
THE INNOVATION FORMULA:  
HOW TO WIN AND GROW BY HAVING 

BETTER IDEAS THAN YOUR COMPETITORS.
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Most of us come up 
with ideas in an 
ordered, incremental 
fashion based 
on slight 
modifications 
to our 
current state.
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Examples of 
Incremental Thinking:
1. Sale or volume discount
2. Free shipping
3. Grouping products 
 or services
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How do you know if 
you have a weak, 
incremental idea?
1. It can be easily copied
2. It is relatively easy 
 to execute
3. It sounds reasonable



Instead, 
think 
factorily
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Innovative thinking 
happens from 
the outside of 
the bell curve 

and moves inward
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Pick a category 
to innovate from. 
We will use 
revenue as 
an example.
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Assume you have no revenue. What are 
2 “factorial” ideas to make money?

1.  _____________________________________________
  _____________________________________________
  _____________________________________________

2.  _____________________________________________
  _____________________________________________
  _____________________________________________
 

Revenue

Standard Deviations



WANT                      ?

Grant C. Gooding, MBA
Founder/CEO

913.991.3667
Grant.Gooding@ProofPositioning.com
ProofPositioning.com
@GrantGooding

ARE YOU LEVERAGING HOW THE BRAIN 
WORKS TO YOUR ADVANTAGE?

ARE YOU MEASURING HOW YOUR 
CUSTOMERS FEEL ABOUT YOU?

ARE YOU RELAYING THE RIGHT MESSAGES 
TO THE RIGHT TARGETS?


