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E Appliances—now a Haier company—has

long been a major player in the home ap-

pliance market.! While the company has
traditionally produced high product volume at a
low price, it found itself facing smaller, more nim-
ble competitors. With a long product-development
cycle, the appliance company struggled to move fast
enough to keep up with changing market demands
and compete with more cutting-edge offerings.>

The workgroup: FirstBuild

To address the challenge, GE Appliances em-
ployees Kevin Nolan and Natarajan Venkatakrish-
nan founded FirstBuild in 2014 and began to build
an online and physical co-creation community to
develop products in a new way. FirstBuild meets
our key criteria for a frontline workgroup:
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Figure 1. FirstBuild's 40,000 square-foot facility houses 23 employees; the FirstBuild lab

Source: FirstBuild.

» Size: Today, FirstBuild is a workgroup of 23
people, with a variety of skill sets. This is some-
what larger than most workgroups.

+ Sustained involvement: Members of the
FirstBuild workgroup were recruited from both
the GE Appliances’ core and externally, but
they are now fully dedicated to FirstBuild. They
spend all of their time working together on an
ever-changing set of activities to bring new con-
sumer products to market more quickly.

« Integrated effort: The products are developed
and brought to market through the integrated
effort of the full workgroup. Although group
members take on different intersecting roles ac-
cording to each product’s needs, and some tasks
are independent, the group’s interactions can’t
be specified in advance and the bulk of the prod-
uct development work can’t be done individually.
Workgroup members are physically co-located
in a separate facility centered on a “microfac-
tory.” Here, amid machines and tools and sur-
rounded by recent products and projects, the
workgroup prototypes and tests its products.

In entering a space inhabited primarily by
start-ups and individual makers, FirstBuild seems
to be blazing a new path for product development
and traditional manufacturers—getting innovative
products to the market while striving to dramatical-
ly cut development time, cost, and risk. Rather than
the traditional approach of forecasting demand and
developing products internally, without help from
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others, crowdsourcing and crowdfunding are inte-
gral to FirstBuild’s product development, providing
immediate feedback about customer receptivity and
interest in the product and its features. Crowdfund-
ing can lock in sales before a product enters produc-
tion, allowing FirstBuild to move where the market
takes it more quickly and with fewer resources. The
practice also helps predict a minimum product
revenue before launch; units sold through a crowd-
funding campaign can fund some or all of a prod-
uct’s fixed production costs. And perhaps counter-
intuitively, innovating in public can help the group
counter competitive threats.

The results: Active user
feedback brings innovative
products to market faster

FirstBuild was formed with the objective of
bringing better products to market faster. While
speed and cost are only a part of that goal, they tend
to be easier to track and compare than whether the
products are getting better. In this case, “better”
means new and innovative—the product doesn’t yet
exist within the business or the market—as well as
what customers want, when they want it.

One way the workgroup measures its success
is the time it takes for an idea to reach the mar-
ket—or, as members put it, “from mind to market.”
When FirstBuild launched in 2014, mind-to-mar-
ket could take up to four years at GE. In its first
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year of operation, FirstBuild was able to bring new
products from mind to market in an average of
only eight months. Two years later, that metric had
shrunk further, to just four months (see figure 2).

Figure 2. Time to take product from
mind to market
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Source: FirstBuild.
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But this isn’t only about moving more quickly
through a process of development and validation. By
developing products in a fast-moving and feedback-
rich context, the workgroup is increasing the num-
ber of products and ideas it gets in front of consum-
ers, improving its ability to develop better products.
In traditional product development, a majority of
the ideas and innovations typically never make it to

Figure 3. Size of FirstBuild's community
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a point at which a consumer could react or interact
with them. FirstBuild, by contrast, has as of Septem-
ber 2017 generated nearly three dozen viable prod-
uct ideas and is testing a new product every month.
Eight have been successfully launched into the
market. The remainder were killed with minimal in-
vestment, having generated valuable insights about
what consumers seem to want and don’t want. In-
terestingly, on certain products, the Appliances core
is adopting some of the group’s practices around
market-testing prototypes in advance of engaging in
a long-term market testing and validation process.

FirstBuild also has far less investment per prod-
uct relative to the core, with only 23 employees.
The all-in cost of getting each new product into the
market has typically been less than $300,000, com-
pared with a cost of around $4 million to bring a
product to market in the core.? The group continues
to get market feedback faster and cheaper than in
traditional product development, while using fewer
resources. This lowers the risk and barriers to en-
gaging more continuously with the market to learn
from potential customers.

Another sign of the workgroup’s accelerating per-
formance can be seen in the community of funders,
buyers, and product development enthusiasts who
propose, validate, and test ideas and product itera-
tions on FirstBuild’s open innovation platform. In
its first year, that community grew quickly to 8,000
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unique users. In the subsequent two years, it grew by
another 50 percent and, by September 2017, it had
nearly doubled again to 23,000 users (see figure 3),
most of them actively engaged in providing feedback
on the group’s product prototypes.

Practices in play

The FirstBuild workgroup exemplifies eight key, in-
tersecting practices: Frame a more powerful question,
Commit to a shared outcome, Maximize potential for

friction, Cultivate friction, Eliminate unproductive
friction, Bias toward action, Prioritize performance
trajectory, and Reflect more to learn faster.

FRAME A
MORE CULTIVATE
POWERFUL ERICTION
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FRAME A MORE POWERFUL QUESTION

The FirstBuild workgroup was born out of frus-

tration with traditional approaches to
product development that seemed to
move too slowly to keep up with the
rapid changes in technology and

consumer preferences. Two leaders

began to reframe this frustration to
articulate their belief that there had to be

a better way to develop innovative products

and get them to market while they still felt new.
Two simple questions set the stage: Why did it take
so long to develop new products, and why could

smaller hardware entrepreneurs develop them
so much more quickly? Their answer was equally
simple: They needed to test more ideas with more
people more frequently. This line of inquiry ulti-
mately led the founders of FirstBuild to ask a more
powerful question: What would it look like to get
better products to market—ones that consumers
wanted while they still wanted them? That ques-
tion resolved into this powerful question: What if a
manufacturer developed products with consumers
rather than just for them?

COMMIT TO A SHARED OUTCOME

FirstBuild’s desire to get its best, innovative
ideas in consumers’ hands faster than had ever been
done by a large company—to create products that
the market needs and wants today—became the
shared outcome around which the
group crystalized.

Although the group’s co-found-
ers sensed that they could change
the game through crowdsourcing key
parts of the design and development
process and were inspired by a popular crowd-
sourcing platform, for most members of the group
those were secondary means, not ends. Members
were excited about FirstBuild for the opportunity
to actually have end-to-end product ownership and,
equally important, to see whatever they created ac-
tually get to market, to watch customers use and
interact with those products. In many large prod-
uct companies, employees are primarily caretakers
of existing products with long histories; they own
only a very small piece of it. They can also spend an
incredible amount of time building and fine-tuning
products that never make it past the hurdles to mar-
ket. With the FirstBuild workgroup aiming to get to
market faster, they would have to figure out how to
bypass those complex webs of handoffs and stake-
holder approvals.

FirstBuild has attempted to set itself apart from
the competition (and the parent company) in an
important way. Its approach and outcome are in-
extricably linked, reinforcing a tight bond among
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workgroup members. “We are one team,” explains
FirstBuild co-founder Natarajan Venkatakrishnan.
“We all chip in to help each other in times of need.
We have a common mission to design the products
that are innovative, and that our consumers ac-
tively want.”

The group’s aspirations for their shared out-
come was quantified in a few key performance ob-
jectives that spoke to how different this approach
would be: Whereas a traditional product devel-
opment approach at a large manufacturer might
have taken four years and $4 million to bring an
appliance product to market, FirstBuild set out to
launch new products in only four months, and to
get proofs of concept presold, with less than 10 per-
cent of that outlay.

MAXIMIZE POTENTIAL FOR FRICTION

FirstBuild’s 23 diverse group members came to
the workgroup looking to do something more
innovative. The group also brought
in outside innovators who had little
experience in the home appliance space

but offered perspectives, skills, and expe-
rience valuable to the group’s goals.

Leaders deliberately shaped the group’s
culture to be different; they consciously se-
lected members for their ability to think differ-
ently, to set their own direction, and to oper-
ate with little or no direction from above, even
though their curiosity, initiative, and readiness
to challenge others might cause friction. In fact,
that was the point—too often, in the larger orga-
nization, the culture minimized even productive
friction. It’s no accident that FirstBuild’s leaders
first reached out to employees growing frustrated
with the status quo and nonconformists who had
ideas for new products and solutions. Now that
the group is established, it consciously prioritizes
passion over skill when hiring. The workgroup,
Venkatakrishnan says, seeks out “people who can
take risks, commit to making an impact, go the ex-
tra mile, and figure out how to hack things”—from
processes to products. The result is a workgroup

unafraid of conflict. New ideas are welcomed and
tested—or challenged and refined.

In the beginning, leaders thought that it might
be enough to get people who were passionate about
doing product development differently and had
skills that they could use. What they discovered—
in large part because many of the initial workgroup
members came from the parent company core—is
that mind-set and working preferences were also
important. For example, one design leader who
had been successful in the larger company by dint
of being organized and effective at navigating high-
ly structured, hierarchical processes and systems
turned out to lack both an openness to change and
learning and a comfort with ambiguity. Leaders
encountered a few other cases in which they had
to let group members go before they figured out
what was key to success in this new environment.
In Venkatakrishnan’s words: “If they ask, ‘What
should I do?’, that’s fine. If they ask, ‘What should
I do, how should I do it, and what should I have ac-
complished at the end of the day to meet expecta-
tions?’, that’s a problem.”

In another move designed to maximize poten-
tial for friction by bringing together more diverse
perspectives, FirstBuild opened its facility to the
community at the University of Louisville, whose
student center lies just across the street. Students
and faculty are given unrestricted access to the full
capabilities of the group’s microfactory, which oc-
cupies the center of the premises.

FirstBuild also works to engage diverse per-
spectives in its hiring and staffing, and to attract
people who are motivated to make a difference.
It actively competes for top talent—not just with
other appliance companies but with technology
companies more broadly. As one FirstBuild em-
ployee explained, “Those guys offer an open and
empowering environment—not a do-what-you're-
told type of culture. At FirstBuild, the workgroup
is always evolving.”

One way in which FirstBuild continues to attract
diverse and passionate participation is to conscious-
ly cultivate talent and support members’ careers,
even after they leave the group. Operations manager
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Randy Reeves especially makes it a priority to nur-
ture employees, both current and former: “Many
call me and talk about issues they see unfolding and
how to advance the next stages of their careers.”

CULTIVATE FRICTION

As open as the FirstBuild workgroup is in so

many ways, it actively cultivates friction by impos-
ing constraints on resources in order to

spark creativity. Reeves believes that
FirstBuild has been successful in
large part because it wasn’t resource-

6 I rich and was forced to do more with

less. The workgroup was founded

funds. Beyond that, FirstBuild survives on revenues

without a financial lifeline to the

parent company—only a fixed pool of

from the products it successfully crowdfunds.

Guided by a shared commitment to getting bet-
ter products to market, the group embraces friction
as long as it moves it toward getting innovative
products that consumers want into the market. In
every project, members repeatedly challenge the
ideas and designs as they move deeper into the
product, from idea to use to production to market-
ing and selling a real product. That expectation to
challenge and be challenged is shared throughout
the workgroup, and members honor the perspec-
tive of the market. The crowdsourcing platform
and community is one more way to seek friction.
Members solicit challenges from the community at
specific stages of development, testing reactions to
the concept, certain features, and major iterations
of the product. The results from the crowdfund-
ing platform—how many units were ordered, how
quickly the funding goal was reached, and the level
of interest in the product—provide additional infor-
mation that can challenge the group’s assumptions
and approach for a full market release of a product,
including price.

Because they are committed to getting fast ex-
ternal validation, workgroup members tend to be
open to friction in the form of conflicting ideas
about a given product. They will engage the differ-

ing perspectives for a time, but if they reach an im-
passe in which two approaches seem irreconcilable,
members move to quickly test one of the alterna-
tives on the platform, generating new information
to inform the debate. With limited time or resourc-
es invested in any one iteration and the opportu-
nity to keep iterating, the stakes are lower for any
individual idea. Members face no organizational
repercussions influencing whether they will chal-
lenge an assumption or consider a different per-
spective. Rather than dig in their heels to defend an
idea, members know that they’ll have another shot
at improving the solution if the market invalidates a
given approach. Take the group’s chewable-icemak-
er project. Initially, members staged an online chal-
lenge about the icemaker and got 30-plus designers
to weigh in. Working with an industrial designer,
they developed a preliminary design, with a large
central opening that looked good but reduced the
capacity. Then they began iterating on that design
while getting deeper into its complexity. They in-
volved people who had different depths of knowl-
edge to play with the possibilities while also impos-
ing constraints: How could they double the capacity,
what would be attractive on a kitchen counter, what
could be produced for a certain price point, what
would be easiest to use, what would create the best
ice, etc. This happens in large companies as well, of
course, but the long time lines and institutional/
structural barriers often mean that a designer has
only one chance to influence the design; as a result,
people often fight for their own contributions rath-
er than broadly considering others’ ideas.

The experience with the very first product that
FirstBuild developed, a water pitcher kit, seemed to
help to cement the group’s commitment to seek out
and cultivate productive friction in service of mak-
ing better products. Potential customers seemed
to love the idea of the pitcher, and group members
assumed that people would modify their existing
refrigerators to accommodate it. It turned out that
there was less of a market for tinkering with exist-
ing appliances than the group had thought. They
hadn’t sought out disconfirming viewpoints or
validated this major assumption and were swayed
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by their own enthusiasm for tinkering; as a result,
they made an error that might have been avoided
if they had invited people to challenge the group’s
assumptions.

ELIMINATE UNPRODUCTIVE FRICTION

No path is entirely smooth, naturally: Bringing
aboard those who buck the traditional corporate
mold carries a potential for

unproductive friction, making
it crucial to create a com-
mon language and drive to-

ward common goals.

One FirstBuild employee
likened the possibility of getting sidetracked by un-
productive friction to “putting diesel into a car that
only takes unleaded fuel—before you know it, you
start having engine trouble.” In this analogy, the die-
sel is someone at FirstBuild falling back into the par-
ent company’s mind-set and not pushing the group
to be better or embrace new possibilities. The instant
such mind-sets arise, group leaders take steps to
maintain the culture that has come to define First-
Build and find ways to reignite members’ passion.

Reeves says the effort to continue to stoke the
passion of the group members and embrace the of-
ten-strong and conflicting perspectives has paid off:

“We'’ve really become a family. This organization will
live and die based on the success of everyone here.
It’s not an individual effort.”

BIAS TOWARD ACTION

FirstBuild owes its existence to a chal-
lenge—well, perhaps more of an insult.
When Ben Kaufman at Quirky, an inven-
tion platform that connected inventors
with companies, said that GE regularly took
four years to design and bring to market so
much as a door handle, it caught some GE
managers’ attention and inspired the idea
for such a workgroup.

One early hurdle: a space to house FirstBuild at
a modest price. Group leaders turned to local uni-
versities, several of which had long been recruiting
partners. The University of Louisville, which was
keen on expanding its engineering partnership with
GE, proved an excellent fit and offered to renovate
a surplus building for the venture. The city govern-
ment of Louisville, Kentucky, was also supportive of
the initiative, and within just three months, First-
Build was a live operation.

The biggest leap, though, was still to come:
How to spur ideas, refine them rapidly, and keep
costs low while minimizing the effects of potential
failures? The answer came in the form of crowd-
funding—specifically, using the Indiegogo platform
(used most often by start-ups and independent
product designers) to refine ideas, test minimally
viable prototypes, crowdfund production, and test
consumer demand. If an idea sparked enough in-
terest via preorders, FirstBuild would continue
development and take the product to market. Any
Indiegogo campaigns that failed to accumulate
enough preorders to make production viable could
simply be tabled, under the rule of “go until no.”
The campaigns, tapping an active and growing de-
signer and consumer community, functioned as a
sandbox for rapid development and iteration—and
kept down the cost of failure.

Granted, making FirstBuild’s innovation port-
folio open meant exposure to competition and
knockoffs. To counteract this threat, FirstBuild
began focusing on maximizing momentum by
minimizing the time and resources needed to learn
enough to move to the next milestone. Traditional,
R&D-based product innovation often takes years to
move from careful study, technology surveys, trend
analysis, and consumer testing, but a presales First-
Build product can be developed in as little as four
months. In addition to Indiegogo’s crowdsourcing
and crowdfunding capabilities, the workgroup uses
social media to gauge consumer sentiment and
receptiveness to new concepts for products and
features and to better understand how customers
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Figure 4. Indiegogo funds raised for the Opal Nugget Ice Maker
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Source: Data provided by FirstBuild from Indiegogo campaign dashboard.

actually use the products. While on the surface this
may seem intuitive, it represented a massive shift
from the way many manufacturers test and bring
products to market.

By shortening the product development cycle
from years to months, FirstBuild has been able to
raise levels of funding more typically seen at a tech
start-up. For example, FirstBuild’s second product
launch was for the Opal Nugget Ice Maker, a $500
device that produced the same kind of “chewable
ice” found at some popular restaurant chains. The
Indiegogo campaign raised $500,000 in its first two
days and $2.7 million in its first 30 days (see figure
4)—or more than the heavily hyped virtual reality
technology Oculus Rift raised on the same platform
in the same timeframe.* In FirstBuild’s first year,
crowdfunding for two products covered all of the
workgroup’s costs.

But not every product FirstBuild brings forth is
a success. In fact, a key element of FirstBuild’s bias
toward action is embracing “fast failure”—members
recognize that mistakes, while the enemy of efficiency,
are the fuel for learning. To date, the group has gen-
erated nearly three dozen products and prototypes.
Of those, two could be considered highly successful,
while six have seen limited success. It takes a non-
traditional mind-set to develop, test, and scrap 25

Total amount raised (right axis)
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products in two years. But the nature of FirstBuild’s
platform requires rapid iteration, and just as impor-
tant, the culture accepts and encourages failure from
which it can learn. While members focus on speed,
the utility of that speed is to get more customer in-
put into the product before it goes into production
without having the lengthy market-testing phases of
traditional development.

Still, failure can be difficult to experience. First-
Build’s first big failure came from its design for a
rapid cold-brew drip coffee maker. Cold brew, which
has become widely popular, is less acidic than drip
coffee, with a much higher caffeine content, but takes
18 hours to make. FirstBuild’s engineers figured out
a way to make high-quality cold brew in only 12 min-
utes, and members embraced the idea, assuming
that it would outperform every other product they
had launched. But to their surprise, its Prisma cof-
fee maker’s performance on Indiegogo was subpar.
After failing to raise its goal of $150,000, FirstBuild
pulled the product and returned backers’ money.

The cost of that failure? A mere $40,000. How
long did it take to get a sense of potential sales? Four
months. Normally such an outcome might end ca-
reers. At FirstBuild, there was very little reaction or
repercussion. It turned out that there had been two
camps in Prisma’s development: One camp argued
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that at $300, the coffee maker was too expensive;
the other camp disagreed. Since the $300 advocates
lost their bet, the team is regrouping on it and com-
ing out with the $100 coffee maker. Every member
of FirstBuild was dedicated to learning from fail-
ure, and to moving forward to create an even better
product in the future.

PRIORITIZE PERFORMANCE TRAJECTORY

Rather than focus on quarterly financial results
and ROI, the FirstBuild workgroup needed to think
in terms of short- and long-term performance.
Product innovation, the way the
group does it, has no set quarter-
ly or even yearly horizon; it can
be far faster or slower than that.
Members focus on the trajectory
of the metrics that seem most
important to get-ting new products the customer
wants to market while the customer wants them.

To do this, FirstBuild tracked two sets of met-
rics—one focused on financial results for the parent
company, the other showing what members believed
mattered most to the group itself. The second set
showcased data, including how fast the FirstBuild
community was growing, what the engagement lev-
els were, and the quality of products under develop-
ment (measured by the response to products, such
as number of preorders and time to funding goal on
the platform, along with social enthusiasm of buyers
of the product). These were important metrics, albe-
it numbers without an immediate, tangible financial
result tied to them.

Members have set goals around these met-
rics and pay attention to how they are progressing
against those goals. The time-to-market metric, in
particular, gets attention in part because it is track-
able and in part because frustration with slowness
helped inspire the workgroup in the first place. Over
the past three years, though, as the group has re-
duced time to market, members have developed
a better sense of how to track metrics that matter
to developing better products and developing with
consumers. The community’s size, engagement, and

the number of products and prototypes released are
important indicators that get past simply tallying
the revenues from the group’s successful products.
They sacrifice some short-term results, continuing
to push boundaries with new product types and
focus on reframing risks so that they can act to
learn rather than play safe to avoid failure. Again,
the product that members thought would be the
group’s most successful—the Prisma coffee maker—
failed, while a product they were less sure about, a
$500 icemaker, generated more than $2.7 million
in presales. With each product, FirstBuild learns
more about developing what the consumer wants.

REFLECT MORE TO LEARN FASTER

Over time, FirstBuild has continued to refine
how members take an idea and transform it into a
product. Initially the group’s ap-
proach was, if anything, perhaps
too focused on feedback, with
community members asked for
input at every step. Though it

may sound counterintuitive, today

the workgroup aims to reduce how much it commu-
nicates with the community in favor of asking for
more targeted feedback where it matters most on
the product. This generates higher-quality commu-
nity participation and gives the workgroup better
input into product development.

Take one of FirstBuild’s early products, a filtered
water pitcher that would automatically refill in the
refrigerator. The group pitched it as an add-on kit
that customers could use to modify their current
refrigerators—and found less enthusiasm than an-
ticipated. Upon reflection, workgroup members re-
alized that they had missed some obvious warning
signs from the crowd. As Venkatakrishnan put it,

“We made one big mistake: We assumed that every-
one who was part of our community had a passion
for appliances, just as people do for cars. In reality,
we couldn’t have been more wrong. People don’t just
wake up and say, What can I do to my refrigerator
today?” The silver lining is that the group shared
the design with the core of GE Appliances, which
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worked to embed the pitcher as a standard feature in
new refrigerators; as a standard fridge feature, cus-
tomers loved it.5

Today, instead of soliciting its crowdfunding
community for feedback at every step, FirstBuild
relies more on its own in-house expertise, then
institutes spot checks with the community to see
which ideas and refinements resonate most. It uses
crowdfunding platforms to get a different view into
the market appetite for a given product.

While the group’s overall approach has been
successful, members are constantly learning and
reflecting on what works best in how they respond
to market dynamics. With the first few crowdfund-
ing efforts, within a week or so of shipping a prod-
uct, consumers would begin posting on social me-
dia about it: pictures, videos, how they were using
it. Members found this experience of being so close
to the consumer and getting such direct, immediate
feedback totally new—in traditional product devel-
opment, the end user was many links removed up the
value chain. From that point on, members tracked
community engagement, including the number of
YouTube and Twitter followers, since social media
engagement seemed key for market validation.

Members also continually reflect on ways to en-
gage the crowd and garner new product ideas. To
date, FirstBuild has sourced more than 1,400 ideas
from consumers. It is currently equipped to work on
between 12 and 15 full product releases per year—
less than 1 percent of the ideas that members gen-
erate. Over time, the workgroup has learned more

about what could gain traction in the marketplace
and which ideas might have a longer runway than
others. For example, with this experience and others,
members saw a pattern: It was easier and more suc-
cessful to introduce an entirely new type of product
to the market than to modify or evolve something
that already exists.

An expanding role

Above all, the members of FirstBuild recognize
that developing new products in a new way often
hinges on working in new ways, deciding to ap-
proach the relationship with the consumer as less
transactional, more collaborative. With a new ap-
preciation for the role the public can play in shaping
ideas and providing timely, targeted feedback, GE
Appliances now aims to expand market-facing de-
velopment on a wider scale, creating a new crowd-
sourcing platform called Giddy (“in honor of the
elation of invention”) for products developed by the
larger enterprise.

One realization FirstBuild members had was
that, with the group focused on appliances, the skill
sets and ideas from their community were limited.
The current plan: Take the community of more than
20,000 people who are currently part of FirstBuild’s
efforts and expand it to 100,000 from many differ-
ent industries—from medical devices to software
to engines—who could “solve any kind of problem,”
bringing corporate crowdfunding to the mainstream
and serving as a platform for broad product creation.




GE FirstBuild: A trailblazing workgroup builds community with the crowd to speed innovation

ENDNOTES

1. The group was recently acquired by the Chinese multinational Haier, whose CEO is a fan of the model that
FirstBuild embodies.

2. This case study is based on a series of interviews and conversations with leaders at FirstBuild over the course
of three-plus years, as well as data provided by GE FirstBuild. Andrew de Maar and Ryan Gatti conducted the
interviews through site visits, phone, and email over the period from April to October 2017.

3. This comparison is useful because it highlights how this approach changes—and minimizes—the risk involved in
innovation. It cannot be taken as an apples-to-apples comparison, since getting a product to market for a large
manufacturer typically involves a broader market release that is more expensive.

4. FirstBuild’s Indiegogo campaign; Oculus Rift's Kickstarter campaign.

5. The analogy to cars comes from the fact that the original crowdsourcing product development platform came
from Local Motors, a platform that allows car enthusiasts to co-design and develop the company's cars.




GE FirstBuild: A trailblazing workgroup builds community with the crowd to speed innovation

ABOUT THE AUTHORS

JOHN HAGEL

John Hagel is co-chairman of Deloitte Center for the Edge; he has nearly 35 years of experience as a
management consultant, author, speaker, and entrepreneur and has helped companies improve perfor-
mance by applying IT to reshape business strategies. In addition to holding significant positions at lead-
ing consulting firms and companies throughout his career, Hagel is the author of bestselling business
books such as Net Gain, Net Worth, Out of the Box, The Only Sustainable Edge, and The Power of Pull. He is
on LinkedIn at www.linkedin.com/in/jhagel and on Twitter @jhagel.

JOHN SEELY BROWN

John Seely Brown (JSB) is independent co-chairman of Deloitte Center for the Edge and a prolific writer,
speaker, and educator. In addition to his work with the Center for the Edge, JSB is adviser to the provost
and a visiting scholar at the University of Southern California. This position followed a lengthy tenure at
Xerox Corp., where he was chief scientist and director of the Xerox Palo Alto Research Center. JSB has pub-
lished more than 100 papers in scientific journals and authored or co-authored seven books, including The
Social Life of Information, The Only Sustainable Edge, The Power of Pull, and A New Culture of Learning.

ANDREW DE MAAR

Andrew De Maar is head of strategy at the Deloitte Center for the Edge where he works with senior
leaders to rethink what's required for success in a more rapidly changing world by helping them to
reframe their approaches to strategy, innovation, and business transformation. He has worked broadly
across industries on emerging opportunities at the edge of business and technology. His writing and
speaking focuses on the opportunities we all have—as individuals and institutions—to achieve more
and more of our potential over time. He has an MBA from Stanford University and is on LinkedIn at
www.linkedin.com/in/AndrewdeMaar.

MAGGIE WOOLL

Maggie Wooll is head of eminence at Deloitte Center for the Edge; she combines her experience advising
large organizations on strategy and operations with her passion for getting the stories behind the data and
the data behind the stories to shape the Center's perspectives. At the Center, she explores the emerging
opportunities at the intersection of people, technologies, and institutions. She is particularly interested
in the impact new technologies and business practices have on talent development and learning for the
future workforce and workplace. She is on LinkedIn at www.linkedin.com/in/margaretwooll.




GE FirstBuild: A trailblazing workgroup builds community with the crowd to speed innovation

RESEARCH TEAM

Michael Ding was a research fellow at Deloitte Center for the Edge; he is passionate about seeking tech-
nology and analytics driven approaches to address challenging problems. As a senior consultant within
Deloitte’s Cyber Risk Services, he has assisted clients with discovering and managing information secu-
rity and privacy risks across a range of industries, including technology and retail. At the Center, Ding
has researched extensively on continuous improvement methodologies related to agile, DevOps from
leading enterprises and scalable learning from emerging e-sports ecosystems.

Ryan Gatti was a research fellow at Deloitte Center for the Edge, focused on the intersection of strategy
and innovation. He is passionate about understanding how the world is changing and, in particular, how
disruption will affect fintech players, emerging markets, and broader ecosystem plays. As a consultant
within Deloitte Consulting LLP's Strategy practice, Gatti has helped clients analyze competitive threats,
better understand players on the periphery, enter new markets, and stand up corporate innovation
units. At the Center, he focused on innovation, scouting organizations that are operating on the edge of
what is possible, and establishing broader partnerships across the ecosystem.

Dalia Katan was a research fellow at Deloitte Center for the Edge; she is a strategist and designer pas-
sionate about using design thinking to foster creativity and human connection in the workplace and to
transform the work for the future. Working within Deloitte’s Strategy & Operations practice, Katan has
worked with consumer products and technology clients to solve problems related to brand, growth, and
innovation strategy. At the Center, she focused on learnings from technology, emergency response, and
hospitality industries that may help teams improve their performance over time.

Abigail Sickinger was a research fellow at Deloitte Center for the Edge, passionate about exploring how
the rapid evolution of technology is making it difficult for humans to keep up and their organizations to
remain relevant. At the Center, she delved into the group dynamics and decision-making that shape how
practices are adopted and replicated within an organization. As a consultant within Deloitte’s Strategy
and Operations practice, Sickinger has helped a range of clients, from public transportation to pharma-
ceutical company to a youth education nonprofit plan for and take advantage of new opportunities.




GE FirstBuild: A trailblazing workgroup builds community with the crowd to speed innovation

ACKNOWLEDGEMENTS

We could not have developed this topic without the generous and open participation of the following
individuals: Brandon Beard, Mike Perna, John Strickland, Dave Fischer, Barry Lott, Jesse Luck, Matt
Hafner, Steve Hozdulick, Ryan Files, Charles Cunningham, Alan Kasher, Sonya Lacore, Jeff Hamlett,
Craig Drew, Paul Butler, Merlin Ward, Annalie Killian, Terry Young, Nikelii Bennett, Irineu Romano,
Adam Goldstein, Luz Luna, Hani Eid, Patricia Conway, Gray Shealy, Raimund Gschaider, Fernando
Iglesia, Adam Goldstein, Harri Kulovaara, Kevin Douglas, Kelly Gonzalez, Xavier Leclercq, Joseph
Miorelli, Diane Stratton, Paris Swann, Gaby Landa, Erin Barton, Jaime Lemus, Carla Makela, Zack
Cangiano, Gabe Trujillo, Daniel Schneider, Eric Lewis, Kelly Watkins, Neil Shah, Sheela Subrama-
nian, Elain Zelby, Emily Stephens, Richard Hasslacher, Michael Lopp, Julieanna Gray, Melody Kho-
daverdian, Anastasia Afendikova, Jamie Feeley, Jimmy Lee, Matt Schwartz, Walter Villavicencio,
Venkat Venkatakrishnan, Justin Berger, Randy Reeves, J. Taylor Dawson, Naama Gorodischer, Yo-
tam Politzer, Stanley McChrystal, Frank Kearney, Maureen LeBoeuf, Rebecca S. Halstead, James
“Spider” Marks, Jen Rubio, Steph Korey, Alyssa Pollock, Lynda Hruska, George Samuels, Coran Lill,
Skip Skivington, Vivian Tan, Joy Marcus, Jan Ferguson, Michael St. James, Jason Wiseman, Ariel
Yoffe, Ryan Villanova, Samantha Klein, Jake Guglin, Antonia Cecio, Kiomi Sakata, Bronson Green,
Carson Cland, Dennis Holden, Matthew D’Amato, Lisa Gluskin Stonestreet, Erich Stonestreet, and
Sha Huang.

In addition, we are grateful to the colleagues and friends whose enthusiasm and insights helped shape
this topic: Maynard Webb, Guarav Tewari, Waguih Ishak, Dick Levy, Brian Rouch, Doug Bade, Doug
Gish, Andrew Blau, Cheryl Pinter-Real, Jacquie Obi, Joseph Bakal, Tom Nassim, Lynne Sterrett,
John Tripp, David Kuder, David Martin, Matt David, Amy Feirn, John Henry, James O’Kane, Mat-
thew Standart, Chad Whitman, Kusandha Hertrich, Tim Gillam, Wendy Meredith, Greg Tevis, Bill
Pollard, Debbie Fox, Phil Lubik, Matt Angelo, Amy Lawson-Stopps, Stephanie Hill, Jack Wisnefske,
Grant Hartanov, Peter Liu, John Gelline, Peter Robertson, Dave Zaboski, Blythe Aronowitz, Neda
Shemluck, Mukesh Singhal, Paul Keck, and Duleesha Kulasooriya.

The team would also like to thank the following individuals whose support is invaluable: Jodi Gray, Car-
rie Howell, Matthew Budman, Emily Koteff Moreano, Molly Woodworth, and Joanie Pearson.




GE FirstBuild: A trailblazing workgroup builds community with the crowd to speed innovation

CONTACTS

Blythe Aronowitz Peter Williams

Chief of staff, Center for the Edge Chief edge officer, Centre for the Edge Australia
Deloitte Services LP Tel: +61 3 9671 7629

+1 408 704 2483 pewilliams@deloitte.com.au

baronowitz@deloitte.com

Wassili Bertoen

Managing director, Center for the Edge Europe
Deloitte Netherlands

+31 621272293

wbertoen@deloitte.nl




Deloitte
INsights

Sign up for Deloitte Insights updates at www.deloitte.com/insights.

Follow @Deloittelnsight

Deloitte Insights contributors

Editorial: Matthew Budman, Nikita Garia, Abrar Khan
Creative: Molly Woodworth

Promotion: Amy Bergstrom

About Deloitte Insights

Deloitte Insights publishes original articles, reports and periodicals that provide insights for businesses, the public sector and
NGOs. Our goal is to draw upon research and experience from throughout our professional services organization, and that of
coauthors in academia and business, to advance the conversation on a broad spectrum of topics of interest to executives and
government leaders.

Deloitte Insights is an imprint of Deloitte Development LLC.

About this publication

This publication contains general information only, and none of Deloitte Touche Tohmatsu Limited, its member firms, or its
and their affiliates are, by means of this publication, rendering accounting, business, financial, investment, legal, tax, or other
professional advice or services. This publication is not a substitute for such professional advice or services, nor should it be
used as a basis for any decision or action that may affect your finances or your business. Before making any decision or taking
any action that may affect your finances or your business, you should consult a qualified professional adviser.

None of Deloitte Touche Tohmatsu Limited, its member firms, or its and their respective affiliates shall be responsible for any
loss whatsoever sustained by any person who relies on this publication.

About Deloitte

Deloitte refers to one or more of Deloitte Touche Tohmatsu Limited, a UK private company limited by guarantee ("DTTL"), its
network of member firms, and their related entities. DTTL and each of its member firms are legally separate and independent
entities. DTTL (also referred to as “Deloitte Global") does not provide services to clients. In the United States, Deloitte refers to
one or more of the US member firms of DTTL, their related entities that operate using the “Deloitte” name in the United States
and their respective affiliates. Certain services may not be available to attest clients under the rules and regulations of public
accounting. Please see to learn more about our global network of member firms.

Copyright © 2019 Deloitte Development LLC. All rights reserved.
Member of Deloitte Touche Tohmatsu Limited



