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Currantly, | am reading
Winming by JACK WELCH, |

Who Sald iHis Ferrari by
Robin Skarma and Wi
Meved My Chease by
Spencer Jahnsan te all
Ieaders. While travelling,
| read books such as The
Fountainhead and Atlas
Shrugged by Ayn Rand.
My bookshell includes
authers such as
Khushwant Singh, thumpa
Lahirl and Steven Covay.
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BUILD A BETTER MOUSE TRAR, THE WORLD WILL
beat n path to your doorstep’ is the popular re-
frain among people across spheres such as arts,
science, business, prodect development, ete.
But no one has ever said: "Copy a successful
mousetrap, put alot of effort into the copying of
it (understand the mouse, it habits, the makers
of the trap, how they codified and developed it,
the attributes of the bait, ete.). While doing so,
improve it, make it better, And, equally impor-
tant, don't be shy — as we are when copying”
Oded Shenkar's COPYCATS says just that. To
this end, it even invents a new word ‘imovators'
— combining imitators and innovators.

S0, how exactly did Shenkar develop his the-
ory? Well, it sturts with an astute ochservation of
nature and hiology. With a lot of persunsive evi-
dence, Shenkar says nature téaches all of us to
copy. All our learning comes from imitation.
For instance, infants ape adults. Bul as we grow
older, imitation (the *j word®) is frowned upan,

Across industries and segments, imitation
may not be & good word. But innovation is. Tt is
seen as the noble and right way of doing things,
That explains the rush to make innovation the
mother’s milk of most organisations. However,
Shenkar believes imitating is more eritical, It is
also not an easy thing to do. This does not mean
he is in favour of cheap or illegal imitations or
for superficially copying o success. For example,
half a dozen airlines ncross the world have imi-
tated the low-cost operations of the US-based
Southwest Airlines. That's not the case here,

Shenkar sees imitation as a complex process,
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" The Curious Case
opreats OQf Imovators

He demolishes the much-touted “first-mover
advantage’ citing a slew of examples: MNetscape
being pushed back by Windows Explorer;
Chrysler's Minivan overtaken by Ford and GM
and then by Hondn and Tovota. These examples
show that being second or third in line meant
being better prepared and ensured the ‘copies’
overtook the first mover, They also understood
the consumer, added innovations to the imita-
tion to help meet consumer needs and lnunched
improved versions quickly. They often spent
less on RED than the initial innovator.

However, the road to imitation and imova-
tion, cautions Shenkar, is a tough one. Merely
copying features or looks is not enough. Good
imovators have the methods and processes in
place that need as much rigour as does innova-
tion. The book describes a fairly detailed
methodology, which involves steps such as get-
ting ready for imitation by buflding & culture for
it, referencing where targets are identified,
senrching, spotting and sorting ideas, contextu-
alising, deep-diving (an in-depth investiga-
tion), und implementing.

Does this work? Consider this: on patent ex-
piration in the drug industry, copycat generics
have reduced considerably the time taken to
capture significant market share from original
brands, In the 1980s, cardiovascular drug
Cardizem lost 80 per cent of its market share to
generics five years from patent expiration; a
decade later, anti-high-BP drug Cardura
(Pfizer) lost the same share in less than nine
months; antidepressant Prozac (Eli Lilly) lost
this in less than two months. So, as the life cycle
of products drops and product development and
R&D costs inerease, imitation and its more ac-
ceptable cousin, imovation, might well become
the alternatives. And while Shenkar does men-
tinn that costs are now not
low for these (in some in-
stances imovation hits 70
per cent of innovations
costs in R&D and product
development), the ideais
intriguing. Will organisa-
tions set up imitation and
imovation departments?
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