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Speed Freaks
High velocity is everywhere  
and it drives innovation!

It’s easy to sit back at this point and think that your com-
pany, industry or profession won’t be affected by the type 
of high-velocity change described so far. Video games, hit 

movies: sure, those industries “happen fast,” but those are 
anomalies.

It’s easy to think that way, but the reality is that high velocity 
is everywhere. 

One of my recent innovation sessions featured a panel of 
three senior executives from companies that could not have 
been more different in terms of industry, marketplace, tech-
nology and customers: a manufacturer of board games, a 
heart valve company, and a sausage maker. 

From the outside, it looks as though each of these organiza-
tions would be faced with different market pressures and  
customer demands, not to mention the rate of change  
imposed on them by innovation within the marketplace.  
We could presume that they therefore might have completely 
different strategies when it came to their innovation focus.

Consider, for example, the heart valve company. They are  
certainly impacted by the rapidity of scientific change. There 
are furious rates of product innovation in any aspect of the 
health care or life sciences industry. Their entire innovation 
focus has centered on how to get new products to market, 
which involves continuous upgrading of the knowledge of 
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their sales force, relentless modification of sales and product 
literature, and continuing education within their customer 
base as to the complexities of the product. 

Their focus, then, is on ensuring that they are keeping up with 
the velocity of change occurring within their marketplace. 

You might also presume that the board game maker and 
sausage manufacturer aren’t faced with similar torrid rates of 
market change. And yet, they are! The board game company 
had recently won the rights to bring to market an edition of a 
popular TV game show and it had to scramble to ensure that 
it could pull off the feat of getting the product to market on 
time. One result of the velocity they were impacted by with 
the new game was that they were now dealing with a higher 
level of retailers than they had before, and hence, had to 
ensure they were operating at a higher level of operational 
excellence. This required quite a bit of innovation in terms of 
operating style, methodologies, information technology, as 
well as a complete rethinking of the information capabilities 
of the sales force. There was a huge amount of innovation 
required as they found themselves with sudden, new, unex-
pected circumstances. 

If you look at a company, industry 
or career, and understand the 
manner by which it is being affected 
by velocity, you can figure out 
where there are opportunities for 
innovation.
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The sausage maker is faced with their own unique sudden 
rates of velocity, particularly due to market success, growing 
revenue from $300 million to $500 million in just a few years. 
They found that they kept on adding staff, without really 
thinking through whether they were operating with enough 
marketplace efficiency. In addition, as they dealt with market 
growth, they found that they didn’t have enough information 
to track whether the money they were spending  
on in-store promotions was truly effective. The growth experi-
ence meant that they weren’t optimizing any of their transport  
planning. A quick calculation showed that many of their 
delivery routes were inefficient, duplicating other routes, or 
that trucks were sent out with less-than-full loads. The impact 
of the velocity they were subjected to from market growth 
meant that they now had some pretty serious work to do to 
operate at a much higher, more intelligent level.

Consider these three organizations in different circumstances 
and you realize there is one common issue that they have to 
manage: the velocity of change that is impacting them. 

That is where much of their innovation emerged from. By 
responding to the velocity that was impacting them they 
were able to find some really creative solutions to challenging 
business problems.

It’s not just business organizations that are impacted by high-velocity 
change. Government, not-for-pro�t and other organizations are  
also �nding themselves immersed in a swirl of new issues that must 
be mastered.

I recently provided the opening keynote for the annual conference of 
a group of Chiefs of Police, speaking on the trends that would impact 
them in the years to come. The key part of my message? Their future 
success will depend, to a huge degree, on their ability to ingest new 
policing technologies, methodologies, sta�ng and skills structures.
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Consider what they are up against. Police forces within the next  
decade will �nd themselves dealing with a lot of new technologies 
and ideas. Leading future oriented police o�cers throughout the 
world are talking of a future – within the next �ve to ten years – that 
will involve such things as unmanned aerial drone planes for surveil-
lance and tra�c monitoring; networked clothing that is linked to 
in-car mapping for “hot-location” information during complex police 
actions; and virtual reality training based on airline methodologies. 

There is the issue of new methodologies and skills they will have to 
ensure their police sta� are able to master. Increasing complexity 
of DNA and other forensic evidence; the increasing utilization of the 
Internet for crime prevention and ‘crime-stopper’ programs; and the 
challenge of using online social networking sites as evidentiary tools 
in complex criminal cases. 

Then consider changing workforce demographics: they’ll have quite 
a few more “retired” o�cers continuing to work past their o�cial 
retirement date, as well as an increasingly multi-ethnic force that 
matches the evolving makeup of the local population. 

They’ll have to deal with a lot of new ideas, issues, technologies and 
methods. That’s why Futurist magazine, in a recent column Polic-
ing the Future: Law Enforcement’s New Challenges, noted that 
“…better-educated police o�cers with improved people skills and a 
stronger grasp on emerging technologies will be crucial to successful 
policing in the future …”

The key point: velocity is everywhere, and everyone must deal with it.


