
PLM   A-C-T-I-O-N - 1 - © Collaborative Visions 2003 
 

 

© Collaborative Visions 2003

PLM
A Strategic Framework for Delivering 

Continuous Product Innovation

Alignment

Collaboration

Technology

Opportunity

Innovation

iNtellectual Property
Intellectual Property to Innovation

ERP SCM CRM

Product Pipeline

Innovation Pipeline

Innovation to Products

CAD/
PDM

Intellectual Property to Innovation

ERPERPERP SCMSCMSCM CRMCRMCRM

Product Pipeline

Innovation Pipeline

Innovation to Products

CAD/
PDM
CAD/
PDM
CAD/
PDM

 
 

For the last 10 years, the world of product development and its associated technologies has 
undergone a period of stagnation.  Other than a minor up tick with the move towards distributed 
systems and Internet technologies, few development organizations have experienced the 
dramatic gains in productivity and competitiveness that vendors in the industry have long touted.  
The primary reason for this failure is that most technologies and strategies have been too 
narrowly focused on providing better task automation tools and capabilities for the engineer.  
The broader problem which must be addressed is how corporations can develop and deliver 
innovative products that customers want to buy over and over again.  This problem is obviously 
much broader in scope and requires a complete re-think about the processes and technology 
framework required.  Product Lifecycle Management (PLM) is a business IT strategy that is 
focused on addressing the “big picture” problem of developing and delivering innovative 
products on a continuous basis.  PLM A-C-T-I-O-N, is a strategic framework for architecting and 
implementing a PLM strategy.  It encompasses 6 major imperatives that serve as the strategic 
cornerstones for constructing a PLM plan.  The 6 imperatives are: Alignment of the IT 
investment strategy, Collaboration, Technology, Innovation,  Lifecycle Opportunity and 
Intellectual Property.   
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ACTION Imperative #1:
lignment

Businesses must Re-Align IT initiatives against the 
primary challenges of enhancing top-line revenues
and reducing direct product costs versus the 
historical focus of improving operational efficiencies
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With the growing realization that the Internet and the “Dot.Com”/E-Business revolution is not 
going to be the salvation that companies once thought, attention is now turning back to 
addressing the key fundamental business imperatives that have always driven product and 
manufacturing organizations – namely, developing and building great, innovative products that 
get customers excited about buying.  This “getting back to basics” business strategy requires 
tackling the fundamental business challenges facing all product companies today which are to 
increase top-line revenues and find innovative ways to drive direct product costs down.  The 
intelligent use of information technology will continue to play a major role in helping 
corporations meet these key challenges.  However, there is a huge mismatch in most businesses 
today in aligning the mix of application technologies against the critical business challenges they 
face today.  Most IT spending for major business systems in manufacturing industries is targeted 
at operational systems such ERP, SCM and CRM. Companies are targeting 85% of its IT dollars 
against only 20% of the problem – namely lowering indirect costs. But the key business 
challenges today are not lowering indirect costs, it’s finding ways to enhance revenues and 
secondarily, lowering direct costs  There is absolutely nothing an ERP, SCM or CRM system can 
do that has any measurable impact on enhancing revenues.  PLM systems are the only major 
business system that can help companies to increase revenues since PLM is only system that has 
a direct impact on helping build more innovative products that customers want to buy.  All of the 
operational efficiencies that ERP, SCM and CRM provide amount to absolutely nothing if 
companies are not developing and building great products. 
. 
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One of the best examples that brings the point of PLM investment home is a recent 
advertisement that was published in Fortune Magazine.  It says, "You can cut costs all you want,  
but unless you have the products they want who cares" --- "Design and Engineering is where the 
real value is.”   
 
It's a stark reminder that all of the operational efficiencies that ERP, SCM and CRM amount to 
absolutely nothing if we’re not developing and building great products. Companies can have the 
most efficient Order Management Systems (ERP), Logistics Systems (SCM) and Customer 
Tracking Systems (CRM), but if there are no orders being placed, the truck on the shipping dock 
will be empty.  By using PLM Systems to build more innovative, highly differentiated products 
that get customers excited about buying, companies can raise the probability that this truck will 
be filled with product orders.  
  
So we have to try and get some better balance and alignment in our Info Tech spending 
allocations by placing greater emphasis on technologies that matter most -- namely PLM. 
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Critical Success Factor
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Given the current depressed economic conditions throughout the world, companies are rightly 
shifting some of the IT investment priority towards initiatives that will yield substantial cost 
reductions, particularly in the area of direct product costs since direct costs account from 60 
percent to 70 percent of total costs for companies in the durable goods industries.  Here again, 
operational systems such as ERP, SCM and CRM will only provide very limited benefits.  The 
key to fundamentally lowering direct costs is to address the real source of the product cost in the 
first place – namely the early decisions that are made on how a product should be developed.  
British Aerospace studied this problem and learned that 85% of a product’s direct cost is locked 
in after only 15% of the product development dollars are spent.  This means that decisions made 
early in the process have the greatest impact on direct cost.  Issues pertaining to decisions on 
modular design, component reuse, and outsourcing have a much more far reaching and 
significant impact on product costs than inventory management and supplier logistics programs. 
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ACTION Imperative #2: ollaboration
Supplier relationships must achieve a better balance 
between innovation-driven (Collaboration) and price 
concession (Capitulation) initiatives

Supplier Base

Do it quick
this time

OEM
Channel Master

Let’s Collaborate

 
 

Despite the massive failures of the “dot.bomb” era, one of the beneficial aspects and residual 
outcomes has been the use of the Internet as a catalyst to awaken companies to the extraordinary 
benefits of closer involvement and collaboration with its suppliers.  This aspect of E-Business 
has initially yielded some very positive results, however most companies still have a long way to 
go while some are on a disastrous path that could ultimately squander the opportunity.  Most 
companies today have implemented “Supplier Capitulation” programs aimed at reducing the 
number of suppliers to negotiate volume purchase agreements, and institute electronic EDI 
exchanges of invoices and purchase orders.  This kind of a supplier involvement strategy does 
nothing to impact top-line revenues and in some ways can hurt this effort by reducing the 
number of great minds inside the supplier base that can be utilized.  What companies should 
really strive for is a strategy of “Supplier Collaboration” where insights, ideas and knowledge are 
exchanged with the goal of building more highly innovative and differentiated products.  Under 
this strategy, companies should try to increase (not decrease) the number of innovative suppliers.  
The collaboration focus should shift from exchanging P.O.’s and invoices to erecting virtual 
collaboration systems where the extended supply chain can work together more effectively and 
seamlessly to build more innovative products.   
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Supplier Capitulation
Dell’s Supply Chain
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The Dell supply chain is a textbook example of supplier capitulation.  The Tier 1 and Tier 2 
suppliers to Dell have experienced a –49% and –20% operating margins respectively for the past 
12 months.  This does not mean that Dell is a bad company.  It merely indicates the fact that Dell 
can demand low prices from its suppliers because there is little to no differentiation in what 
Dell’s suppliers offer.  If one supplier cannot meet Dell’s price targets, Dell can simply find 
another supplier who will.  This is obviously a business model that is not sustainable for Dell’s 
suppliers and ultimately, for Dell itself.  What suppliers need to do is to escape the death trap of 
supplier capitulation based on ever lower price concessions, and compete in the game of 
innovation by offering products that have greater value and differentiation. 
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Critical Success Factor ollaboration

A commitment to deep, collaborative engagements with innovative suppliers is 
far more beneficial than superficial supplier capitulation programs
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The critical success factor involved in moving from a “Supplier Capitulation” to “Supplier 
Collaboration” strategy is a commitment to richer and deeper collaborative engagements with 
suppliers and business partners aimed at enhancing product innovation.  Under this scenario, 
OEMs and suppliers work in goal directed manner to meet design targets centered on increasing 
the performance, value, quality, and uniqueness of products versus simply lowering product 
costs.  In other words, the driving mission of the engagement centers on enhancing product 
innovation.  For example, if an automotive OEM is working on the design of a suspension 
system, the collaborative engagement with a shock absorber supplier would center on how to 
improve the ride handling characteristics of the car such that the automotive OEM could deliver 
unique, differentiated capabilities in the marketplace.  Using the creative minds and talents of the 
design professionals within the shock absorber supplier under a deep, collaborative engagement 
scenario generates far more potential value than simply buying off-the-shelf commodity shock 
absorbers.  Under this model, the Process Paradigm moves from the traditional “Request for 
Quotation” to “Request for Innovation”.    
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ACTION Imperative #3:
nnovationCompanies must reformulate their development 

strategies to achieve higher classes of innovation
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• Optimal use of Capital Assets 
• Design for quality and cost
• Innovate to drive costs down and

add small functional improvements

Linear Innovation

Innovation Matrix

 
“Innovate or Die” is a common mantra espoused by companies who rightly understand that 
innovation is the key to building a winning product development strategy.  However it is 
important to target the right classes of innovation. Most product development programs and 
dollars are overly weighted towards small, incremental innovations (Linear Innovation).  
Numerous studies on the leading corporate innovators (e.g. Sony,  3M,  Nokia) have shown that 
these companies take greater risks and target more of their product development resources 
towards higher degrees of innovation.  There are 4 classes of product innovation that vary based 
the degree of orgranizational agility and innovation creativity:  
 
 Linear Innovation is the ability to develop and introduce standard products or product family 
additions that meet or exceed the industry average cycle-time and incorporate innovations that 
follow the industry’s standard technology curve (example microprocessors, DRAM’s).  This is a 
“keeping up with the Jones’s” strategy and generally does not produce durable returns.  
 Customer Driven Innovation dynamically recombines, modifies, or tailors parts and 
assemblies into new or custom products based on customer demands (example: personal 
computers, bicycles, athletic shoes).  This is the fastest growing class of innovation enhanced by 
the use of web portal technologies to assist customers in specifying and designing their own 
products.  Under this scenario, the PLM system essentially becomes the Order Management 
system.  
Category Killer Innovation is the ability to maintain or extend brand leadership in an existing 
well defined commodity product category (e.g. HP in printers, Nokia in cell phones).  Leadership 
here requires staying ahead of the competition in offering greater price performance. 
 
 Paradigm-Shifting Innovation - The ability to develop and introduce breakthrough products 
that appeal to entirely new user markets or dramatically expand existing market opportunities 
(example: Chrysler Mini-Van, Sony PlayStation) 
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Ideas - The Seed Corn of Innovation
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The consulting firm Pittiglio Rabin Todd & McGrath (PRTM) has documented the important 
relationship between idea generation an product success rates.  The study shows that leading 
innovators generate twice the number of raw ideas, three times the number of new products and 
enjoy a 2X new product success rate compared to the industry average.  What this means is that 
companies need to be more effective not by getting products out the door quicker, but rather, by 
infusing more innovative ideas into their products.  . The sweet spot area for raising product 
innovation lies in the early “Discovery” phase of product development where leading companies 
widen the hopper of new ideas (the Seed Corn)  and focus more energy around testing and 
exploring ideas that can lead to potential breakthrough innovations.  
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Critical Success Factor
Being “Right-To-Market” provides far greater 
competitive advantage than “Time-To-Market”–
faster is not always better
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During the last 5 to 10 years, product development speed and cycle time reduction (e.g. time-to-
market) have been the core strategic focal points of most product development organizations.  
Getting products out the door sooner and gaining the “first mover” advantage has been the battle 
cry of users and technology vendors alike.  However, being first to market does guarantee 
success.  In the software spreadsheet market for example Visi-Calc was first to market but Lotus 
followed as the dominant player which in turn was dominated by Microsoft.  In the mountain 
biking market, Schwinn was first to market with a mountain bike but companies like Trek and 
Specialized are the dominant player while Schwinn no longer exists.  There are numerous other 
examples where being first to market does not always translate to sustained success. Agility and 
flexibility are much more critical than raw throughput speed.  Agility is the ability to change 
course quickly in response to changing market conditions and opportunities. While many 
enterprises have invested heavily in technologies and processes for improving throughput speed, 
this often requires “hard wiring” the processes and technologies together, resulting in less 
flexibility and agility. Key to having an agile process framework is the ability to quickly adapt or 
change product features in response to changing market requirements, or to quickly incorporate 
externally developed features from innovative suppliers and business partners. 
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ACTION Imperative #4: tellectual
property

i
The collective product intellectual property
of the corporation must be treated and 
managed as a vital corporate asset

Human Resource Assets
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Intellectual Property Assets

 
 

Most large companies have spend years and millions of dollars constructing asset management 
systems for their financial, inventory and capital needs.  However, few companies have treated 
their Intellectual Property with the same strategic zeal.  Of the major corporate assets that exist in 
a product oriented company, none is more important than their accumulated wisdom and know-
how.  Yet these knowledge assets are so dispersed among many systems and processes that it 
becomes very difficult for companies to access and leverage the many potential breakthrough 
ideas that are embodied in their own reservoir of Intellectual Capital.   Some industries however, 
particularly in the pharmaceutical area, treat their Intellectual Property as real strategic weapon 
and have system philosophies which reflect this thinking.  Many major breakthrough drugs for 
example, were discovered by mining the existing knowledge that exists within their Intellectual 
Property Asset Management systems.  Viagra was discovered by a team of researchers who 
uncovered and leveraged discoveries in treating high-blood pressure.  By aggregating the 
accumulated know-how into a PLM repository and making it easily accessible and leverageable 
by all knowledge workers, the potential for breakthrough discoveries and innovations can 
increase dramatically.   
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PLM Technology
PLM is not the sum of legacy 
CAD/CAM/CAE/PDM technologies … it’s a 
closed loop EcoSystem for transforming 
product intellectual capital into profits

echnology
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with web 
technologies

 
 

While PLM systems employ a number of traditional product development technologies such as 
PDM, CAD and DMU, a PLM strategy addresses an entirely different business mission and 
therefore requires a much more comprehensive systems architecture.  The selection and 
implementation of PLM technologies must done in a manner that is consistent with the broader 
mission of constructing a lifecycle asset management system for the collective Intellectual 
Property of the enterprise.  Therefore the technologies employed must be selected according to 
guiding principles of this mission versus the historic mission of accomplishing task and process 
automation.  Web enabling a PDM or CAD system is not sufficient for implementing a PLM 
strategy.  It is imperative that the PLM Pipeline is architected to address the entire product 
lifecycle chain (not isolated to the engineering organization) from the idea discovery stages 
through product maintenance and retirement. . 
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ACTION Imperative #4: 
Build The PLM EcoSystem echnology

Intellectual Property to Innovation
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Innovation Pipeline
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The proper way to position and think about PLM is in the context of its role as a closed-loop 
Intellectual Property (IP) Ecosystem of the enterprise.  Here PLM encompasses transforming 
ideas to profits on the outbound process path (Product Pipeline) and in turn, captures customer 
experiences which lead to new ideas on the return, inbound process path (Innovation Pipeline).  
Along the way, IP undergoes a number of important transformations (e.g. ideas to concepts, 
concepts to prototypes, prototypes to products, etc) and interacts with other operation systems 
such as ERP, SCM and CRM.  A PLM system provides a rich framework that allows all systems 
and users to easily interact with the enterprises’ IP in order to add value.  Unlike transaction-
oriented operational systems, PLM systems are uniquely architected to serve as the IP ecosystem 
because their inherit technologies and data structures can effectively deal with all the required IP 
abstraction levels (e.g. ideas, concepts, components, assemblies,  products, BOM’s,  process 
models, etc) and provides an excellent way to aggregate IP to be leveraged as an asset.    
As PLM systems become more well developed and deeply deployed throughout the enterprise, to 
the point where customers can interact directly within the PLM ecosystem, the need for other 
operational systems lessens.  For example, there is no need to erect a specialized after-market 
product service system if technicians can access renditions of product and repair information 
directly.  There is also no need to have many redundant BOM’s residing in the other operation 
systems if the original IP is accessible from the PLM system.  
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The PLM Problem….
Companies are succeeding with PLM in bringing 
products to market faster but failing to infuse new 
breakthrough innovations into their products

New Product Cycle Time % Product Revenue Growth

1990’s 2000’s 1990’s 2000’s

echnology

 
 

One of the key indicators which highlights the potential problem of misguided PLM 
implementations is the fact that while new product cycle times are declining, the rate of top-line 
product revenue growth is not increasing.  In fact, in most industries, the rate of product revenue 
growth is declining.  This means that while companies have become much more efficient and 
effective in getting new products out the door, they have failed to infuse these products with new 
innovative features such that they can charge a price premium or increase their market share.  
While weak worldwide economic conditions have certainly exacerbated the problem of declining 
product revenue growth, there is little doubt that companies need to do more to substantially alter 
their product development processes and systems to deliver higher levels of product innovation. 
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Underlying PLM Pitfalls

• PLM systems are too focused around optimizing the product 
creation process and ignore the larger problem of the 
innovation process

• Companies are failing to leverage and transform the potential 
breakthrough ideas and knowledge that exist in their own 
reservoir of product intellectual property

• The collaborative processes and technologies that companies 
employ are too focused around price concession initiatives and 
have failed to tap the enormous pool of innovation capital that 
exists within their supply chains

echnology

 
 

There are three fundamental reasons why PLM implementations are failing to deliver substantial 
increases in product revenue: 
 
1. PLM systems are too focused around optimizing the Product Creation process and ignore 
the larger problem of the Innovation process - Most PLM investment has historically been 
targeted at improving the efficiency of the product creation process (e.g. increasing engineering 
productivity).  However, in most companies, the innovation processes which are essential to 
creating unique, high-value products are either broken or non-existent.   
 
2. Companies are failing to leverage and transform the breakthrough ideas and knowledge 
that exist within their own reservoir of product intellectual property - The “Seed Corn” of 
innovation is embodied by the collective ideas and wisdom of the enterprise.  However, this 
“Innovation Asset” is not being used to its full potential. In most cases, the “Innovation Assets” 
are widely dispersed in many business systems and not easily accessible.  
 
3. The collaborative processes and technologies that companies employ are too focused 
around price concession initiatives and have failed to tap the enormous pool of innovation 
capital that exists within their supply chains - The most valuable asset that exists with a 
supply chain are not standard, “off-the-shelf” products, but rather, the talents and ideas that exist 
with the supply base to help build more exciting, highly differentiated products.  Too often, the 
large OEM’s direct its supplier to focus only on lowering costs versus delivering products that 
are more innovative and add unique, differentiation to the OEM’s products 
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The Solution…
Build out the PLM Innovation Pipeline

Traditional PLM 
Investment Focus

Realigned PLM 
Investment Focus

echnology

 
 

The key to directing PLM implementations towards achieving higher degrees of innovation, is 
building out the “Innovation Pipeline” part of the PLM Ecosystem.  For the most part, users have 
done a pretty good job of implementing the “Product Pipeline” (e.g. CAD/PDM) but have barely 
scratched the surface on implementing the Innovation Pipeline. Just as companies must re-align 
IT investments to put more money into PLM versus Operational Systems, companies must also 
make sure to re-calibrate PLM investments to put more money into systems and technologies 
that address the issue of increasing innovation. 
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Innovation Pipeline
The Innovation Pipeline enables the massive aggregation, 
enrichment, re-use and leverage of innovation capital. 

For Every CAD Model Created (the What)…..

• 1 to 5 analysis/calculation programs employed
• 5 to 10 collaborative engagements
• 10 to 15 governing engineering principles involved
• 15 to 20 related constraints and design goals
• 20 to 25 manufacturing related considerations
• 50 to 100 ideas considered 

There are (the Why and How) :

echnology

 
 

The Innovation Pipeline enables the massive aggregation, enrichment, re-use and leverage of 
Innovation Capital.  The term “Innovation Capital” refers to the digital and intellectual assets 
than comprise the enterprises collective wisdom of how products are conceived, developed, built, 
and maintained.  This rich Innovation Capital provides the seed corn and mechanisms for 
companies to derive and develop new product innovations.  One way to think about Innovation 
Capital is to think about the subset of Intellectual Assets that are used when creating a CAD 
model.  Studies have shown that for every CAD model created there are: 

• 1 to 5 analysis/calculation programs employed 
• 5 to 10 collaborative engagements 
• 10 to 15 governing engineering principles involved 
• 15 to 20 related constraints and design goals 
• 20 to 25 manufacturing related considerations 
• 50 to 100 ideas considered  

 
The CAD model in and of itself represents just the tip of the Intellectual Capital iceberg.  To 
enhance innovation, knowledge workers need to have rich, unfettered access to not only the 
CAD file (e.g. PDM), but also, all of the associated Intellectual Capital that led to the creation of 
the CAD model.  For the most part, these assets are not aggregated or easily accessible in most 
companies.   
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PLM Innovation Pipeline 
Components

• IP Asset Management: Aggregate innovation capital assets 

• Opportunity Management: Opporuntity assessment and idea 
generation tools and processes

• Imagineering: Tools for creating a graphic intellectual “sandbox” for 
knowledge workers to explore and experiment with new ideas

• Knowledge Fusion: Tools which allow knowledge to be infused and 
embedded in “smart” applications

• Collaboration: Tools and processes that emphasize and reward goal 
directed innovation – e.g. Request for Innovation versus Request For 
Quotation using synchronous collaboration

• Innovation Management: Digital “War Rooms” for managing new 
innovation campaigns – Design to Target

echnology

 
There are six key technological components required for building the Innovation Pipeline: 
IP Asset Management is the foundation element for the Innovation Pipeline. By aggregating the 
accumulated know-how into a PLM repository and making it easily accessible and leverageable 
by all knowledge workers, the potential for breakthrough discoveries and innovations can 
increase dramatically.   
Opportunity Management is a set of tools which allows product/market opportunities to be 
assessed and raw ideas to collected, refined, and judged.  This technology has long been used in 
the advertising and marketing fields for creating ad campaigns and has shown itself to be very 
applicable to brainstorming processes in product development. 
Imagineering provides capabilities for knowledge workers to do “deep dives” into the IP Asset 
management system to explore and experiment with new ideas.  Users can play with ideas in 
“wet cement” using capabilities such as Functional Modeling, Functional Prototyping and Shape 
Modeling. 
Knowledge Fusion is the set of capabilities which allows product knowledge to be encapsulated 
and infused into the PLM EcoSystem.  At its simplest form, this could be a set of CAD macros 
which helps to define product geometries.  More advanced capabilities include the ability to 
create knowledge-driven apps (e.g. Dassault’s Knowledgeware) or knowledge wizards (e.g. 
EDS’s Knowledge Fusion)  
Collaboration in the context of the Innovation Pipeline includes a set of collaboration tools that 
are organized for goal directed interaction.  For example, when dealing with suppliers – the 
collaborative context moves from “Request-For-Quotation” to “Request-For-Innovation”.  The 
collaboration paradigm here is generally much more synchronous versus the asynchronous 
collaboration model employed in the Product Pipeline.  
Innovation Management  is used to manage innovation in “campaign-like” style.  It employs a 
“War Room” usage metaphor where Innovation objects and assets are added to walls of a digital 
war room (see Centric Software) where they are monitored and managed in a “Design-To-
Target” fashion.  



PLM   A-C-T-I-O-N - 19 - © Collaborative Visions 2003 
 

  

© Collaborative Visions 2003

ACTION Imperative #6:
pportunity

Architecting and implementing a durable, best-in-class 
product development strategy requires continuous, 
systemic improvement which collectively addresses all 
engineering disciplines and new opportunities across the 
entire product lifecycle -- there are no quick fixes
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During the next five years, virtually every product developed will contain a mixture of 
mechanical, electrical/electronic, and software technologies.  Historically, the technology and 
process strategies with respect to each of the three major engineering disciplines have evolved in 
isolation from one another with very little time and effort devoted to bridging and integrating 
these areas together.  A successful product development strategy requires that all aspects of the 
product lifecycle are fully addressed – from the early concept/discovery stage through marketing 
and maintenance, across all of the three major engineering disciplines.  The piecemeal, quick-fix 
approaches of the past that focused technology and process re-engineering efforts on small 
portions of the development chain will no longer work  Instead, companies must begin adopting 
a much more systemic, big picture approach where each of the three major engineering 
disciplines begin evolving their technologies, processes and capabilities together.  
 
Additionally, PLM can aid the creation of new opportunity areas along the product lifecycle.  
Embedding configuration management systems in smart products (e.g. Aerospace, Shipbuilding), 
constructing customer-driven design portals, and developing high-value service after sales 
systems for maintenance technicians are all new and fertile areas of opportunity where PLM can 
play a major role. 
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Traditional Product Lifecycle Curve
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The S-Curve represents the traditional way to think about the various stages of a product’s 
lifecycle (e.g. Incubation, Growth, Maturity, Decline and End of Life) in relation to cash flow.  
The fundamental idea behind this curve is to minimize the cost of development (Incubation) and 
maximize sales revenues (Growth).  While this representation is useful, the thinking behind it is 
outdated and overly simplistic because the focus centers on the life of a product as opposed to 
the on-going life of Intellectual Property.  
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PLM ACTION Curve
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The sinusoidal PLM ACTION curve represents a more useful way to think about the life and 
asset utilization of Intellectual Property versus the life of products.  Here, the idea of continuous 
innovation is reflected across the new stages of Incubation, Growth, Learning and Leverage, and 
Renewed Growth in the context of the overall PLM ACTION strategy framework: 

 
Alignment:  Bring IT investment spending into balance 

Collaboration:  Exchanging insights, ideas, and knowledge with business 
partners –  not CAD files 

Technology:  Building the IP EcoSystem 

Innovation:  Delivering greater customer-driven and paradigm-shifting 
innovation 

Opportunity:  Address integration across the disciplines and pursue new 
lifecycle opportunities 

iNtellectual Property:  Treat and leverage product knowledge as a strategic asset 
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About Collaborative Visions 
 
 

Collaborative Visions, Inc. was formed in 2001 to provide insight, analysis and consulting to 
users and vendors in the emerging area of Product Lifecycle Management (PLM).  PLM is a 
business IT strategy that is focused on addressing the “big picture” problem of developing and 
delivering innovative products on a continuous basis.  It involves leveraging the assets of product 
intellectual capital across the value chain to maximize product innovation, improve development 
speed and agility, and enhance capabilities for delivering custom and user-tailored products that 
more closely align with customer preferences.   Our primary mission is to help clients maximize 
and accelerate initiatives aimed at exploiting PLM opportunities.  As a trusted business partner, 
Collaborative Visions is committed to our client's success. 
 
David Burdick, President 
 
Mr. Burdick is the Founder and President of Collaborative Visions, Inc where he leads all 
research and consulting activities in the areas of Product Lifecycle Management. He has more 
than 20 years of experience in engineering and manufacturing information technologies and is 
widely recognized as a leading authority in the emerging field of PLM. 
 
Prior to founding Collaborative Visions, Mr. Burdick served as a Vice President for Gartner 
Group's Manufacturing Applications Strategies Service covering C-Commerce, CPC, 
CAD/CAM/CAE and PDM markets and technologies since 1992. 
 
Prior to joining Gartner Group, Mr. Burdick spent eight years at Dataquest where he served as 
Vice President of Technology Analysis overseeing the activities of all U.S.-based research 
analysts in the areas of semiconductors, peripherals, computers, telecommunications and 
software. During his tenure at Dataquest, Mr. Burdick developed, launched and served as the 
lead analyst for a number of high technology research services including CAD/CAM and 
workstations. 
 
Prior to his tenure at Dataquest, Mr. Burdick was a Senior Systems Engineer for Auto-trol 
Technology where he served as a key technical consultant for the development, marketing and 
installation of CAD/CAM/CAE systems. Before Auto-trol, Mr. Burdick was a Design Engineer 
for International Harvester where he assisted in the design and implementation of large-scale 
CIM systems. 
 
Mr. Burdick holds a Bachelor of Science degree in mechanical engineering from Bradley 
University. 
 
  

 

 
 


