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Womin-je-ka (Welcome)

Today we are proud to say that Melbourne is a significant
gathering place for all Aboriginal and Torres Strait Islander
peoples.

Alex Fletcher, founder of Freewheeler, 2017 joint winner
of the Resilient Melbourne Citymart Challenge

Shubha and Mayank Shukla, co‑founders of Joinwheels,
2017 joint winners of the Resilient Melbourne Citymart Challenge

About this guide
This guide explains how to design and run an open
innovation challenge. It was written for project
managers in local government, but it can serve
as an implementation guide for anyone.

Evaluations resulted in four finalists being invited to meet
with an assessment panel, the ‘Challenge Panel’, comprising
industry leaders of Melbourne’s transport sector.2 Two of these
submitters were subsequently announced as joint winners:
•

	Freewheeler (Fremantle, Western Australia) for its solution
to track and reward desirable travel behaviour in use of
public and active transport

•

	Joinwheels (Wyndham Vale, Victoria) for its
non‑commercial and enterprise-level carpooling solution.

The guide:
•

	introduces the role of open innovation challenges
in a local government context

•

	helps you decide whether a challenge will meet your
purpose

•

	helps you make crucial decisions in designing your
challenge

•

	sets out the basic steps of running a challenge

•

	identifies the resources you will need and the
materials you will need to develop.

The guide draws upon the experiences of running two recent
open innovation challenges in Melbourne:

The Resilient Melbourne Citymart Challenge (RMCC)
This challenge was run in 2017 by Resilient Melbourne in
collaboration with the City of Melbourne and Citymart.1
The challenge sought innovative solutions to two unwanted
consequences of rapid urban development in metropolitan
Melbourne: transport congestion and social disconnectedness.
In its open period, from March to June 2017, the challenge
received 109 submissions. Of these, 65 per cent came from
organisations and 35 per cent from individuals; 79 per cent
originated in Australia, while 21 per cent came from overseas.
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City of Melbourne Open Innovation Competition
on Accessibility (OICA)
This challenge, launched in February 2018, aimed to make the
city more accessible for people with a disability. In its open
period, from February to April 2018, the challenge received
32 submissions.
Like RMCC, the challenge was run collaboratively. Members of
the City of Melbourne’s Disability Advisory Committee were
instrumental in framing the problem statement, providing
advice during drop-in sessions for participants,3 and ultimately
in evaluating the entries. Several not-for-profit and corporate
organisations with an interest in urban accessibility also
assisted with drop-in session support, evaluation, and cash
and in-kind rewards for the winning submissions.4
The challenge culminated in a public pitch event: five
shortlisted submitters who had been selected from an initial
round of evaluations were given an opportunity to impress a
panel of judges.
The first prize of $20,000 was awarded to Melba (Melbourne)
– an app that pairs the City of Melbourne’s Open Data with
smart assistants such as Siri, Google Assist and Amazon’s
Alexa, to provide up-to-date information via voice, text and
screen readers.
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ClearPath’s Samantha Wong and Luannie Dang receive
their runners up award at the OICA pitch night

What is an open innovation challenge?
An open innovation challenge is a short exercise
designed to stimulate new ideas, solutions and
perspectives. It taps into the creativity and expertise
of a community, and is based on the premise that the
best answer to a problem will often come from outside
an organisation, rather than from inside it.
Challenges (also called ‘open innovation competitions’ or
‘challenge prizes’) vary in scale, but typically involve these
three steps:
1.

A problem is identified and described.

2.	A challenge is designed, opened for participation and
publicised.
3.	The best submissions are recognised, rewarded and
supported in some way that helps meet the purpose of the
challenge.

Companies sometimes found it more useful to import or
export knowledge (such as by licensing or patent trading)
than to rely solely on internally generated knowledge.
The concept of ‘challenges’ is much older. Challenges were
used as a way to source new ideas as early as the 1500s, and
throughout history have been a used by innovative organisations,
particularly large companies with a technical focus.
But the public sector has not used open innovation
approaches to the same extent. An opportunity exists for open
innovation to play a greater role in solving civic problems,
although lessons from the private sector cannot always be
easily transferred to the public sector. As the following table
shows, there are fundamental differences between the aims,
benefits and parties involved in open innovation in the private
and public sectors.

The term ‘open innovation’ was defined by Henry Chesbrough
in 2003 as “a distributed innovation process based on
purposively managed knowledge flows across organisational
boundaries”.5 Chesbrough observed that open innovation
had become a reality in a maturing knowledge economy.

Differences between open innovation in the private and public sectors
Open innovation in the private sector

Open innovation in the public sector

Aim

Gain a competitive commercial advantage
by developing a new product or service.

Make changes in public services, programs and
policies to improve performance, or to stimulate new
services in the market to address the issue at hand.

Benefit

Higher revenues.

Public benefit through the availability of new or
improved government services, or the availability
of market-based services.

Parties
involved

Suppliers, customers, competitors, partners,
research organisations.

Citizens, online intermediaries, academics, other
governmental organisations, private sector,
non‑profit organisations.
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Is an open innovation
challenge right for you?
Deciding whether an open innovation challenge is the
right tool for your particular problem is an important
first step. Not all problems are well suited to open
innovation challenges: those that are difficult to define
and understand, or for which effective solutions are
already known, do not benefit from an open process.
Open innovation challenges are just one method an
organisation can use to solve problems. Other methods
include research, consultancy services, grant programs and
human-centred design exercises, to name a few. If you can
satisfy the following criteria, you are well placed to address
your problem with open innovation:
•	You can clearly describe your problem and the goal of the
challenge.
•	The best solutions for your problem are likely to be
revealed through an open and public process.
•	You can offer incentives and motivate people and groups
to participate.
•	You can clearly and objectively evaluate the submissions
you will receive.
•	You believe the submissions you receive will be adopted
and will be of practical benefit.

Identification of such additional objectives will subsequently
guide the challenge exercise. They might include:
•	raising community awareness of a problem affecting
a municipality
•	building the capacity of new innovators, and supporting
their entry into the market
•	gathering new information and data on a problem
•	prompting new collaborations and partnerships
•	encouraging others to invest in solving a municipal
problem or making advances.
In most cases, you will be seeking both quantity and quality
of ideas. But do ask yourself: why are you running the
challenge in the first place? If you are struggling to pin down
your objectives, follow the ‘SMART’ rule: targets should be
Specific, Measurable, Achievable, Relevant and Time-bound.
Having clear objectives makes it easier to plan your challenge,
and gives you a measure for success.

Checklist
 Clarify your aims and constraints.

•	You can measure when and whether you have achieved the
goal of the challenge.

 Investigate the problem, need or opportunity in
depth, and check that you have the right conditions
for running a challenge.

Although challenges are undertaken primarily to solve
problems, they bring other important benefits that you should
also consider when deciding whether to go ahead.

 T
 hink about likely innovators – the people you would
want to participate in your challenge – and how you
might encourage them to take part.
 D
 iscuss your ideas and research findings with experts
and, if necessary, do further research before finalising
the problem statement and launching the challenge.
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People and resources
you will need
An open innovation challenge need not be expensive,
or use many resources. It can be successfully run
by a small project team, or even by an individual.
While some larger challenges may warrant the recruitment
of specialists (such as technicians, or marketing and
communications experts), most can be run by a generalist
project manager.
The people and resources you will need to assemble,
at a minimum, are:
•	an online platform to communicate all aspects
of the challenge
•	communications professionals with sector
knowledge, to help identify likely participants
•	social media and communications expertise
to promote the opportunity
•	a judging panel of relevant experts and interested
organisations and individuals.

It might also be worth setting up partnerships to increase
the scale, visibility and reach of your initiative. This might
include convening key sectoral agents and institutions,
or neighbouring municipalities who are similarly interested
in solving your challenge problem.
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The governance and management structure developed
for the RMCC had three tiers:
•	The Challenge Panel comprised industry, government
and academic leaders with strong links to the problem
of the challenge. Its primary roles were to affirm the
problem statement, assess the submitted applications,
and champion the procurement of the winning solution(s)
in their organisations or across their wider networks.
•	The Working Team comprised representatives from
councils across metropolitan Melbourne. Its primary
roles were to provide strategic guidance throughout
the course of the challenge, including the development
of the problem statement, and to undertake preliminary
reviews of submitted applications to help identify finalists
to be assessed by the Challenge Panel.
•	The Operational Team comprised day-to-day project
managers. This group assisted in the initial framing of
the problem, coordinated meetings of the Challenge
Panel and Working Team, and managed communications,
online content, and procedures and logistics relating to
evaluation. It also coordinated promotion of the winners
and organised introductions to relevant organisations.
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Framing the problem
The success of an open innovation challenge relies
heavily on a well-articulated statement of the problem
to be solved. Since this will be the focal point to entice
participation, the problem statement needs to be
easily comprehensible and engaging.
The problem statement should clearly convey:
•	the scope of the problem: what should and shouldn’t be
considered, what precisely is to be solved and what are the
temporal, geographic and jurisdictional boundaries
•

the intended benefits of the solutions

•	other context to the problem: historical and current
attempts to solve the problem, relevant research, and
the interests and concerns of the groups and individuals
currently affected by the problem, or those likely to be
involved in implementing any solution.

For both RMCC and OICA, we engaged sectoral experts from
our existing governance structures to ensure that our problem
statements were accurate, and framed to elicit the kinds of
submissions we wanted. The problem statements also included
references to research and evidence, to offer participants a
deeper understanding of the problem to be solved.

Checklist
 D
 evelop your problem statement in collaboration
with informed stakeholders and experts.
 P
 rovide evidence and background information, to put
your problem into context.
 Be precise and direct in articulating the problem.
 B
 roaden or narrow the framing of a problem to
adjust the appeal of participating in the challenge.

The level of detail in the problem statement will depend
on the nature of the problem. Some can be presented in
a single paragraph, while others may need several pages.
Whatever length you settle on, be aware that the level of
detail will influence the diversity of submissions you eventually
receive: presenting a broadly framed problem will invite
diverse submissions, while presenting a narrowly framed
problem will limit the diversity and number of submissions.
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The online platform
You will need an online platform capable of
communicating all aspects of the challenge and
facilitating the submission and evaluation processes.
Over the course of the challenge, the platform will need to
accommodate:
•	initial announcement of the challenge and associated
information

This option can ease both the promotional burden (some
aggregator platforms can activate large, often international,
networks of potential submitters) and the project
management burden (some platforms also offer end-to-end
challenge management services).
Some international platform services include:7
•	
Citymart

•	announcements of updates

•	
Crowdicity

•	answers to frequently asked questions

•	
GOOD Maker

•	a way for participants to ask questions (such as a
dedicated email inbox or online query form)

•	
InnoCentive

•	a submission form, preferably offering a choice of direct
data entry or file upload

•	
NineSights

•	a means of either downloading all responses received
or reviewing responses via the platform during the
evaluation stage.
You will need to decide whether to use an existing platform
service or to develop your own. This decision comes with a
number of considerations relating to cost, development time,
control and sophistication.
To develop your own platform, you will need a web page that
either has its own integrated form functionality, or links to an
external form or submission product (such as FluidReview or
Submittable).
In the absence of the above, you might consider posting your
challenge on a challenge aggregator site – a platform that
advertises challenges on behalf of problem-holders.
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•	
Nesta’s Challenge Prize Centre8

•	
Skild

Checklist
 D
 evelop or use an existing online platform that
can meet the basic requirements of the submission
process.
 B
 uild in functionality to allow assessment of
submissions in the same platform – or, at a minimum,
the ability to extract submissions in .csv or similar
formats.
 E
 nsure the platform is clear and simple to navigate,
and provides constant access to essential information
(as presented in Challenge parameters, below).
 G
 ive participants the ability to save and return to
their submissions at a later time.
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Challenge parameters
To be sure that targeted participants understand
the challenge, you will need to present a range of
supplementary information, or ‘challenge parameters’.
These parameters are just as important as the problem
statement in attracting participants.
The main challenge parameters and their considerations are:

1. Eligibility
A statement of who is eligible to take part will provide
clarity for potential participants. In keeping with the ethos of
open innovation, most challenges have a broad, all-inclusive
eligibility policy, though some narrow their eligibility to meet
certain priorities (such as restricting participation to university
students). Both RMCC and OICA were open to participants
aged over 18 years, of all backgrounds and affiliations,
including employees of the partnering organisations.

2. Submission requirements
The submission requirements should give assessors the right
type and extent of information necessary for making sound
judgements, without making the process too onerous for
submitters.
a.	You might request written statements, plans, drawings,
videos, product demonstrations and operational models.
The most common approach, and one used in both RMCC
and OICA, is to seek a written statement prepared against
evaluation criteria – rather like a job application. This offers
the easiest experience for submitters and assessors alike.
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b.	Whichever form of evidence you request, make sure that it
directly and explicitly addresses the evaluation criteria for
your challenge.
c.	In addition to the parts for assessment, you may
like to include a series of demographic and other
intelligence‑gathering questions. This will allow you to
profile your participants for measurement and reporting
purposes (for instance, determining whether your
submitters are individuals or organisations).

3. Duration of open period
The time you set for the open period will affect the number
of submissions you receive. A period that is too short will
limit the effectiveness of your outreach campaign, as your
communications will not have enough time to percolate
through social media. A period that is too long will begin
to incur project management costs without providing the
benefit of greater participation. The most suitable duration will
depend on your own circumstances, but we suggest between
four and 16 weeks, depending in part on the complexity of
the problem being posed. RMCC and OICA had open periods
of 12 weeks and six weeks respectively. The vast majority of
submissions were received in the last days of the open period.

4. Competition versus collaboration
Some challenges encourage submitters to form groups or to
collaborate on submissions. For this to occur, you should provide
an opportunity (either online or face-to-face) for participants
to connect with one another and share ideas. If you want
collaboration, you must make submissions visible to the field as
they are being developed, and actively introduce submitters to
each other. Alternatively, you can uphold competitiveness by
retaining anonymity in the submission process.

THE OPEN INNOVATION CHALLENGE

MENU

5. Evaluation criteria

6. The reward

Your evaluation criteria are a means of specifying precisely the
type of solutions you seek. Both RMCC and OICA used five criteria:

To motivate people and organisations to participate in your
challenge, emphasise the incentives on offer. These can take
many forms: while cash prizes are most common, whether
purse cash or associated with the procurement of the winning
submission, you do not necessarily need to offer cash to
attract participants. Challenges create an opportunity for you
to expand your network of partners and collaborators, who
can help you deliver services to your clients or residents.
Other considerations that motivate participants include:

RMCC

OICA

Feasibility

Feasibility

Impact

Impact

Problem alignment

Conceptually and
technically sound

•	satisfaction of solving a complex problem and contributing
to the public good

Local suitability

Scalability

•	opportunity to raise their own profile and increase brand
visibility

Inclusion and community
participation

Innovation

•	opportunity to develop new capabilities
•	opportunity to secure new business, including partnerships

Frame your criteria unambiguously, by describing briefly what
each one means, and the weight that each criterion will carry in the
assessment. For instance, feasibility may be a deal-breaker, or may
be a nice-to-have if your challenge is more focused on generating
ideas and consideration of the extent to which the proposed
solution addresses the specific problem posed. If, for example, you
choose ‘impact’ as a criterion, explain where, to whom, and how
you expect submissions to have positive benefits / ‘impacts’.

10
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•	opportunity to obtain feedback on ideas and ways of
doing things.
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7. Publicity and privacy

9. Terms and conditions

As a challenge host, you may wish to publicise details from
some of the submissions as a means of promoting the
challenge, either during the open period in order to attract
submissions, or following the award stage to demonstrate
the results of the challenge and the nature and range of
submissions received. Some submitters will appreciate this
publicity as free marketing for their commercial enterprises,
while others may wish to remain anonymous. You might like
to give non-winning participants the choice to opt out of
promotional coverage, while stipulating as a condition of
entrance into the challenge that winning participants work
with you to support the publicity and promotional activities
that come with the announcement of the challenge outcome.

To ensure that all parties involved in the challenge clearly
understand their rights and obligations, you should publish a
statement of terms and conditions on the challenge platform.
For RMCC and OICA, the terms and conditions presented
to participants covered all important challenge parameters,
including points 1 to 8 discussed above.

8. Intellectual property
Open innovation challenges generally elicit private ideas
for public dissemination. It is therefore vital that intellectual
property parameters are clearly specified. We suggest
providing assurances that the ownership of intellectual
property associated with submissions is fully retained
by submitters. You may wish to publish a statement
(perhaps an item in the challenge’s terms and conditions)
clearly setting out the intellectual property arrangements.
Instructions issued to assessors and others involved could
state that any submission details they will access are
commercial‑in‑confidence.
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Checklist
 Clearly state the following:
•

financial and non-financial rewards

•

eligibility and selection criteria

•	deadline for submission and other milestones
(such as provision of advice and support, or
interim prizes)
•

assessment and judging methods

•

anything else of relevance to participants.

 D
 evelop a statement of terms and conditions.
Make entrance into the challenge subject to the
acceptance of these terms and conditions.
 P
 rovide responses to frequently asked questions, and
set up an advice line for interested participants to
ask questions and discuss issues.

THE OPEN INNOVATION CHALLENGE
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Promotion and outreach
A strong outreach campaign is critical to the success
of your open innovation challenge. Without effective
communications reach and penetration, you will
not attract an adequate volume and diversity of
submissions. This in turn will limit the success
of the challenge.
Social media and open innovation work well together. The
open nature of social media, where appealing content can
gather momentum and find an audience far beyond your
immediate networks, is ideal to meet the wide dissemination
needs of open innovation.
Our advice is to promote your challenge heavily at the
beginning of the open period, allowing time for news of the
opportunity to percolate through social media networks.
Further promotion is valuable throughout the open period,
as a reminder to interested participants and to stimulate
new interest. Make a final push as the open period end-date
approaches, to remind potential submitters of the upcoming
deadline.
For RMCC, we took advantage of the disseminating power
of allied individuals and organisations. We invited members
of our Challenge Panel to write blog posts on the challenge
problem, and we contacted every organisation we deemed
relevant and likely to be interested in disseminating
promotional messages.

It can be difficult to determine the ideal level of
communications activity required to promote a challenge.
Submitters tend to submit their solutions close to the
published deadline. Setting up Google Analytics reports for
your challenge website will help you track the success of your
communications activity. Metrics such as the number of users
visiting your challenge website, the source of their visit (such
as via another website, an email or social media channel), and
the length of their session will help you track communications
activity and adjust accordingly. Resources permitting, we
suggest erring towards over-investing in communications.

Checklist
 U
 se all suitable social media and other promotional
channels to disseminate your challenge opportunity.
 C
 ontact online publications associated with
problem‑solving, innovation or the problem domain.
 A
 sk influencers allied to your organisation or the
challenge project to share messages and stories.
 C
 reate a communications toolkit (containing sample
messages, links, and other resources) to enable easy
dissemination.
 U
 se related content to draw attention to the
challenge opportunity.

To encourage these allied individuals and organisations to
assist us, we developed and shared a communications toolkit
– an online resource containing sample messages, links, digital
assets and other useful information. Their dissemination
task then simply involved a few mouse clicks, rather than
developing content.
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The open period
During the open period, the project manager’s main
tasks are to make sure that communications reach the
target audiences, build and sustain momentum among
the audience, monitor registration and submissions
activity and respond to questions as they arise.
If you have made all information expected by submitters easily
available (as set out in Challenge parameters), you should
receive only a small number of requests from submitters
seeking guidance or clarification on the process. But you still
need an advice line: publish an email address or enquiry form
on the challenge platform and monitor it during and after the
challenge.
A pre-registration system, where interested participants sign
up to get full access to the challenge platform as they discover
the opportunity and begin to draft their submissions, can give
you an idea of the eventual number of submissions that you
are likely to receive.9 The ideal number will again depend on
the nature of your challenge. While there is no magic number,
you have been successful if the number of submissions
received allows you to select a shortlist of high-quality
submissions. For RMCC, we tentatively set a minimum goal of
30 submissions. We also knew that we did not wish to receive
hundreds of submissions. The problem statement (page 7)
and the challenge parameters (page 9) were designed to
encourage quality submissions rather than sheer volume.

Checklist
 M
 ake sure that participants have access to an advice
channel to have any queries answered.
 C
 onsider implementing a program of ‘activations’
throughout the open period, to encourage quantity
and quality of submissions. Activations might include:
•

webinars

•

networking events

•

site visits

•	facilitated connections with experts or other
stakeholders related to the problem.
 M
 aintain a buzz around the challenge, creating
opportunities to publicise the challenge and shine a
light on the submissions under development.

If your registration rate suggests that there will be an
unsatisfactory number of submissions, you may want to
extend the open period, and reinforce your promotional
activity. But before you make this decision, remember that the
most activity generally occurs close to the deadline.
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Kyle Mantesso collects the winner’s award of OICA for his product
Melba – a voice interactive app that assists people with a disability

Assessment
At the end of the open period, have arrangements in
place to start the assessment phase immediately.
This preparation will involve having your assessors book
the necessary time in their schedules, and being briefed to
undertake their task. Give them written guidance on how to
assess submissions against the assessment criteria. If you
are promising to pass on feedback to submitters, instruct
your assessors to provide written comments alongside their
numerical scores.
If you have received more than 30 or 40 submissions, you may
like to develop an assessment process that lessens the burden
on assessors. For example, you could divide the submissions
among the assessors (but have at least three assessors per
submission, to ensure objectivity).
To evaluate the 109 submissions received for RMCC, we
allocated bundles of about 35 submissions to each assessor.
Our allocation system ensured that each submission was
reviewed by at least three people. We used a similar approach
for OICA.

Checklist
 P
 repare a briefing pack for assessors.
This should include:
•

the assessment criteria

•

guidance on interpreting and applying the criteria

•	specific advice on judging whether a proposal
is innovative or has potential.
 H
 old a briefing meeting with the assessment team
to ensure everyone understands what success looks
like, in accordance with the purpose of the challenge.
 R
 eceive and moderate assessments and determine
winners.
 Notify winners and all other participants of the results.
 O
 ffer feedback to participants, both successful
and unsuccessful.

Another consideration is whether to assess all submissions in
a single phase (selecting the challenge winner from the initial
pool of submissions), or to assess them in stages (by creating
one or two shortlists). Shortlisting has two benefits. First, it
offers the opportunity to seek additional information from
shortlisted submitters, and move to a deeper due-diligence
phase before finally selecting the winner(s). Second, it allows
the assessment task to be shared. For example, an operational
unit could do the preliminary assessments, then senior
management or partner organisation assessors could make
the final assessments.

14
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The post-award stage
The post-award stage is not simply a time to tie up
loose ends and wind down activity. Rather, this can
be the most beneficial phase of the entire process.
This is when the winners glean the benefits of taking
part and, eventually, citizens or communities affected
by the challenge problem are helped by the winning
solution(s).
Effective follow-through to support participants, particularly
the winning participants who have been promised rewards
(including contracts), will bring the greatest practical
benefits to all involved. There is also value in maintaining
communication with the non-winning participants.
Depending on the nature of your challenge problem and the
type of submitters it has attracted, you may like to formalise
a network from the field of submitters, to maintain focus,
discussion and support in solving the challenge problem.

Checklist
 Inform all participants of the results of the challenge
in a timely manner, and especially before any public
announcement of winners.
 Instigate any necessary procurement procedures,
in keeping with your standard policies and
arrangements.
 C
 arry out the arrangements you specified in your
original communications plan for conferring the
award(s).
 R
 un a publicity campaign to draw attention to the
winners, and to your efforts to solve the challenge
problem.
 G
 ive feedback to participants about the judges’
assessment of their submissions.
 E
 valuate the entire challenge, seeking feedback from
participants, judges and partners.
 K
 eep interested parties, including non-winning
participants, updated about developments in the
problem domain.
 D
 irect participants to other opportunities, and
introduce them to potential investors, collaborators,
sponsors and others.
 P
 eriodically check progress on the post-award
support that is being given to winners – be sure to
keep all your promises.

15
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Footnotes

Image credits

1	Citymart is a New York–based global technology company that
empowers city officials to better serve their communities through
access to data, insights and peers. Citymart is a platform partner
of 100 Resilient Cities – a global network set up by the Rockefeller
Foundation. Melbourne is a member city of 100 Resilient Cities.

Cover
City of Melbourne / That Startup Show. Photographer Wren Steiner

2	Partner organisations represented on the Challenge Panel for
the Citymart Challenge were City of Melbourne, Committee for
Melbourne, Foundation for Young Australians, Infrastructure Victoria,
Public Transport Victoria, RACV, RMIT University, the University of
Melbourne and the Victorian State Government.
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3	During the open period of OICA, three drop-in sessions were
arranged to offer potential submitters advice from people with
a disability, and technology, data and business-case advice from
experts in partner organisations.

Page 5
City of Melbourne / That Startup Show. Photographer Wren Steiner

4	Partner organisations for OICA were Accenture, Central Queensland
University, Guide Dogs Victoria, Impact Co., Microsoft, Public
Transport Victoria, Telstra, and Travellers Aid Australia.
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City of Melbourne / That Startup Show. Photographer Wren Steiner

5	H. Chesbrough and M. Bogers, 2014. Explicating open innovation:
Clarifying an emerging paradigm for understanding innovation. In
H. Chesbrough, W. Vanhaverbeke, & J. West (eds), New Frontiers in
Open Innovation, pp. 3–28. Oxford: Oxford University Press, p. 17.
6	Adapted from A. Kankanhalli, A. Zuiderwijk and G. Tayi, 2017. Open
innovation in the public sector: A research agenda. Government
Information Quarterly 34, pp. 84–9.
7	At the time of writing, no Australian-based challenge management
platforms are known to exist.
8	We recommend Nesta’s Challenge Prize Centre for further reading
on all aspects of designing and implementing a challenge.
9	For RMCC, the conversion rate from registrants to submitters was
approximately 65 per cent.
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