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Three core messages

Efficiency and cuts are insufficient to tackle the challenges , 

demands and pressures on public services: fundamental 

innovation is necessary 
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Creating the conditions for radical public service innovation 

requires more than great leadership

Successful and effective innovation emerges from 

disciplined and systemic approaches, not just “letting a 

hundred flowers bloom”
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A perfect storm? 

Long-term challenges 

which are becoming 

more pressing: eg
ageing society

long-term conditions

Increasing pressures 

and demands on 

services

Changing patient and 

public expectations

Radical and 

compelling 

innovation: 

significantly better 

Recession, leading to 

massive tightening of 

public finances
spending constraints for public 

services

Persistent issues with 

no known pathway to 

solution: eg
over-heated  system

childhood obesity

significantly better 

outcomes, 

for significantly 

lower costs
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What is ‘innovation’?

A spectrum of innovation

Physical Social

Incremental Radical Systemic

A typology of innovation (following Freeman, Dosi et al)



… and not just good ideas

Incubating & 

prototyping

Replication &Generating Replication &

scaling up

Analysing &

learning

Generating

possibilities

Mulgan and Albury 

Innovation in the Public Sector 

Prime Minister’s Strategy Unit/ 

Cabinet Office, October 2003



Getting the ICE balance right

I C
INNOVATION

New models, new services

New roles, new relationships

Prevention and co-production

CUTS

Decommissioning

Disinvestment

Discontinue

E
EFFICIENCY

Stretch and squeeze

Universalise best practice

Rationing



Creating the conditions for radical public service innovation 

requires more than great leadership

CULTURE

and 

LEADERSHIP

REWARDS SUPPORTREWARDS 

and 

INCENTIVES
(demand) 

SUPPORT

and

INVESTMENT
(intermediaries)

SHAPE

and

OPENNESS
(supply)



• Innovation valued and valorised, rewarded and celebrated

• Clear, ambitious goals and desired outcomes, but not prescribing processes

• Managed and informed risk-taking encouraged; recognise path to successful 
innovation strewn with unsuccessful attempts

CULTURE

and 

LEADERSHIP

innovation strewn with unsuccessful attempts

• External orientation, learning from others – other organisations, sectors, 
countries: diversity and networking within and beyond organisation

• Front-line, users, citizens valued sources of innovation, engaged in innovation 
process

• Space(s) and time for innovation created, innovations championed and 
shielded
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• Supporting innovation requires not just finance, but 
wrapping round innovators necessary support, skills 

• Sources of finance and capital

• Financing focused on strategic priorities and major challenges 

• Spread and pool risk, balanced risk-reward ratios

wrapping round innovators necessary support, skills 
and expertise for disciplined innovation

• Adequate range of innovation ‘intermediaries’ or 
innovation ‘brokers’ 

• Organised R&D focused on long-term challenges, 
findings disseminated widely
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SUPPORT

and

INVESTMENT
(intermediaries)



• Financial and reputational rewards for organisations which innovate 

successfully, or adopt successful innovations (pro-innovation investment 

cycles) 

• Status and opportunities accorded to teams and individuals who innovate 

successfully or adopt successful innovations

• Commissioning and procurement focused on outcomes and quality

• Outcome and performance information: for peer-to-
peer challenge and for user and citizen choice 

• Regulatory regimes and inspection agencies have 
regard to organisations’ success in innovation and 
capability for innovation

• Metrics for innovation success and innovation 
capability
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REWARDS 

and 

INCENTIVES
(demand) 



Common ‘shape’ characteristics:
– small number of large dominant players: oligopolised core

– wide and dynamic periphery of niche providers, specialist suppliers and 
innovative start-ups

– much innovation comes from periphery, but large players, by virtue of 
scale and scope and established platforms, take innovations to scale 
(often through merger and acquisition)  

– disaggregated sectors, like much of public services, have low rates of 
diffusion

Openness: 
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SHAPE

and

OPENNESS
(supply)

Openness: 
o successful, 

innovative start-ups 
and new innovative 
practices displace 
older, less effective 
services

o decommissioning 
and disinvestment 
crucial

Mobility and 
networking, common 
labour and supplier 
pools



• Leading companies go beyond surveys and user groups to deeply 
engage users in innovation process

• Models of ‘open’ innovation blur boundaries of consumers/producers

In public services

• Many desired outcomes require action/behaviour change by 
citizens/users 

• Unleashing power of citizens as active consumers:
– choice, personal budgets and ‘personalisation’

– collective: aggregation of demand

• User-driven innovation, citizens as co-designers and co-producers

22 May 2009 davidalbury@btinternet.com 13



CULTURE

and 

LEADERSHIP

REWARDS 

and 

INCENTIVES
(demand) 

SUPPORT

and

INVESTMENT
(intermediaries)

SHAPE

and(demand) (intermediaries)and

OPENNESS
(supply)



Is letting a 

hundred flowers hundred flowers 

bloom the secret 

of innovation?
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www.innovation-unit.co.uk



Where to start

� speak innovation

� focus innovation� focus innovation

� resource innovation


