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FIGURE 1-1

Where innovation capital comes from
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FIGURE 1-2

Hyperloop awareness: the Musk innovation capital effect

Elon Musk fi rst mentioned his idea of hyperloop technology in July 2012 (see 

arrow). Hyperloop technology has been hypothesized, in various forms, since 

the nineteenth century.

Note: Media mentions are from Factiva database of most popular business sources, 

1994–2014.
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TABLE 1-1

Top twenty-fi ve most innovative leaders worldwide, 2018

Leader and rank Company

VALUE CREATION INNOVATION

Three-year 
market value 
creation 
(in $ billions)  

Three-year 
stock 
market 
gains (%)

Company 
innovation 
premium 
(%)

1. Jeff Bezos Amazon, Inc. $450 366% 71.5%

2. Elon Musk Tesla Motors, Inc. 48 819 75.3

3.  Mark Zuckerberg Facebook, Inc. 376 563 61.8

4. Timothy Cook Apple, Inc. 369 123 11.6

5. Satya Nadella Microsoft Corp. 278 84 31.6

6. Marc Benioff Salesforce, Inc. 50 143 80.7

 7.  Shantanu Narayen Adobe Systems, Inc. 68 365 64.4

8. Reed Hastings Netfl ix, Inc. 78 1,351 72.2

9. Jeff Weiner LinkedIn Corp. 16 96 60.0

10.  Larry Page and 

Sergey Brin
Alphabet, Inc. 491 197 33.9

11. Arne Sorenson Marriott Interna-
tional, Inc.

38 264 53.7

12. Robert Iger Disney (Walt) Co. 74 116 26.2

13. James Whitehurst Red Hat, Inc. 11 127 56.1

14. Jeffrey Leiden Vertex Pharma-
ceuticals, Inc.

29 258 58.2

15.  Jean-Jacques

Bienaime
BioMarin Pharma-
ceutical,  Inc.

9 81 63.6

16. Mark Parker Nike, Inc. 45 142 34.6

17.  Stephen

Easterbrook
McDonald’s Corp. 29 46 25.8

18. Michael Mahoney Boston Scientifi c 
Corp.

26 333 41.7

19.  Scott Cook and 

Brad Smith
Intuit, Inc. 23 165 45.6

20. Indra Nooyi PepsiCo, Inc. 65 75 38.5

21.  Len Schleifer 

and George 

Yancopoulos

Regeneron 
Pharmaceuticals

23 120 39.5

22.  Scott

Stephenson
Verisk Analytics, Inc. 5 46 50.6

23. Jeffery Yabuki Fiserv, Inc. 17 232 37.0

24. Steven Collis AmerisourceBergen 
Corp.

10 113 47.4

25. Muhtar Kent The Coca-Cola 
Company

33 27 42.8

Note: For a detailed description of our methodology, see Jeff Dyer, Nathan Furr, and Mike 

Hendron, “How We Rank the Most Innovative Leaders,” Forbes, September 4, 2018, 

https://www.forbes.com/sites/nathanfurrjeffdyer/2018/09/04/how-we-rank-the-worlds-most

-innovative-leaders/#49de93aa1139.
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Source: Compustat fi nancial data and Factiva news articles.

Note: N = 1,930; 361 S&P 500 fi rms from 2000 to 2014; excludes fi rms in regulated industries 

as well as fi rms with zero (null) values for reputation for innovation. “Reputation for innovation” 

is measured as business media articles describing the company as innovative.

FIGURE 1-3 

Market value multiple associated with a reputation for 
innovation

Reputation for innovation

(shown in deciles; 10 = top 10%; 9 = next 10%, etc.)
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Human
capital

Social
capital

Reputation
capital

Innovation
capital

ImpressionImpression
amplifiersamplifiers

Impression
amplifiers

Human capital
Key skills
• Forward thinking

• Creative problem solving

• Persuasion and influence

H7546-Dyer.indb  32H7546-Dyer.indb   32 3/14/19  10:38 AM3/14/19   10:38 AM

7



Human
capital

Social
capital

Reputation
capital

Innovation
capitalImpression

Social capital
Key social capital contributors
• Innovators and entrepreneurs

• Organizational leaders

• Financial benefactors and investors

• Influencers

• Customers
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Strong ties

Weak ties

FIGURE 3-1

Why are weak ties so important to getting resources?

Answer: Scale. Because of network effects, the volume of resources  available 

through weak social ties completely dominates the volume of resources 

 available through strong social ties. 
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Human
capital

Reputation
capital

Innovation
capital

Impression
amplifiers

Social
capital

Reputation capital
Reputation capital contributors
• Be a founder

• Take on visible, challenging projects

• Demonstrate strategic judgment

• Borrow reputation

• Exhibit scrappiness
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Innovation
capital

Human
capital

Reputation
capital

Impression
amplifiers

Social
capital

Personal impression amplifiers
Visible actions to gain attention and credibility
• Broadcasting 

• Signaling

• Storytelling

• Materializing

• Comparing

• Committing

• FOMO (fear of missing out) 
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Innovation
capital

Human
capital

Reputation
capital

Impression
amplifiers

Social
capital

Idea impression amplifiers
Visible actions to gain attention and credibility
• Broadcasting

• Signaling

• Storytelling

• Materializing

• Comparing

• Committing

• FOMO (fear of missing out)
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FIGURE 7-1 

Virtuous cycle of innovation leadership
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Vision

Strategic direction

Stretch goals

FIGURE 7-2

Three components of visionary leadership
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FIGURE 8-1

Amazon versus Walmart: differences in their reputation 
for innovation

Source: Factiva database, 2013–2018.

Note: Reputation for innovation is measured as the number of media mentions of each com-

pany engaging in innovative initiatives from major news sources in the Factiva database and in 

Google searches.
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Define new
vision

Communicate
vision to

stakeholders

Communicate the
new metrics
stakeholders

should focus on

Report progress on
new metrics (mixed
with performance

metrics)

Actively repair any
underperformance

FIGURE 8-2

ING’s cycle of openly transforming its vision for maximum 
innovation capital
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FIGURE 8-3

Amazon versus Walmart: average change in company 
market value in response to acquisition announcements

Source: Eventus database for event studies.

Note: Percent change is the average cumulative abnormal stock market response to announce-

ments of all acquisitions above $100 million after 2005. 
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APPENDIX

How We Rank the World’s 
Most Innovative Leaders

Creating any type of ranking requires a thoughtful methodology, 

and none is perfect. We understand this concept quite well, hav-

ing created the Forbes World’s Most Innovative Companies rank-

ing. We set out to create something very diff erent with the Forbes 

list, using the wisdom of the crowd. Companies are ranked by 

their innovation premium: the diff erence between their market 

capitalization (value) and the net present value of cash fl ows from 

existing businesses. Th e diff erence between a company’s current 

market value and the net present value of its existing businesses is 

the premium given by equity investors, betting with their wallets, 

that the company will generate profi table new growth. Compa-

nies with higher innovation premiums receive a higher ranking.1

We approached our Forbes World’s Most Innovative Leaders 

ranking with similar rigor. Since we couldn’t rank every leader, 

our sample of leaders includes the founders or CEOs (or founder-

CEOs) of fi rms with greater than $10 billion market value plus 

the fi ft y largest private fi rms to go public from 2013 to 2018. We 

co-ranked leaders of fi rms if they were cofounders and if both 
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had visible top-management positions (e.g., cofounders of Alpha-

bet are CEO Larry Page and president Sergey Brin; cofounders 

of Regeneron are CEO Leonard Schleifer and president and chief 

science offi  cer George Yancopoulos). We thought it was appropri-

ate to co-rank these individuals, because their scores were identi-

cal on fi rm-level measures.

A leader’s ability to successfully drive innovation largely boils 

down to something we call innovation capital, a multifaceted 

set of characteristics that allow the leader to acquire and eff ec-

tively deploy the human and fi nancial resources required to turn 

a risky and novel idea into an innovation with impact. Th e in-

dividuals we studied have innovation leadership skills that are 

diffi  cult to measure; these skills are thus not a component of our 

ranking. However, we did use a composite of four measures that 

we believe represent important qualities of a leader with inno-

vation capital: (1) a media reputation for innovation, (2) social 

connections and social capital related to innovation, (3) a track 

record of market value creation at the leader’s company, and 

(4) investors who anticipate future growth and innovation at the

fi rm as represented by the company’s innovation premium (the

same metric we use to rank the Forbes World’s Most Innovative

Companies list). Th ese components are outlined in further detail

in the following sections.

Media Reputation for Innovation

We’ve done research that empirically shows that a leader’s media 

reputation for innovation has a signifi cant positive relationship 

on his or her company’s subsequent innovation reputation and 

market value. Indeed, leaders and companies with an innovation 

brand can attract more-talented employees and are more likely 
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to have customers identify with them at a personal level. Th ese 

benefi ts in turn lead to increased customer loyalty, repeat pur-

chases, customer willingness to pay higher prices, and increased 

tolerance for occasional product failures.

We measure a leader’s media reputation for innovation over 

a four-year period using the absolute number of articles and the 

percentage of a CEO’s total coverage in the top business news 

sources (e.g., Forbes, the Wall Street Journal, the Financial Times, 

the New York Times, the Washington Post, and USA Today) that 

discuss the leader and mention innovation activities. Th e person 

with the highest media reputation is given a score of 100, and 

others are given scores below 100, according to their percentage 

of media attention and coverage relative to whoever is number 

one on the list.

Social Connections and Capital

Social capital implies a strong public following, which can trans-

late into a leader’s greater infl uence and persuasion when he or 

she is attempting to promote innovative ideas in the market. We 

measure social capital by using current data from LinkedIn and 

 Twitter about the social connections of the individual CEOs. For 

LinkedIn, social capital was quantifi ed using several measures or 

indicators, including number of followers, presence of a News-

lines page (indicating extremely high level of social infl uence), 

and a simple count of contacts where neither of the other criteria 

were relevant. Twitter follower counts served as a second measure 

of social capital to augment LinkedIn. Th e person with the high-

est number of social connections from the composite of metrics 

is given a score of 100, and others are given scores below 100, ac-

cording to their relative social connections. 
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Track Record for Value Creation

Value creation refl ects the returns that investors in each CEO’s 

company have realized during recent years. We measure a lead-

er’s track record for value creation through the absolute, and per-

centage, market value increase of the company (or companies) 

the person leads. We gathered year-end market capitalization 

data for each fi rm over the past three years. We also incorporated 

stock-price appreciation (split adjusted) over the past three years 

as another indicator of value creation for investors. Th e leader 

with the highest composite score on value creation is given a 

score of 100, and others are given scores below 100, according to 

their relative composite score on value creation. 

Investor Expectations of Future Value Creation

We use our innovation premium metric to capture investor ex-

pectations of whether the leader’s company is likely to innovate 

and grow new income streams in the future. Th is composite score 

measures the diff erence between a company’s market capitaliza-

tion and its net present value of cash fl ows from existing busi-

nesses. One of us (Jeff ) and his colleague Hal Gregerson explain 

our methodology in more detail in a separate Forbes article.2 Th e 

leader whose company has the highest innovation premium is 

given a score of 100, and others are scaled below 100, according 

to their relative innovation premium. 
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Appendix

1. For a detailed description of our methodology, see Jeff rey Dyer and Hal 

Gregersen, “How We Rank the Most Innovative Companies 2018,” Forbes, 

May 29, 2018, www.forbes.com/sites/innovatorsdna/2018/05/29/how-we-

rank-the-most-innovative-companies-2018/#12a4bef21e3c.

2. Ibid.
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