC

To analyze and determine:

1. A conceptual model that classifies the influence of the
main values-based innovation in the organization.

2. The main values to foster innovation (values-based inno-
vation), most valued in the 15 main successful firms (5,
each one) in the Worldwide, Spain and México. We made a
survey during Aug-Sep-2017 searching the fims websites in
order to capture their corporate values.There were cases we
found values stated explicitly as a list of individual nouns
and verbs. In others they were expressed in more narra-
tive form, sometimes as part of a declaration which also
encompassed vision, mission and purpose making hard the
definition in a first glance. Therefore, we allowed ourselves
certain degree of interpretation. For example, Team was
described as a value by one business; we interpreted this
as Teamwork as it can be more accurately described as a
value.

3. The main values to foster innovation (values-based
innovation), most valued in the 10 main successful firms,
located in the GSDC.

1.The values-based innovation were translated in features
based on 3

experts in values-based innovation and organization archi-
tecture, using

Panel Delphi Focus Group and AHP, being form GSDC : 1
manager

software design,1 consultant and 1CEO.

2.The features were determined during the period: Aug-
Sep-2017

A final list ordered by importance, of values-based innova-
tion recommended for the 3 experts mentioned above, to
the GSDC

Source: own.
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d. Literature review

In this section, we established the meanings of the values-based
innovation, their importance, their senses, how they do help to
the innovation; potential problems, desirable features, and its
evaluation.

The values are the source to incorporate the vision/mission,
the corporate values and customer values basically into the dif-
ferent management levels of the firm, leading to different forms
of our conceptual model proposal. See Figure 3.1.

There are some possible problems when the organization is
introducing or managing values-based innovation (AUSG,2017),
such as:

Values-based innovation vs Process. If processes do not sup-
port the values-based innovation, may be seen as rhetoric
rather than aspirational.
Values-based innovation vs Behaviour. If there is a contrast
between the stated norms of the organization and the ob-
served behaviour, many problems could be generated. If va-
lues-based innovation are not supported and realized in the
operations of the organization, then the values may act to
undermine support for innovation rather than encourage it.
Values-based innovation vs Move Fast. It is a common pitfall,
when people is expecting that the values-based innovation
be embedded into an organization as soon as it is written
down. The Implementing will take time and patience so do
not be discouraged if you do not see instant results. Adoption
of values requires people to come on board and this will take
time and require guidance from innovation champions.
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e. Analysis

Any organization must show the exact nature of its values-based
innovation and will need to reflect any existing broader values.
The values-based innovation may be placed as the higher level
values or be an explicit sub-set to reflect a particular emphasis
on innovation. The values-based innovation should reflect the
environment and context of the organization and embody what
is believed and hoped for innovation. If the values are introduced
to help change or create a new approach to innovation, then this
should be backed by strategies to help staff make the transition.
(AUSG, 2017; Breuer, H. and Liideke-Freund (2015).

If we review the websites of the most important firms that
all of them are distinguished for highest innovations levels, we
can determine the core values. For instance, as a sample, we de-
tected the values-based innovation, that are boosting 25 main
Firms at: Worldwide, Spain, Mexico.See Table 4.3

Table 4.3
Firms, core value definitions and main values

The Worldwide Successful Firms in 2017 (El Economista, 2017a)

No. Firms Main Values

1 Apple “...Greatness (GRT); Simplicity (SIM): Technology (TEC); Market
Contribution (MKC); Focus on Customer (CUS); Collaboration
(COL): Excellence (EXC)

2 Alphabet “..Integrity (INT); Usefulness (USF) Privacy, Security, and
(Google) Freedom of Expression (PSF); Responsiveness (RES); Take
Action (ACT)...”

3 Microsoft “..Innovation (INN); Diversity & Inclusion (D&I); Corporate
Social Responsibility (CSR); Philanthropies (PHI); Environment
(ENV); Trustworthy Computing (TSW)...”
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4 Amazon “..Customer Obsession (CUS); Ownership (OWN); Invent &
Simplify (I&S); Leaders are Right a Lot (LRL); Frugality (FRG);
Hire & Develop the Best (H&D); Earn Trust (TRS); insist on the
Highest Standards (HST); Bias for Action (ACT); Learn & Be
curious (L&C); Have Backbone. Disagree (RDS) and Commit
(COM); Dive Deep (DDP); Think Big (TBG); Deliver Results with
Quality (RSO & QTY)...”

5 Facebook “..Focus on Impact (CUS); Move Fast (MVF); Be Bold (BBD);
Build Social Value (BSV)...”

The Spain’s Successful Firms in 2017 (BrandFinance, 2017)

No Firms Main Values

6 Santander “..Dynamism (DYN); Strength (STR); Leadership (LDS);
Innovation (INN); Quality Service and Customer Satisfaction
(QTY & CUS); Professional Ethics and Sustainability (ETH &

SUS)...”

7 Zara “..Professional ethics (ETH); Commitment (COM); Confidence
(TRS); Loyalty (LTY); Creativity (CRY)...”

8 Movistar “..Trusted (TRS); Bold (BBD); Open (OPN)...”

9 BBVA “..Integrity (INT); Prudence (PRD); Transparency (TRP)...”

10 Iberdrola “..Creation of sustainable value (SUS); Ethical principles (ETH);

Good corporate governance (GOV) and transparency (TRP);
Development of our workforce (WOK); Social commitment
(8CO);Sense of belonging (SBG); Safety and reliability (SEC &
REL); Quality (QTY); Innovation (INN); Respect for the envi-
ronment (ENV); Customer focus (CUS); Institutional loyalty
(LTY)...”

The Mexico’s Successful Firms in 2017 (El Economista, 2017b)

No Firms Main values

11 Corona “..Be honest (INT);Report and make yourself felt (RPT); Rely on
(REL); Commitment (COM); Act with austerity (AUS); Fulfill
your commitments and honor the word pawned (HON); Be trans-
parent and require transparency (TRP); Declare your indepen-
dence and commitment to ethics (ETH); Respect the law (REP);
Be accurate and truthful (ACC); Report on (RPT); Management
conflict (MCO); Respect the dissent (RDS) ...”

12 Cemex “..Ensuring Security (SEC); Focus on Customer by listening to
our customers (CUS): Seek Excellence (EXC); Working as one
CEMEX (Greatness:GRT); Act with integrity (INT) ...”

13 Oxx0 “.Central Values (FEMCO): Integrity (INT); Respect (REP);
(FEMCO) Simpleness (SIM); Teamwork (TWK); Soberness(SOB)..”
Business Values (FEMCO): Service Passion (SAT); Renovation
(REN); Oriented to the Job (ORJ); Leadership (LDS)
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14

15

Telmex

Bimbo

“...Work (WOK); Growing (GRO); Austerity (AUS );Commitment
(COM); Social Responsibility (CSR) ...”

“..The persons (PER); The community (TCO); We get results
(RES); We compete and win (C&W);We are effective operators
(OPE); We act with integrity (INT); We transcend and stay in
time ()...”

The Guadalajara’s Mexico Successful Software Development Firms at GSDC

No Firms Main Values
16 GSDC “ Integrity (INT); Service professionalization (PRF); Action with
Guadalajara  responsibility (ACT & RES); Sustentability (SUS)...”

17 Algartech “..Sustainability (SUS); Innovation (INN)...”

18 Amdocs “..Teamwork (TWK); play to win (C&W); Commitment (COM);
Respect (RES); Deliver value to our customers (CUS); We dare to
change (CHG); Passion to lead (LDS); We strive for excellence
(EXC); Professionalism (PRF)..”

19 Avantec “..Experts (EXP); Committed (COM); Passionate Avant-garde
(Greatness. GRT) Reliable Service attitude (REL & SAT)

20 Bitam “.Service attitude (SAT); Loyalty (LTY); Honesty (INT)
Innovation (INN); Passion for what we do (Greatness. GRT);
Harmonic and Productive Environment (Place to Work.PTW)..”

21 Bosch “..Orientation towards the future and the result (FUT & RSO);
Responsibility and sustainability (RES & SUS); Initiative and
Coherence (INI & COH); Transparency and Trust (TRP & TRS);
Honesty (INT); Reliability, credibility and legality (REL & TRS &
LEG); Diversity (D&I)...”

22 Ecodex “..Responsibility (RES). Commitment (COM). Loyalty (LTY).
Punctuality (PUN)...”.

23 Evolutel “..Positive Attitude (SAT); Loyalty (LTY); Excellence in achiev-
ing objectives (EXC); Professionalism (PRF); Honesty (INT);
Innovation (INN)...”

24 Nasoft “..Excellence (EXC); Integrity (INT); Commitment(COM);
Innovation (INN); Passion (SAT)..”

25 Qualtop “.. Teamwork (TWK); Experience (EXP); Innovation (INN);

Agility (AGY)..”

Source: Internet Portals, El Economista (2017a,b) and Brandfinance (2017)
with own adaptation.

Thus, we obtained from the most successful firms 78 main
values. To understand the relevance of each one, it was possible
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to determine the frequency of the presence of those values as
shown in Table 4.4.

Table 4.4
Frequency of main values

Freq. Q Main values

1 44 ACC; AGY; BSV; CHG; COH; COL; CRY; DDP; DYN; FRG; FUT; GOV;
GRO; H&D; HON; HST; I&S; INI; L&C; LEG; LRL; MCO; MKC; MVF;
OPE; OPN; ORJ; OWN; PER; PHI; PRD; PSF; PTW; PUN; SBG; SCO;
SOB; STR; T&S; TBG; TCO; TEC; TSW; USF

2 14 AUS; BBD; C&W; CSR; D&I; ENV; EXP; RDS; REN; REP; RPT; RSO;
SEC; WOK

3 5 ACT; PRF; QTY; SIM; LDS

4 6 ETH; EXC; GRT; REL; TRP ; TWK

5 4 LTY; SAT; SUS; TRS

6 1 RES

7 2 CUS; INN

9 1 COM

10 1 INT

Total 78

Note: Freq. Frequency; Q, Quantity; ACC. Accurate; ACT. Action; AGY. Agility;
AUS. Austerity; BBD. Be Bold; BSV. Build Social Value; CHG. Change; COH.
Coherence; COL. Collaboration; COM. Commitment; CRY. Creativity; CUS.
Customer; CSR. Corporate Social Responsibility; C&W. Compete & Win; ETH.
Ethics.; ENV. Environment; EXC. Excellence; EXP. Experience; D&I. Diversity
& Inclusion; DDP. Dive Deep; DYN. Dynamism; FRG. Frugality; FUT. Future
Vision. GOV. Governance; GRO. Growing; GRT.Greatness; H&D. Hire &
Develop the Best; HON. Honor; HST. Highest Standards; I&S. Invent & Simplify;
INI. Initiative; INN. Innovation; INT. Integrity; L&C. Learn & Be Curious; LDS.
Leadership; LEG. Legality; LRL. Leaders are Right a Lot; LTY. Loyalty;MCO.
Management Conflict ; MKC. Market Contribution ; MVF. Move Fast; OPE.
Effective Operators; OPN. Open ; OR]J. Oriented to the Job; OWN. Ownership;
PER. Persons; PHI. Philanthropies; PRD. Prudence; PRF. Professionalism; PSF.
Privacy, Security, and Freedom of Expression; PTW. Place to Work ; PUN.
Punctuality; QTY. Quality; REL. Rely On; REN. Renovation; REP. Respect; RES.
Respect; RDS. Respect the dissent; RPT. Report on; RSO. Results Oriented;
SAT. Service Attitude; SBG. Sense of Belonging; SCO. Social Commitment; SEC.
Security ; SIM. Simpleness; SOB. Soberness; STR. Strength; SUS. Sustainability;
T&S;. Trascend and Stay in Time; TBG. Think Big; TCO. The Community; TEC.
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Technology; TRS. Trust. TRP. Transparency; TSW. Trustworthy Computing ;
TWK. Teamwork; USF. Usefulness; WOK. Work.
Source: own.

As a complementary study, is necessary to do an analysis to
determine the levels of sense and intensity for each one of these
values-based innovation obtained. This study would be feasi-
ble, applying the evaluation of values (EvA) protocol designed
by LAICOM (Laboratory of Instrumental Analysis of the Com-
munication; Universidad Autobnoma de Barcelona, Spain). With
such data and results, it would be replicate the entire study to
obtain the main values-based innovation (Panel Delphi Focus
Group and AHP) and their sense and intensity (EvA protocol)
for successful firms of software design (just like in Guadala-
jara México), but in Barcelona, Spain. Obtaining the mentioned
above, would allow us to establish divergence or convergence
around the values-based innovation in these two countries, in
the same sector (software design) seemingly similar in culture
and idiom.

f- Results

As a result of the literature review and the website research,
it was made the featuring of the main values-based innovation
according Delphi Focus Group and Analytic Hierarchy Process
(AHP) with 3 experts in values-based innovation and organiza-
tion architecture, from GSDC, as: 1 manager software design, 1
consultant and 1 CEO.The survey panel was made during the
period: Aug-Sep-2017. The stages were 3, according the pro-
posed conceptual values-based innovation model (Figure 3.1),
called: Normative Innovation (see Table 4.5); Model Business
innovation (see Table 4.6) and Process/Product-Service Inno-
vation from others-(see Table 4.7)
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Table 4.5

Focus group by Delphi panel and AHP to determine
the main values-based innovation for normative innovation

(suggested by Experts Vision)

Factor as

Factor as

ot [l
“.3 ?}, ‘Website Expert E §
g o l:c; Research Vision = §’=‘ =
BE 8o Freq % AHP g2 §
2% w8 weighted 8 8% -2
5 & >§ asExpert = 2 & g‘:
T2 £ Vision () B2 5 T2
S&§ == =& £F
1 ETH 4 4.4 4.2 0.2 Similar
2 INT 10 11.1 3.7 7.4 Website Research
3 EXC 4 4.4 7.9 -3.5 Expert
4 GRT 4 4.4 3.2 1.2 Similar
5 LDS 3 3.3 6 -2.7 Expert
6 AUS 2 2.2 6.9 -4.7 Expert
7 CSR 2 2.2 2.2 0.0 Similar
8 ENV 2 2.2 45 -2.3 Expert
9 SuUS 5 5.6 2.8 2.8 Website Research
10 RES 6 6.7 2.2 4.5 Website Research
11 COM 9 10.0 2.9 7.1 Website Research
12 RDS 2 2.2 1.1 1.1 Similar
§ 13 REP 2 2.2 2.8 -0.6 Similar
*,E 14 PRF 3 33 3.9 -0.6 Similar
5 15 CHG 1 1.1 2.2 -1.1 Similar
i 16 FUT 1 1.1 0.9 0.2 Similar
17 HON 1 1.1 0.1 1.0 Similar
18 LEG 1 1.1 2.9 -1.8 Similar
19 PHI 1 1.1 0.1 1.0 Similar
20 PER 1 1.1 3.2 -2.1 Expert
21 PSF 1 1.1 3.3 -2.2 Expert
22 PTW 1 1.1 3.8 -2.7 Expert
23 PUN 1 1.1 2.2 -1.1 Similar
24 SBG 1 1.1 1.2 -0.1 Similar
25 SOB 1 1.1 3.5 -2.4 Expert
26 T&S 1 1.1 3.2 -2.1 Expert
27 D&I 2 2.2 0.8 1.4 Similar
28 QTY 3 3.3 3.9 -0.6 Similar
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:§ - Fact01: as Factor as "
= % Website Expert Ie
£ & Research Vision = § ~
g5 @ o o3 8 B
B2 Y g Freq. % AHP g Kg g
ST FE weighted 2 27> 2
;_ : > « E &) 7] : =
55 =% asExpert & 2 g <5
T & e Vision (%) A& o @
i (] 1
5% 2 SEx &8
% 29 SEC 2 2.2 4.7 -2.5 Expert
£ 30 REL 4 44 32 12 Similar
=
5 31 TRP 4 4.4 3.9 0.5 Similar
< 32 LTY 5 5.6 2.6 3.0 Website Research
Total 88 100 100 - -

Source: Own.

This table shows the opportunity to be more clear the contribu-
tion of values concepts, such as: INT; EXC; LDS; AUS; ENV; SUS;
RES; COM; PER; PSF; PTW; SOB; T&S; SEC; LTY with respect
the websites firm’s and the expert vision.

Table 4.6
Focus group by Delphi panel and AHP to determine the
main values-based innovation for business model innovation
(suggested by Experts Vision)

5 - Factor as Factoras  _ . Predominant

= b Website Expert S e Vision

=] @ p ~

£ - /Q Research Vision e

%.g § £ Freq. % AHP é & :%

Z 5 = weighted ¢ 2%

o T PR v T

35 =3 as Expert 5 3 g

== S £ Vision (%) 2

55 2= ) 28z

1 PEF 0 0 0 0 Experts
% Suggestion
=2 INN 7 21.2 13.5 7.7 Website Research
g 3 REP 2 61 72 -1.1 Similar
2 4 TEC 1 3.0 6.2 -3.2 Expert
< s sCcO 1 30 5 2.0 Similar

6 OWN 1 3.0 3.2 -0.2 Similar
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:é 3 Factor as Factoras — _ . Predominant
- 2 Website Expert 3 2 Vision
£ - / Research Vision e
2 Lo Freq % AHP g2
(5 ; GR= weighted % % E
3§ &1 asExpert £ £ §
55 =SE ision (%) 2 £
7 OPN 1 3.0 3.1 -0.1 Similar
8 MVF 1 3.0 4.2 -1.2 Similar
9 MKC 1 3.0 4 -1.0 Similar
10 MCO 1 3.0 4.9 -1.9 Similar
11 LRL 1 3.0 1.2 1.8 Similar
12 L&C 1 3.0 3.6 -0.6 Similar
13 INI 1 3.0 1.2 1.8 Similar
14 1&S 1 3.0 3.6 -0.6 Similar
g 15 HST 1 30 32 -0.2 Similar
5 16 H&D 1 3.0 2.8 0.2 Similar
g 17 GRO 1 3.0 3.4 -0.4 Similar
i 18 GOV 1 3.0 1.2 1.8 Similar
19 EXP 2 6.1 3.2 29 Website Research
20 DYN 1 3.0 3.8 -0.8 Similar
21 DDP 1 3.0 4.2 -1.2 Similar
22 CRY 1 3.0 3.5 -0.5 Similar
23 COL 1 3.0 4.2 -1.2 Similar
24 COH 1 3.0 3.2 -0.2 Similar
25 ACC 1 3.0 4.4 -1.4 Similar
26 BSV 1 3.0 2 1.0 Similar
Total 33 100 100 - -

Notes: PEF. Performance.
Source: Own.

This table shows the suggested value-based innovation PEF and
the opportunity to be more clear the contribution of values con-
cepts, such as: INN; TEC and EXP with respect the websites
firm’s and the expert vision.
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Table 4.7
Focus group by Delphi panel and AHP to determine the
main values based innovation for process/product-service
innovation (suggested by Experts Vision)

:§ 3 Facton: as Factor as = & Pr.e.dominant
= % Website E)‘q?ert S § Vision
% . ::5) Research Vision g %?
@S g Freq. % AHP R~
2% S weighted gL%
5 & z E as Expert & é 5
1 R&R 0 0 0 0 Experts
2 EIN 0 0 0 0 Suggestion
3 NFR O 0 0 0
4 CUS 7 149 15.2 -0.3 Similar
5 TRS 5 10.6 4.5 6.1 Website Research
6 SAT 5 10.6 8.2 2.4 Website Research
7 TWK 4 8.5 7.8 0.7 Similar
8 SIM 3 6.4 7.2 -0.8 Similar
9 ACT 3 6.4 8.2 -1.8 Similar
10 WOK 2 4.3 3.9 0.4 Similar
§ 11 RSO 2 43 81 3.8 Experts
§ 12 REN 2 4.3 2.4 1.9 Similar
§ 13 C&W 2 4.3 4.2 0.1 Similar
< 14 BBD 2 43 35 0.8 Similar
15 USF 1 2.1 4.8 -2.7 Experts
16 TSW 1 2.1 1.9 0.2 Similar
17 TCO 1 2.1 2.5 -0.4 Similar
18 TBG 1 2.1 2.3 -0.2 Similar
19 STR 1 2.1 2.1 0.0 Similar
20 PRD 1 2.1 2.4 -0.3 Similar
21 OR]J 1 2.1 1.9 0.2 Similar
22 OPE 1 2.1 2.1 0.0 Similar
23 FRG 1 2.1 2.1 0.0 Similar
24 AGY 1 2.1 4.7 -2.6 Experts
Total 47 100 100 - 100

Notes: R&R. Rewards & Recognition; EPM. Encourage Informal Networks; No
Fear to the Risk.
Source: Own.
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This table shows the suggested values-based innovation R&R;
EPM and NFR and the opportunity to be more clear the contribu-
tion of values concepts, such as: TRS; SAT; RSO; USF; AGY with
respect the websites firm’s and the expert vision. Hence, the Final
values-based innovation recommended is shown in Figure 4.1.

g. Conclusions and future studies

So far, we can affirm:

a. We solved the research question: Which are the values to fos-
ter innovation (values-based innovation) in the organizations to
be more competitive?, solving:

SQ1: Which is the conceptual model that classifies the influence
of the main values-based innovation in the organization? It is
showed in Figure 3.1;

SQ2: Which are the main values to foster innovation (values-
based innovation), most valued in the 15 main successful firms
(5, each one) in the Worldwide, Spain and México? It is showed
in Table 4.3;

SQ3: What are the main values to foster innovation (values-
based innovation), most valued in the 10 main successful firms
located in the GSDC? It is showed in Table 4.3;

Based on the 25 successful firms, mentioned above:

SQ4: What are the main groups of the values-based innovation
identified of those successful firms and the expert vision?

They are showed in Tables 4.5, 4.6 and 4.7.

SQ5: What are the recommended values-based innovation mo-
del to the GSDC? It is showed in Figure 4.1.

b. The main contribution of this study is the use of the con-
ceptual model proposed about values-based innovation for
GSDC, for México where were obtained finally 82 main
values-based innovation, classified in the proposed model
in: Normative: 32; Business Model innovation: 26 (1 sugges-
ted by expert vision); Process/Product-Service Innovation:
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Figure 4.1
The recommended of values-based innovation
model to the GSDC

Rule Values .
Industry in the firm Management Innovation Lever as open
Sector or corporate Levels Levels innovation
Normative
o Innovation
Prellmlnarty (Production)
process to ETH; INT; EXC; GRT;
determine LDS; AUS;  CSR;
the values i Normative e Ry o )
according - M|§§|0n/ - (Board of - FUT: HON: LEG: FHI - Innovation
the industr Vision Directors/ PER; PSF; PTW; PUN; ecosystem
Y Regulation/ SBG; SOB; T&S; D&l (IEC)
or sector . QTY; SEC; REL TRP;
’ Economic LTY
supported values)
by Business Model Open busi
academic/ Corporate Innovation pen business
expert = VF: = ~d B (Consumption) [EEEEE) ~ model
visions alues Strategic PEF; INN; REP; TEC; innovation
SCO; OWN; OPN;
(with Panel (Partner MVF,  MKC; MCO; (OBM)
Delphi values/ LRL; L&C; INI; 1&S;
it Competitor HST, H&D; ~GRO;
Focus GOV; EXP; DYN; DDP;
G d Consumer values/ CRY. COL; COH:
roup an AN Proposal W, [ acc:iBsv;
AHP) and Values — values) — ‘ Knowledge
EVA Process/Product management
-Service (KMG)
pthO?.OI for Instrumental Innovation
selecting or Operative (Differentiation)
the  initial (Individual R&R; EIN; NFR;
values form values/Organiz
inventory ational values/
values Significative
differentiation

I ¥
Values-based

management as a
feedback linkage

Change

for:
-Efficiency the
-Effectiveness Values?
-etc.

EVA Protocol as a feedback linkage to review,

modify, interchange, supress, enter new values

according to the division, department wthin the
firm or corporate organization

Notes:
' .- Integrative horizontal coherence function;
t ~Integrative vertical congruence function

Source: Rodriguez Bravo (2013); Mejia-Trejo, 2017 a-b; Breuer, H. and Ludeke-Freund (2015)  with own
adaptation

Source: Rodriguez Bravo (et al., 2013); Mejia-Trejo, 2017 a-b; Breuer, H.
and Liideke-Freund (2015) with own adaptation.
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C.

24 (3 suggested by expert vision). As you see, there are
opportunities to be more clear the rol of the values-based
innovation even with no mentioned values in the websi-
tes of the current successful firms, such as: Performance
(PEF); Rewards& Recognition (R&R); Encourage informal
Networks (EIN) and No fear to the Risk (NFR).
For future studies, are suggested to do:
The determining of sense and intensity of each one of
these values-based innovation obtained in Guadalajara,
México for the software design (GSDC) using the
evaluation of wvalues (EvA) protocol designed in
LAICOM (Laboratory of Instrumental Analysis of the
Communication)
With all the data and results obtained in Mexico, to re-
plicate the same study for firms of software design but in
Barcelona, Spain.
Obtaining the mentioned above, would allow us to sta-
blish divergence or convergence around the values-based
innovation in these 2 countries, in the same sector (soft-
ware design) seemingly similar in culture and idiom.
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Conclusions

Values must be integrated within all the levels of a firm or cor-
porate organization and their external environment factors must
be considered (for instance: providers, consumers, stakeholders,
etc.) providing a priori connections between these systems. This
is the main reason of this book, the discussion and disclousure
of a model involving the main values-based innovation able to
focus the human resources in the organizations, to encourage
the innovation with higher impact and accurate results for com-
petitiveness.

Based on a review of literature, we see companies working
with values in at least three distinct management levels: nor-
mative (for instance: board of directors, the economic values,
etc.),strategic (involving different factors such as the partners,
competitors, etc.) and instrumental or operative (for instance,
the organizational /individual values aligned to a specific vision).
Since management view these factors produces relationships,
such as normative-production; strategic-consumption and in-
strumental /operative-remarkable differentiation. By other
hand, those management levels are translated as an innovation
levels equivalents, for instance: normative (production) as nor-
mative innovation, strategic (consumption) as business model
innovation and instrumental/operative as process, product-
service innovation (differentiation). These two stages: manage-
ment and innovation are the basis to produce open innovation
able to work in both senses: vertical (Integrative vertical congru-
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ence function) and horizontal (Integrative horizontal coherence
function), being as means as ends of values and by own, inter-
changeables. For this reason, is necessary to consider two stages
of decision:
One stage is the assessment the key performance indicators
of the actual values in the firm or corporate organization,
our general conceptual model proposal involves a process
based on efficiency and effectiveness supported with value-
based management.
The next one stage, is the review of the actual values in the
firm or corporate organization for modifying, interchanging,
surpressing entering new ones, our general conceptual mo-
del proposal involves EVA protocol process. In this step it was
offered two empirical and previously implemented studies:

The Mejia-Trejo (2017c) model as a preliminary process to
determine (with Panel Delphi Focus Group and AHP) and EvA
protocol for selecting the initial values form inventory values)
and weighting a value-based innovation inventory, according to
the sector.

The Rodriguez-Bravo (et al., 2013) model as a process to se-
lect and weighting a value-based innovation inventory, accord-
ing to the division, or department of the firm or corporate orga-
nization.

Finally,this conceptual model is considered important and
ready to be applied in any sector of the industry interested in
the values-based innovation management, due its flexibility,
simplicity and broad scope to measure the performance of the
firm or corporate organization not only in the economic value
but in the general perception of value in all the involved parties.
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