
Innovation Lab Summary 

Date: Innovation Lab on 2/6/18 
 

Fuhrman/Matthews: 



THE TAKE AWAY 

How can we be the disruption the 
insurance industry needs?

“The reasonable man adapts himself to the world: the unreasonable one persists in 
trying to adapt the world to himself. Therefore all progress depends on the 
unreasonable man.”!
!
― George Bernard Shaw, Man and Superman!



THE BIG IDEAS 

1. 

2. 

3. 

Our ideal audience will direct our energies, messaging and service offering.  We are 
a niche competitor and have to steer clear of Vanilla Town.!

Charging for the process of discovery is critical to signal differentiation and allows 
us to do the job properly.!

Disruptive innovation is needed in this industry – we’re going to be the ones to deliver it!

Great day guys!  No matter how stuck we might have felt in the morning, we certainly 
landed.  Thank you for a great time, stimulating conversation, and  tremendous insight.



OUR DAY 

VS



The R-Factor vision: 2020    

We asked you both, “What has to have happened in 
the next three years for you to be  happy – personally 
and professionally”.

Ron: 

•  “Gus is good.  In college, he’s not been slowed 
down at all”!

•  We have a good, clear message for others to 
understand!

•  Senior leadership at TN has changed over and Josh 
is looked at as leading the division!

•  We’ve continued 15% organic growth!

•  My value continues to rise!

•  My net worth continues to increase!

•  “We have leap-frogged ahead of others but the 
message still matches the need”!

•  We have a 50% hit ratio!

•  Two young guys have joined us and I’m teaching – 
we have a training track for them to run along !

•  We have a business plan for the division - Josh!

 

WHAT HAS TO 
BE TRUE?

Brent

•  “We can’t have enough smart people on our team”!

•  Claims management – Aaron helps take heat off the 
team!

•  Build an Intellectual Capital business based on 
Ron’s IP!

•  Efficient growth without margins going down!

•  12 people, $2.6M with a 20% margin!

•  We are leveraging Ron and keeping him entertained 
and engaged enough to stay aboard!



The R Factor vision: 2020    WHAT HAS TO 
BE TRUE?

DANGERS!

•  “Getting them into the conference room” – having a 
value proposition that is differentiated enough to 
capture their imagination!

•  Having a message that is compelling but they can’t 
“Sample” it – they have to hire us in order to find out 
if we have anything of value!

•  Not getting enough of Ron’s contribution to allow us 
to leverage him!

•  Ron exiting before we want him to!

•  Having people help us deliver the message 

OPPORTUNITIES!

•  Prospect on Thursday where we can pitch our new 
offering for $50,000!

STRENGTHS!

•  Bench strength – we now have a unique ability 
TEAM!

•  Josh as a support mechanism is powerful!



 
Within The Innovation Lab, we established your Wisdom 
Platform.  This is the intellectual foundation from which to build 
the next level of your business. It incorporates all that you bring 
to the game as a leader within your company (your Prime 
Function™) and applies that insight to the practical applications 
and considerations regarding how you’ll get paid, from whom, 
what will get their attention and how to hold it. 
 
from it we refine: 
 
MARKET 
Your ideal audience to build the business 

MODEL 
How you will get paid 

MESSAGE 
The most important ideas and concepts to communicate 

MEDIUM 
The various delivery systems (or marketing applications)  
for that communication 

your wisdom platform 



your prime function: at the heart of your business 



your prime function: at the heart of your business 

WHAT WE ALWAYS DO:

WHAT WE STAND FOR:

WHAT WE ARE BUILT FOR:

IDEAS THAT MATTER:

Advocate.  Reveal.  Protect.  Solve.!

We stand for pragmatic solutions that protect what matters most.  !

Innovation.  Integrity.  Practicality.  Results.!

We stand with the client to help them navigate through the ambiguity and complexity.!



Defining your ideal market requires you to know them well, to know what they are looking for, what they are facing, and what 
they hope for before you work with them.  They require you to speak their language.

We determined that our idea/clonable client is a young but experienced CFO.
 
 

your market: build the business with ideal clients 

Worried About/Thinking About 
•  Doesn’t know what he doesn’t know!
•  Concerned he’s not providing enough with the plan!
•  Plans costs too much money but yet there is no 

appreciation from the team!
•  Team don’t understand what they have!
•  He has to be the smartest guy in the room – always!
•  Loosing good people!
 
Looking For: 
•  “Partners” people who will challenge his thinking!
•  Solutions that make him look good!
•  A solution to attract talent!
•  Wants innovators as partners!
•  A big win!
•  Predictability!
•  Reliability!
•  Protection from Risk !
•  No surprises!
 

 

Profile: 
•  500+ Employees!
•  They have problems and know it!
•  No committee decision-making!
•  CFO!
•  Smart!
•  Innovator!
•  Formal Education!
•  45 +/- 5yrs!
•  Gen X !
•  Pragmatic!
•  Humanist – cares about people!
•  Conservative !
•  ProActive!
•  Organized!
•  Growth Goals!
•  HATES this process – thinks it’s stupid and broken!
•  Disruptor!
  



Defining your ideal market requires you to know them well, to know what they are looking for, what they are facing, and what 
they hope for before you work with them.  They require you to speak their language.

We determined that our idea/clonable client is a young but experienced CFO.
 
 

your market: build the business with ideal clients 

What he always DOES: 
•  Attends top conferences!
•  Trusts a friend’s recommendation!
•  Does RFPs reluctantly!

What he’s heard: 
•  They are industry specialists!
•  They are really making a difference!
•  They are “angels”!
•  They do what they say they will do!
!

  



your model: the machine 

Your company’s business model is mainly comprised of how money flows into and through your business.  We discussed the 
goals necessary in order to meet your overall financial goals. 

Revenue Model:
!
Each deal is worth:  $150k/
yr. + $50-75k in fees/yr. 1!
!
15 deals a year = $2.2M 
recurring revenue!
+!
$375k in fees!
=!
$2.5M in revenue!
!
!
!

The Funnel:
!
150 leads!
20% take a meeting =!
30 meetings!
!
50% of the meetings close = !
15 deals annually!
!



your message: what your market needs to know 

Your message is comprised of the language used to convey what your target market needs to know about 
you. Identifying a core message requires clarity about the transformation you create for your clients. 
 
 
 Process name options with the 

word “Benefits” in it:

The Benefits Navigator 
we keep the name

The Benefits Navigator 2.0
We suggest this is an upgrade

The Benefits Innovator
we upgrade to innovation

Alternative Name Options:

Project Safeguard
Sounds a little unconventional – military, 
black ops

The Pragmatic Humanist
Reads like a book title

Bennovation
Innovation in Employee Benefits





your message: what your market needs to know 

This is something of a riff that I wanted to play out – I don’t know where it will live…if anywhere: 
 
 
 The dilemma of the pragmatic humanist
Today’s CFO is charged with a very different set of challenges 
than preceding generations.  Employee benefits that protect 
the financial interests of the organization are often in conflict 
with the humanist goals of advocacy and protection for the 
people inside the organization.

And the insurance industry? Not much help there.

Some promise pragmatic solutions that neglect the employee 
in order to appeal to cost savings measures.  Others suggest 
indulgent programs that conspire against practicality and 
financial responsibility promising that talent retention and 
attraction will more than make up for the expense.

Everyone’s talking but no one is doing anything about solving 
the fundamental problems.

It’s time for something radically different.

We believe that in order to look at a problem from an 
alternative perspective you simply cannot come to the table 
with the same agenda.  Conflicts of interest, institutionalized 
thinking, and an industry focus on pre-existing solutions are 
the enemies of innovation.

To have breakthrough insight, the process must be replaced 
with an entirely different approach.  To look at things 
differently, you have to look at different things in a different 
way.

The Benefits Navigator 2.0 is a fresh approach that yields 
actionable insights, relevant innovation, and combination of 
services and solutions that tackle the benefits equation with 
communication, financial advocacy, compliance, technology, 
and insight unlike what the traditional industry solutions alone 
can produce.

And it all starts with our process.

We’ve broken with our industry to create an entirely different 
process for supporting clients and the outcomes are 
transformational:

Phase One:  Innovation Incubator
Phase Two:  Activation and Advocacy
Phase Three:  Accountability Audit



your message: what your market needs to know 

This is something of a riff that I wanted to play out – I don’t know where it will live…if anywhere: 
 
 
 

PHASE ONE:  The Innovation Incubator

STRATEGY 
TEAM

Benefits 
Financial Team

Compliance
team

Technology
team

Communication 
& education 

team

Interpretation 
& synthesis

Re-engineering 
Process solution

Fee to the client?  $50,000



your mediums: reaching your market 

 
 
 

Mediums are the delivery mechanisms for reaching your 
market and clients. It is about making your intended brand & 
messaging impactful.  !
!
The mediums chosen are specifically focused on your target 
market and take into account:!
!
•  your message!
•  your brand direction !
•  the unique offering you represent!
•  a budget that makes sense for your financial goals!

 
We need to throw out the conventions of the industry and 
solve the problem from the client’s perspective. 

Phase ONE!
•  Innovation discovery program!

Phase TWO!
•  Solution Implementation!

Phase THREE!
•  Results Audit!
!

 

 



project plan

 
 
 

Gentlemen, !
!
As we see it, there are three distinct projects here 
that need to be developed.!
!
FIRST is create your unique discovery process.  
We need to “up the ante” on the quality, insight, 
and multimedia value of this unique experience 
and build it to scale with appropriate training.!
!
SECOND is to create the project process once a 
“yes” is obtained to execute on the plan.  So this 
is the “second sale”!
!
THIRD is to create the marketing and sales 
materials to drive new business opportunity. 

!
PROJECT 1: The Discovery Process and Deliverables!

•  Map the Process!
•  Create tools and deliverables for each team!
•  Develop the deliverable!

PROJECT 2:  The Implementation Process!
•  Design the process of delivery!
•  Create the tools, deliverables and process 

map!
•  Create the training!
!

PROJECT 3:  Sales and Marketing!
•  Craft the sales and marketing tools to 

approach, sell and close these new 
accounts.!

•  Create the training!



 
 

transformation: achieving the vision 

We recommend three phases: 

(Human flight in a machine) 
might be evolved by the 
combined and continuous 
efforts of mathematicians in 
from one million to ten 
million years. 

— from an article in The New York 
   Times, October 9, 1903 

“ 

” 

We started assembly today. 
 
 
— from the diary of Orville Wright,   
October 9, 1903 

“ ” 

Map.  Package. Systematize. 


