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Abstract (300 word limit)
The Scenario: A product is on the cusp of being launched. The Innovation cross-functional team meets, and the burning questions are: 
Who is our target consumer? 
What should and can be our claims and benefits? 
Where does this product fit within the company? 
How can we lower costs? 
Why did we think this was a good product to launch? 
An execution mindset is the catalyst here, and the scenario above unfortunately, happens more often than desired, and it may adversely impact launch success.   
Innovation is not gut-feel and guesswork, but based on consumer and environment insights, and business facts. A strategic approach to innovation that considers these facts, can be found in the innovation funnel. The innovation funnel discusses, tests, and aligns on product relevance, size of prize, source of business, tested consumer needs and alleviation of the consumer tension, innovation vis-à-vis company vision and consumer purchase intent. 
Sounds simple, but the reality today, is that while most businesses have some form of process to execute an innovation, few invest in an innovation funnel, due to a belief that the innovation funnel process takes too much time. 
In choosing not to have a funnel process, businesses forego their innovation pipeline resulting in a lack of agility, to respond to consumer’s changing needs and/or competitive disruptions. 
Alternatively, businesses that do have funnels but do not engage in its process, will likely miss the opportunity to focus its funnel on being nutrition-first resulting in ME-TOO innovations with no competitive edge.
In the long run, the lack of a funnel and the lack of discipline to the funnel process, will be costlier due to changing strategies. 
Afterall, isn’t it true that if you get on the wrong bus, every stop is going to be the wrong stop? 
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