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Course Description & Main Objectives 

In this course, students learn about different innovation strategies, what differentiates them, and 

under which circumstances they are more or less effective. A special focus is placed on innovation 

portfolio management over shorter and longer timeframes. Students examine decision scenarios 

that focus on identifying key opportunity spaces, assessing potential solutions, and aligning 

innovation with organizational goals. The course emphasizes theoretical frameworks along with 

practical, real-world contexts to enhance students’ understanding of innovation strategies. 

This course provides students with the knowledge and tools to effectively manage innovation 

portfolios. By studying frameworks, theories, and empirical examples, students enhance their ability 

to align innovation with business strategies. The course also strengthens students’ analytical 

thinking, strategic decision-making, and ability to navigate the complexities of innovation 

management by engaging in scenario-based analysis combined with scientific readings. Students  
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will also learn to translate/transfer academic knowledge into real world situations and hone 

presentation skills. 

Lectures Overview / Course Outline 

We are following a block format for this course. The tutorials are based on the preceding lectures. 

Course outline: 

 Introduction & Innovation Pipeline 

 Temporality I 

 Temporality II 

 Guest Lecture Portfolio Management 

 Temporality III 

 Portfolio Management I 

 Portfolio Management II 

 Guest Lecture Portfolio Management 

 Organizational Culture I 

 Organizational Culture II 

 Innovation Ownership 

 Guest Lecture Portfolio Management 
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_ 

Additional reading material (e.g. academic papers) will be announced during the course. 
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