
 

Summary and further reading
Few other texts cover the technological, market and organizational aspects of innovation in an inte-
grated fashion. Drucker’s Innovation and Entrepreneurship (Harper & Row, 1985), provides an accessible
introduction to the subject, but perhaps relies more on intuition and experience than on empirical re-
search. A number of interesting texts have also been published since the first edition of this book ap-
peared in 1997. Trott’s Innovation Management and New Product Development (fourth edition, Prentice
Hall, 2008), particularly focuses on the management of product development, books by von Stamm
(Managing Innovation, Design and Creativity, second edition, John Wiley & Sons, Ltd, 2008) and Bruce
and Bessant (Design in Business, Pearson Education, 2001) have a strong design emphasis and Jones’
book targets practitioners in particular (Innovating at the Edge, Butterworth Heinemann, 2002). Dogson,
Gann and Salter (The Management of Technological Innovation, Oxford University Press, 2008) examine
innovation strategy and the ‘new innovation toolkit’, whilst Goffin and Mitchell (Innovation Management,
Pearson, 2005) also look from a management tools perspective. Brockhoff et al. (The Dynamics of
Innovation, Springer, 1999) and Sundbo and Fugelsang (Innovation as Strategic Reflexivity, Routledge,
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R E S E A R C H  N OT E

Mohanbir Sawhney, Robert Wolcott and Inigo Arroniz from the Center for Research in
Technology and Innovation at the Kellogg School of Management at Northwestern University,
USA, interviewed innovation managers at a number of large firms, including Boeing, DuPont,
Microsoft, eBay, Motorola and Sony, and from these developed a survey questionnaire which was
sent to a further 19 firms, such as General Electric, Merck and Siemens.76

Analysing these data, they derived an ‘innovation radar’ to represent the 12 dimensions
of business innovation they identified. Their definition of ‘business innovation’ does not
focus on new things, but rather anything that creates new value for customers. Therefore
creating new things is neither necessary nor sufficient for such value creation. Instead they
propose a systematic approach to business innovation, which may take place in 12 different
dimensions:

• Offerings – new products or services.
• Platform – derivative offerings based on reconfiguration of components.
• Solutions – integrated offerings which customers value.
• Customers – unmet needs or new market segments.
• Customer experience – redesign of customer contact and interactions.
• Value capture – redefine the business model and how income is generated.
• Processes – to improve efficiency or effectiveness.
• Organization – change scope or structures.
• Supply chain – changes in sourcing and order fufillment.
• Presence – new distribution or sales channels.
• Brand – leverage or reposition.
• Networking – create integrated offerings using networks.
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