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Building Great Brands Like
Hoover, Oreck, and Others

TTlis a world-class leader in quality consumer, professional, and industrial products
marketed to the home improvement, repair, and construction industries, including Hoover,
Oreck, Dirt Devil, Ryobi, and others. TTINA is a subsidiary of Techtronic Industries Co., Ltd.,
and is one of the largest global manufacturers of power tools. Innovation is key to market
growth, and TTI fuels its brands with a continuous stream of value added, demonstrably
better products.

Already a self-described “Innovation Machine,” in late 2012, TTI set out to take its innovation
to the next level. [dea Management was identified as a key part of TTI's innovation initiative.
IdeaScale was chosen after vetting half a dozen competing software packages. TTI used the
IdeaScale platform to launch the Idea Farm.

On Idea Farm, TTI collects a rich amount of information in a few different ways:

* Monthly Challenges: each month the ION group asks for ideas on a particular theme
(product innovations, cost improvement, etc.) and reviews them against a defined set of
criteria.

» Micro-Challenges: Periodically, the ION group posts one-or-two-week quick-turn
challenges with the goal of rapid idea generation.

» Ongoing Idea Categories: Campaign groupings that members can contribute to on a
regular basis that will inform the entire ideation process (categories include themes like
cool products, cool processes, and trends).

Once the ION group has completed a challenge, they move ideas through a standardized
process that suits their company’s needs.

» Activity usually spikes at the beginning of the month and tapers off throughout the
following weeks. Micro Challenges generate interest between monthly challenges.

» Each month the ideas are up for executive review and the best ideas are selected to
move into the next stage. Every month past selected ideas are reviewed to gauge
progress.

o After executive meetings, idea progress is communicated out to the community via
email.



« TTIidoes not have a defined incentive program as they feel that employees should
contribute ideas for the intrinsic value of doing so. This seems to work for TTI as the results
have been very positive.

The results of the program have been remarkable:

e Infour months, more than 2,000 ideas have been collected from around 300 active
contributors.

e |deas including product improvements, new products and processes have moved into the
review phase.

» In one challenge, when soliciting ideas for a new product name, employees suggested 85
names in less than twelve hours. One of those suggestions became the product name.
 The company reports that divisions that previously hadn’t traditionally communicated are
now collaborating and helping each other solve long-standing problems while also noting

that employee satisfaction had increased.

“When it comes to intuitive user engagement and value for cost, IdeaScale’s offering far
outstrips Spigit,” said Ryan Harrison Senior concept designer at TTI, “IdeaScale’s ability to
customize and level of service make it the preferable choice when looking to engage large
groups of people and organize large groups of rich, qualitative data.”



e 54 Golden Shovel Award Winners. Example winning ideas include:

e Utilizing current GPS functionality in Cell Track software to eliminate time consuming
“checking in” by team members, thereby saving an estimated $70K in labor hours for
one year.

e Utilizing a new kind of facemask with elastic ties that saves employees 10 minutes
each day and reduces the cost of the facemask thereby saving the company money
every year.

» Positive feedback from team members who really appreciate the program (especially the
responsiveness and level of engagement from the steering committee)

« $1.6 Million saved company wide across all ideas. And they are 100% on target to achieve
their goal of one implemented idea for every employee in their first year.

TriHealth plans to expand its program to look for new transformational ideas in the coming year,
including campaigns for more specific, focused ideation and partnering with subject matter
experts in these new innovative areas.



