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Speaker Profile: Kevin Ashton
Managing and Marketing Innovation

Expert on Innovation,

Marketing Innovation & RFID.

Kevin Ashton has had phenomenal success managing and marketing innovation. 

Innovation from the front lines. He has a unique and inspiring message about how to drive innovation and make your ideas make a difference, even if you’re not the CEO—and how to manage the creative ideas that come from the ranks, if you are. 

 Ideas to execution. As a successful innovator himself, Kevin has personal experience in the practice of innovation, in bringing good ideas to market. 

Marketing innovation and technology. Kevin has marketed everything from soap and peanut butter to pharmaceuticals and RFID chips, with 8 years experience in brand management at Procter & Gamble. 
Kevin has a vision of the future—what the technology of the 21st century will be. He’s been a first-tier leader in developing and marketing the most significant technological wave since the Internet—networked sensor technologies. 

He was the founder and director of MIT’s Auto-ID Center, which developed RFID technology.

Kevin was Vice President of Marketing & Business Development for ThingMagic, a company that provides RFID readers and other sensing technologies. Currently Kevin is Vice President of Marketing at EnerNOC, a leading innovator in green technology and provider of clean and intelligent energy solutions. 

He is a fine presenter with a marvellous British wit.

Innovating from the Front Lines 

How to drive innovation and make your ideas make a difference

even if you’re not the CEO or senior management

Or
Why junior employees are your best source of innovation, 

invention and growth, and what to do about it.

Most innovation in large organizations takes place deep inside the ranks, but getting the idea going from the lower ranks is tough. Kevin was very successful at doing this at Procter & Gamble, where he won CEO backing for the RFID project (see his Story below). If you are a CEO, how do you make sure that the innovators get to make it happen? If you’re the innovator, how do you win enough support to realize your dream? Kevin can help your organization ensure that new ideas don’t die on the vine. 

Kevin knows, from deep personal experience backed up with research, how to nurture and protect these front line innovators and their ideas. He’s had the idea; he’s overcome the obstacles; he’s experienced the thrill of successful development that makes the effort worth it. And he knows how to pass the lessons on. This is a provocative and inspiring keynote. 

Based on his own experience driving radical change from the bottom of a 100,000 person company, plus the interviews, anecdotes, and case studies he’s doing for a book on this subject, Kevin’s presentation is essential for junior people with great ideas and for senior managers who want to build organizations that recognize, encourage and benefit from the brilliant people at the biggest layers of the org chart.

A Vision of the Future — What the Technology of the 21st Century Will Bring 

In the 19th century, machines learned to do. In the 20th century, they learned to think. In the 21st, they are learning to perceive. The combination of sensors, computers and networks represents the next wave of technological development, the Age of Perception. Kevin is working on a book by that title and has a keynote that’s inspiring and forward-looking, a message that defines opportunities that will transform every industry in the next couple of decades.

Marketing Innovation & Technology 

And that means anything you could ever want to market. 

With an instinct for the practical and an unusually creative mind, Kevin has consistently come up with successful strategies for taking a product to the next level and bringing new ideas to market. 

What is marketing? How do you market? 

Kevin teaches businesses how to the reach the ‘gut-brain’ with products and services—how to engage the emotions and commitment of your audience with your offering. 

And how to win the fight against commoditization—how to protect your offering from commoditized rivals and from being forced to commoditize itself.

Angle: all marketing is technology marketing 

Identifying the technological dimension of a product is a great way to start understanding how to market it. 

Technology is not just ‘hi tech’ (though Kevin does have special value for tech companies)—soap is a technology, too; so is a financial product. The Pringle is the best-selling hyperbolic parabola on the planet.

RFID — Pure and Simple 

RFID = wireless, networkable, speck-of-dust-sized micro-computers 

In nature, identification is a matter of life and death. The same applies to business and computers have only just now caught up with the need. They’ve gotten faster, smaller, and we can hook them together, but they still couldn’t sense anything in the world around them—until now. 

RFID represents the beginning of a decades-long revolution in technology. In the 19th century, we automated doing; in the 20th century, thinking. The next big challenge is automating perceiving. 

Kevin is one of the experts in the world on this technology, having led the consortium that solved its key engineering challenges. And now he’s leading its move into the market.

Kevin’s Story 

As an innovator and marketer, Kevin has been launching successful new ventures from within established organizations since his days as a student at the University of London. 

University of London—turned Europe’s largest student magazine into an all-new publication. Kevin joined the staff of University of London’s student newspaper (10,000 readers) as a freshman and was eventually elected editor by his peers. Facing declining student union funding, he led a research effort aimed at appealing more to advertisers. Research results: two reader groups, one seeking student-related news and the other wanting a guide to local entertainment. Solution: a broadsheet format for news, an entertainment/arts supplement in colour. Business result: 50,000 copies printed every two weeks. 

P&G—succeeded as fast-track brand manager. Upon graduation, one of the newspaper’s advertisers—Procter & Gamble—offered Kevin fast track in brand management (which is the firm’s traditional track to CEO), doing marketing and business strategy for P&G’s European Health and Beauty Care Business (Oil of Olay, Cover Girl, Pampers). Promoted to brand manager, which amounts to being a junior CEO of the brand’s business. 

MIT Auto-ID Centre—launched one of the newest and biggest technology markets of the early 21st century. To his frustration as a brand manager, Kevin found that products were not consistently making it onto the shelves in front of customers, even though the stores had the inventory. Kevin identified the problem as one of information flow and access and saw the emerging technology of RFID (radio frequency identification) as the possible solution. He then talked P&G’s CEO into giving him six months to figure out how to make RFID work for them. His proposal: fund the next generation of research through a consortium at MIT—which P&G did, keeping Kevin on their payroll but loaning him to MIT as the executive director of MIT’s Auto-ID Centre. The goal: create a low-cost open system to enable computers to identify any object, anywhere, automatically. 103 sponsor companies and 6 labs around the world solved the engineering problems and handed off the results to one of the sponsors, the Unified Code Council, for development. The technology is now in use by a host of major companies. 

ThingMagic—building the Age of the Sensor. Now Kevin is Vice President of Marketing & Business Development at ThingMagic, a dynamic start-up specializing in RFID readers, embedded computing and sensor technology. He’s on the leading edge of one of the biggest technological transformations—and market explosions—in business history.

Credentials 

Vice President of Marketing, EnerNOC 

Former Vice President of Marketing & Business Development, ThingMagic 

Co-founder and executive director, MIT’s Auto-ID Centre 

Former Associate Director, Procter & Gamble 

Lecturer and former Visiting Engineer, MIT 

Author, The Age of Perception: The New Revolution in Business, Computing & Everything (forthcoming)

