
Innovation is the new currency of the 21st century. Without innovation companies are destined to wither, doing 

what they’ve always done and foregoing opportunities for efficiency and growth. And for innovation read ‘digital 

innovation’ since digital technology is the ultimate enabler, fuelling new business models and transforming existing 

ways of working in an era of hyper-change.

The first thing to recognize about innovation is that it takes on many forms and guises. It’s not just about great and 

novel ideas. A McKinsey survey1 makes the point strikingly by highlighting that the average bottom-line impact that 

can be realized from digital sales over the next five years is 20 percent whereas the bottom-line impact from cost-

reductions could yield an average of 36 percent. It may not grab the headlines but reinventing and transforming 

internal processes such as budgeting, planning and forecasting can yield surprisingly high returns. Smart CFOs 

know that they need to plan for innovation through process transformation as well as supporting entirely new ways 

of working.
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Much has been said and written about so-called 

disruptive technologies. It’s relatively easy to 

comprehend innovation when you see it, but not so 

easy for CFOs to plan for the financial consequences 

when staring a brand new idea in the face. That’s 

because innovation doesn’t behave predictably 

like some other management processes with well-

defined inputs and outputs. As the late Steve Jobs put 

it, “Innovation has nothing to do with how many R&D 

dollars you have. When Apple came up with the Mac, 

IBM was spending at least 100 times more on R&D. It’s 

not about money. It’s about the people you have, how 

you’re led, and how much you get it.” 

In broad terms, innovators divide into three camps each 

of which presents CFOs with real planning dilemmas. 

Having a visionary at the helm, like Steve Jobs, is one 

form of innovation but is probably the most difficult to 

translate into concrete costs and revenues. Who could 

have predicted the runaway success of the early iPods? 

Some organizations drive innovation by consensus 

Of course not all businesses and industry sectors can 

claim to be innovative. Each industry is at a different 

stage of maturity. For example, the retail, media, and 

banking sectors have been subject to extensive 

disruption while others such as travel and hospitality 

and pharmaceuticals have remained relatively 

untouched.2 However, in a constantly changing 

commercial landscape, no business is immune from the 

effects of hyper-change and even industries regarded 

as technology laggards, such as mining, can find 

themselves disrupted economically by new technology. 

This means that regardless of industry, CFOs need to 

implement agile planning processes to respond to 

the inevitability that all businesses will eventually be 

impacted by disruptive technologies –  

it is only a matter of time. 

Planning for innovation 
on the outside

An industry perspective

- there is a feeling that WE 

should be doing something. 

And finally, there is innovation 

that relies on data insights 

(management sees a gap).

The analytical approach sits particularly well with the 

CFO. After all, the finance function has unfettered 

access to some of the finest analytical minds, the 

best analytical tools, and the enterprise performance 

management systems, which support insight and 

decision making. 

But whatever approach an organization takes to 

innovation it is important to recognise that the process 

is far from fixed, and this, in turn, informs the kind of 

planning systems and processes needed to support an 

innovative enterprise. One thing that is certain is that the 

complexity and fluidity of planning for innovation cannot 

be reduced to a static and two-dimensional spreadsheet.



Fascinatingly, it is the technologies that are causing the 

most disruption on the outside (cloud, mobile, social, 

and analytics) that hold the key to process innovation 

on the inside.

Take for example the cloud. A 2014 survey3 found that 

more than two-thirds of executives have adopted 

a cloud-based system for core financials (24%), or 

are planning to do so (45%). Even higher numbers 

are adopting cloud-based budgeting, planning and 

forecasting systems (BPF). Indeed, 27.8% are already 

deploying BPF in the cloud and 33.7% expect to be in 

the cloud within a year. Only a mere 16.6% say that they 

do not anticipate using the cloud for BPF. 

It’s easy to see why businesses are so effusive 

about the cloud. The scalability, immediacy, and 

accessibility of the cloud removes many of the barriers 

to enterprise deployment, enabling businesses to 

distribute BPF capability wherever it is needed and 

engage with larger populations of users, which in 

turn drives forecast accuracy, enhances management 

visibility, and accelerates decision making. In an era 

in which organizations are striving to reduce business 

complexity and improve user productivity through 

process standardization,  

In an era of hyper-change, CFOs are uniquely placed to enhance their organizations’ competitiveness and 

profitability even if their industry is not at the forefront of innovation. And whether their efforts are directed 

towards internal process transformation or more edgy disruption of business models, smart CFOs know that 

enterprises with agile planning tools such as Anaplan are out-performing their rivals in revenue generation, 

profitability, and market valuation – sometimes by a considerable margin.

Planning innovation  
on the inside

Summary

the ease with which cloud  

BPF solutions such as 

Anaplan can be deployed  

holds obvious appeal.

But planning for innovation is also 

about data-driven insights which 

allow CFOs to reveal untapped 

areas of performance and expose new opportunities for 

competitiveness, in areas as diverse as compensation 

planning, workforce planning, territory and quota 

management. This needs a fresh technical approach 

which combines adaptable modelling capabilities with 

powerful in-memory processing so that plans can be 

recalculated from the ground up in seconds. For example, 

HP cascades its strategic goals over 30,000 sales reps, 

263,000 accounts, and 170,000 territories globally using 

modern analytical capability from Anaplan. 

It also means that disruptive events which drive 

unexpected changes can be recalculated in an instant. 

Even more importantly, with powerful analytical engines, 

a single data-model, and collaborative platforms such as 

Anaplan at their fingertips, the CFO and key stakeholders 

can collaborate in real-time around the best scenarios to 

fulfil or exceed planned outcomes.
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