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Overview of  The AIM Institute

◼ Focused on B2B Organic Growth since 2005

◼ 3 Free growth tools

◼ B2B Growth Diagnostic

◼ B2B MarketView (with B2B Index)

◼ 16 FutureScenes® trends sheets

◼ Free learning resources

◼ Research reports

◼ White papers

◼ E-books

◼ Video series

◼ www.theaiminstitute.com

Benchmark

your business 

on 24 growth 

drivers

“How B2B” 

is your 

market? 

Internet of Things

Urbanization

Autonomous Cars

Robotics

3D Printing

Energy Storage

Electric Vehicleswww.b2bgrowth.video

50 Free 2-minute videos

© The AIM Institute

Top Recommendation

Receive one daily or weekly

http://www.theaiminstitute.com/
http://www.b2bgrowth.video/


Overview of  New Product Blueprinting

◼ New Product Blueprinting

◼ Complete B2B front-end-of-innovation

◼ Also LaunchStar® & Minesweeper® De-risking

◼ 70% of business with Fortune 500

◼ Workshops on 5 continents (9 languages)

◼ Blended learning approach:

◼ AIM trains users on real projects

◼ All tools at Blueprinting Center…

◼ Blueprinter® software

◼ BlueHelp® knowledge center

◼ BlueTools® support aids

◼ 31 e-Learning modules

◼ In-team coached web-conferences

◼ Practitioner & Blue Belt certification

◼ Satisfaction guaranteed

2/3rds rate our 

workshops in

“Top 10%”

ever taken
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SellDevelopIdea Validate

Front End 25% Success Rate

Source: Cooper, Winning at New Products-3rd Ed, p. 11.

Some Independent Research…
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Manufacturing
(with Six Sigma Success)

New Product 
Development

3 Defects per

1,000,000
Attempts

3 Defects per

4
Attempts

How long can this continue?
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Customers

1. Does your company have bright R&D people?

2. Do your competitors have bright R&D people?

3. Then how will your company win?

Your

Company

Competitor

A

Competitor

B

Competitor

D

Competitor

C

© The AIM Institute

What if your R&D 

worked only on 

problems that

truly cared about

while competitors 

kept guessing

what to work on?



1. Which Problem consumes most of your innovation investment?1

2. Which Problem leads to most new product failures?2

© The AIM Institute

1 Improving New Product Development Performance and Practices, American Productivity & Quality Center, 2003
2 The Conference Board, Adapted by Robert S. Cooper, Winning at New Products, from D. S. Hopkins & E. L. Bailey, “New Product Pressures” 1971

Problem 1

What’s the

Right Question?

Problem 2

What’s the

Right Answer?

Two Innovation Problems to Solve…

(Market Needs) (Your Solutions)

90% of project costsCause of most failures

Most underinvest here.

But it gets worse…



Whose Idea?

SellDevelopIdea Validate

Yours … or Your Customer’s?

Typical New Product Development Process
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SellDevelopValidateIdea

Assumed customer need

See if product sells

Supplier

Solution

Market

Need

When do most companies check market needs?
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One way to 

test market 

needs: 

Launching 

products at 

customers

© The AIM Institute

“You’ll love our next product!”

Weekly blog at www.awkwardrealities.com

http://www.awkwardrealities.com/
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can usually offer 

more insight than

B2B Customers B2C Customers

Education

Training

Time on the Job

1. Knowledge

2. Interest

Financial Impact

Personal Recognition

HERO3. Objectivity

Group Decisions

Procedures

Accountability

4. Foresight

Financial Objectives

Predictable Benefits

5. Concentration

Millions of Buyers

Fewer Buyers

So What?

are able to help a supplier design better products.

are willing to help suppliers design better products.

make rational, stable & understandable decisions.

can be directly engaged… and primed to buy later.

can discuss their needs before seeing a prototype.

B2B Customers… 

Visit www.b2bmarketview.com to see “how B2B” your market segment is. 

© The AIM Institute

http://www.b2bmarketview.com/


Product
Launch

Market
Research

Identify 
attractive 

market 
segment

Discovery
Interviews

Uncover 
customer 

needs

Preference
Interviews

Prioritize 
customer 

needs

Side-by-Side
Testing

Understand 
competitive 

offerings

Technical
Brainstorming

Product
Objectives

Plan product 
design

Business
Case

Diverge

Converge
Qualitative

Quantitative

First, uncover customers’ desired Outcomes

Then look for our Solutions

© The AIM Institute

Product
Development

Market
Case



Customer Outcomes

Increased abrasion resistance

Faster operating speed

Reduced maintenance costs

Quicker change-over timeImproved grease resistance

Greater weight capacity

Higher fill levels

Reduced roller wear

Less slippage with wet ore

… desired customer end-results

1. Customer value is only created when an important, unmet outcome is improved.

2. Suppliers’ only path to profitable, sustainable growth is customer value creation.

© The AIM Institute



The Science of B2B Customer Insight (New Product Blueprinting)

1 Uncover all outcomes

2 Understand relevance

3 Define & set direction

4 Prioritize outcomes

5 Learn how to measure

6 Identify satisfaction points

7 Measure next best alternative

8 Quantity value created

9 Quantify value captured

Discovery

Preference

Later Steps

© The AIM Institute



What Makes

New Product Blueprinting

Different?

1. No Consumer Research

2. Digital Projection

Trained to Sell Trained to Solve

Search
Now.

SELL
Later.

Search
Now.

SOLVE
Later.

3. Customer Outcomes 1st

4. Entire Value Chain

Who would you rather have 
a long conversation with?

© The AIM Institute

5. Competitive Testing

6. Market-Driven Data

7. Customer-Led Interviews



5 parts of Discovery Interviews (with Blueprinter® 5.0 Software)

1. Current State 2. Problems 3. Ideal State 4. Triggered Ideas 5. Top Picks

© The AIM Institute
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Click below to play…e-Module 15, Slides 9, 12, 14, 16, 18, 20, 22   (14:03)

Linked Files, Blueprinting Workshop/Module 10, Slide 6.pdf




Market Satisfaction Gap

Scrub Resistance

Crayon Removal

Hiding Power

24-Hr Window Stick

Brushmark Leveling

Fading Resistance

Sprayability

Stain Resistance

Brushability

Factory Mix Time

0%                10%              20%             30%             40%

21%

25%

12%

16%

13%

11%

8%

High
Market

Eagerness

32%

35%

36%

MSG = IMP x (10 – SAT)

Ex: Avg. IMP=9;  SAT=6

MSG = 9 x (10-6) = 36%

© The AIM Institute



to all potential customer outcomes

Diverge

to important, unsatisfied outcomes

Converge

Qualitative Discovery Interviews Quantitative Preference Interviews

Market 
Satisfaction 
Gaps

Eliminating innovation errors…

© The AIM Institute



You become certain 

of your solution here.

Front-End Development Launch

© The AIM Institute

Q: When do you resolve your technical risk?

Technical

Certainty



Front-End Development Launch

Commercial

Certainty

Q1: When do you resolve your commercial risk?

Q2: What if you built a Certainty Time Machine?

This machine is fueled by… 

Customer Outcomes

Diverge Converge

In most B2B, it’s 

knowable before

development.

© The AIM Institute



But does it work?
Research from The AIM Institute

Download at 

www.aimwhitepapers.com

• 50 Project teams

• 20 Companies

• 875 Interviews

• 397 Respondents

• 64 Companies

• >1800 Interviews

© The AIM Institute

http://www.aimwhitepapers.com/


20% 21% 20%

50% 47%
37%

20%
20%

29%

a deeper
understanding

of needs

more valuable
information
than typical

unexpected
information

Disagree*

Neutral

Somewhat Agree

Agree

Strongly Agree

*Includes:
• Strongly Disagree
• Disagree
• Somewhat Disagree

As a result of Discovery interviews, we gained…
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51%

33%

14%

2%

Great Impact

Significant Impact

Moderate Impact

Slight Impact

No Impact

How much have 

interviews impacted 

the design of your 

new offering?

Impact of interviews on product design

5 of 6 teams don’t

understand needs

1 Yes, 5 No’s

© The AIM Institute



Stage-gate in isolation:
▪ Analytical thinking

▪ Checklist mentality

▪ Internal focus

What Stage-Gate® does—and does not—do1

1 Stage-Gate is a registered trademark of the Product Development Institute © The AIM Institute

Blueprinter® data can now flow into your stage-gate system



Jan                Feb                Mar                Apr                May                Jun

New Product Blueprinting training…

© The AIM Institute

Weekly self-paced e-learning

In-team AIM webcon coaching

Teams conduct
Discovery Interviews

Teams conduct
Preference Interviews

Team B

Team C

Team D

Team A
Virtual

Workshop
2 Half-days, 

public or private

Teams learn 
& role-play 
Discovery 
interviews

Learners access

e-learning, tools 

& software
All teams report their progress

Market
Case

Review

All teams 
present to 

management



28

www.blueprintingcenter.com Your “one-stop-shop” with 
everything for Blueprinting

http://www.blueprintingcenter.com/




www.BlueprintingTraining.com

for training plans and costs

~$10,000 for one project team. Includes…

• 2 half-days of training at public workshop

• 12 hours in-team coaching for up to 1 year

• All resources for 4 people for 1 year

• Then lifetime access to Blueprinting Center

• $39/mo/person for software after 1st year

http://www.blueprintingtraining.com/

