
 

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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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.

c01.qxd  2/9/09  4:22 PM  Page 48

usuario
Rectangle



 

2002) provide some largely European views, whilst Ettlie’s Managing Technological Innovation (John
Wiley & Sons, Inc., 1999) is based on the experience of US firms, mainly from manufacturing, as are
Mascitelli (The Growth Warriors, Technology Perspectives, 1999) and Schilling (Strategic Management of
Technological Innovation, McGraw Hill, 2005). A few books explore the implications for a wider develop-
ing country context, notably Forbes and Wield (From Followers to Leaders, Routledge, 2002) and
Prahalad (The Fortune at the Bottom of the Pyramid, Wharton School Publishing, 2006) and a couple look
at public policy implications (Branscomb, L. and J. Keller, eds. Investing in Innovation, MIT Press, 1999;
Dodgson, M. and J. Bessant, Effective Innovation Policy, International Thomson Business Press, 1996).

There are several compilations and handbooks covering the field, the best known being Strategic
Management of Technology and Innovation (Burgelman, R., C. Christensen, and S. Wheelwright, eds.,
McGraw-Hill, 2004) now in its fourth edition and containing a wide range of key papers and case stud-
ies, though with a very strong US emphasis. A more international flavour is present in Dodgson and
Rothwell (The Handbook of Industrial Innovation, Edward Elgar, 1995) and Shavinina (International
Handbook on Innovation, Elsevier, 2003). The work arising from the Minnesota Innovation Project also
provides a good overview of the field and the key research themes contained within it (Van de Ven, A.,
The Innovation Journey, Oxford University Press, 1999).

Case studies of innovation provide a rich resource for understanding the workings of the process in
particular contexts. Good compilations include those of Baden-Fuller and Pitt (Strategic Innovation,
Routledge, 1996), Nayak and Ketteringham (Breakthroughs: How leadership and drive create commercial
innovations that sweep the world, Mercury, 1986) and von Stamm (The Innovation Wave, John Wiley &
Sons, Ltd, 2003), whilst other books link theory to case examples, for example Tidd and Hull (Service
Innovation, Imperial College Press, 2003). Several books cover the experiences of particular companies
including 3M, Corning, DuPont, Toyota and others (Kanter, R., ed., Innovation: Breakthrough thinking at
3M, DuPont, GE, Pfizer and Rubbermaid, Harper Business, 1997; Graham, M. and A. Shuldiner, Corning
and the Craft of Innovation, Oxford University Press, 2001; Kelley, T., J. Littman, and T. Peters, The Art of
Innovation: Lessons in Creativity from Ideo, America’s Leading Design Firm, Currency, 2001). Internet-
related innovation is well covered in a number of books mostly oriented towards practitioners, for ex-
ample, Evans and Wurster (Blown to Bits: How the New Economics of Information Transforms Strategy,
Harvard Business School Press, 2000), Loudon (Webs of Innovation, FT.Com, 2001), Oram (Peer-to-Peer:
Harnessing the Power of Disruptive Technologies, O’Reilly, 2001) Alderman (Sonic Boom, Fourth Estate,
2001) and Pottruck and Pearce (Clicks and Mortar, Jossey Bass, 2000). The implications of the Internet
for greater user involvement in the innovation process and the emergence of new models is dealt with
by von Hippel (The Democratization of Innovation, MIT Press, 2005) and others (e.g., Tapscott, D. and A.
Williams, Wikinomics, Portfolio, 2006). 

Most other texts tend to focus on a single dimension of innovation management. In The Nature of the
Innovative Process (Pinter Publishers, 1988), Dosi adopts an evolutionary economics perspective and
identifies the main issues in the management of technological innovation. On the subject of organiza-
tional innovation, Galbraith and Lawler (Organizing for the Future, Jossey Bass, 1988) summarize recent
thinking on organizational structures and processes, although a more critical account is provided by
Wolfe (Organizational innovation, Journal of Management Studies, 31 (3), 405–432, 1994). For a review
of the key issues and leading work in the field of organizational change and learning see Cohen and
Sproull (Organizational Learning, Sage, 1996). Bessant (High Involvement Innovation, John Wiley &
Sons, Ltd, 2003), Boer et al. (CI Changes, Ashgate, 1999), Imai (Kaizen, Random House, 1987)
Schroeder and Robinson (Ideas are Free, Berrett Koehler, 2004) look at the issue of high involvement in-
cremental innovation.
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Most marketing texts fail to cover the specific issues related to innovative products and services, al-
though a few specialist texts examine the more narrow problem of marketing so-called ‘high-technology’
products, for example, Jolly (Commercialising New Technologies, Harvard Business School Press, 1997)
and Moore (Crossing the Chasm, Harper Business, 1999). Helpful coverage of the core issues are to be
found in the chapter, ‘Securing the future’ in Hamel and Prahalad’s Competing for the Future (Harvard
Business School Press, 1994) and the chapter ‘Learning from the market’ in Leonard’s Wellsprings of
Knowledge (Harvard Business School Press, 1995). There are also extensive insights into adoption behav-
iour from a wealth of studies drawn together by Rogers and colleagues (Diffusion of Innovations, Free
Press, 1995). 

Particular themes in innovation are covered by a number of books and journal special issues, for ex-
ample, services (Best, M., The New Competitive Advantage, Oxford University Press, 2001), networks and
clusters (Cooke, P. and K. Morgan, The Intelligent Region: Industrial and Institutional Innovation in Emilia-
Romagna, University of Cardiff, 1991), sustainability (Dodgson, M. and A. Griffiths, Sustainability and
innovation – Special issue, Innovation Management, Policy and Practice, 2004) and discontinuous innova-
tion (Day, G. and P. Schoemaker, Wharton on Managing Emerging Technologies, John Wiley & Sons, Inc.,
2000; Foster, R. and S. Kaplan, Creative Destruction, Harvard University Press, 2002). Various web-
sites offer news, research, tools, etc., for example AIM (www.aimresearch.org) and NESTA
(www.nesta.org.uk). A full and updated list is available on the website accompanying this book
www.managing-innovation.com.

Web links

Here are the full details of the resources available on the website flagged throughout the text:

Case studies:
Kumba Resources
Inditex/Zara
Aravind Eye Clinics
Freeplay Radio
Karolinska Hospital
Model T Ford
LEGO
Threadless
Philips Atmosphere provider
The dimming of the light bulb
Continuous improvement cases

Interactive exercises:
Strategic advantage through innovation
Using the 4Ps
Patterns of discontinuous innovation
Architectural and component innovation
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Tools:
4Ps for mapping innovation space
Continuous improvement tools and techniques
Product life cycle analysis

Video podcast:
Finnegans Fish Bar (4Ps)
Patrick Mchaughlin, Cerulean

References
1. De Jager, B. C. Minnie, C. De Jager, M. Welgemoed, J. Bessant, and D. Francis (2004) Enabling

continuous improvement – an implementation case study. International Journal of Manufacturing
Technology Management, 15 (4), 315–24.

2. Port, O. (2004) The signs they are a changing. Business Week, p. 24.
3. Prahalad, C.K. (2006) The Fortune at the Bottom of the Pyramid, Wharton School Publishing, New

Jersey.
4. Bessant, J. and A. Davies (2007) Managing service innovation. DTI Occasional Paper 9: Innovation

in Services, Department of Trade and Industry, London.
5. Boden, M. and I. Miles, eds (1998) Services and the Knowledge-Based Economy, Continuum, London.
6. Tidd, J. and F. Hull, eds (2003) Service Innovation: Organizational Responses to Technological

Opportunities and Market Imperatives, Imperial College Press, London.
7. Baden-Fuller, C. and M. Pitt (1996) Strategic Innovation, Routledge, London.
8. Jones, T. (2002) Innovating at the Edge, Butterworth-Heinemann, London.
9. Albury, D. (2004) Innovation in the Public Sector, Strategy Unit, Cabinet Office, London.

10. Kaplinsky, R., F. den Hertog and B. Coriat (1995) Europe’s Next Step, Frank Cass, London.
11. Baumol, W. (2002) The Free-Market Innovation Machine: Analyzing the Growth Miracle of Capitalism,

Princeton University Press, Princeton.
12. Hauptly, D. (2008) Something Really New, AMACOM, New York, p. 4.
13. Innovaro (2008) Innovation Briefing, Innovation Leaders 2008, www.innovaro.com.
14. Financial Times (2008) The nuts and bolts of innovation. Financial Times, 5 March.
15. Department of Trade and Industry (2003) Competing in the Global Economy: The Innovation

Challenge, Department of Trade and Industry, London.
16. Statistics Canada (2006) Labour Force Survey. Statistics Canada, Ottawa.
17. Souder, W. and J. Sherman (1994) Managing New Technology Development, McGraw-Hill, New York.
18. Tidd, J., ed. (2000) From Knowledge Management to Strategic Competence: Measuring Technological,

Market and Organizational Innovation, Imperial College Press, London.
19. Rosenau, M., et al., eds (1996) The PDMA Handbook of New Product Development, John Wiley and

Sons, Inc., New York.
20. Stalk, G. and T. Hout (1990) Competing against Time: How Time-Based Competition is Reshaping

Global Markets, Free Press, New York.
21. Womack, J., D. Jones and D. Roos (1991) The Machine that Changed the World, Rawson Associates,

New York.

R E F E R E N C E S 5 1

www.managing-innovation.com

c01.qxd  2/9/09  4:22 PM  Page 51



 

22. Belussi, F. (1989) Benetton – a case study of corporate strategy for innovation in traditional sectors.
In M. Dodgson, ed., Technology Strategy and the Firm, Longman, London.

23. Pfeffer, J. (1994) Competitive Advantage through People, Harvard Business School Press, Boston, MA.
24. Foster, R. and S. Kaplan (2002) Creative Destruction, Harvard University Press, Boston, MA.
25. Francis, D., J. Bessant and M. Hobday (2003) Managing radical organisational transformation.

Management Decision, 41 (1), 18–31.
26. Evans, P. and T. Wurster (2000) Blown to Bits: How the New Economics of Information Transforms

Strategy, Harvard Business School Press, Boston, MA.
27. Von Hippel, E. (2005) The Democratization of Innovation, MIT Press, Cambridge, MA.
28. Schrage, M. (2000) Serious Play: How the World’s Best Companies Simulate to Innovate, Harvard

Business School Press, Boston, MA.
29. Gann, D. (2004) Think, Play, Do: The Business of Innovation. Inaugural Lecture, Imperial College

Press, London.
30. Schumpeter, J. (1950) Capitalism, Socialism and Democracy, Harper and Row, New York.
31. Bryson, B. (1994) Made in America, Minerva, London.
32. Tapscott, D. and A. Williams (2006) Wikinomics – How Mass Collaboration Changes Everything,

Portfolio, New York.
33. Francis, D. and J. Bessant (2005) Targeting innovation and implications for capability develop-

ment. Technovation, 25 (3), 171–83.
34. Hamel, G. (2000) Leading the Revolution, Harvard Business School Press, Boston, MA.
35. Ulnwick, A. (2005) What Customers Want: Using Outcome-Driven Innovation to Create Breakthrough

Products and Services, McGraw-Hill, New York.
36. Ettlie, J. (1999) Managing Innovation, John Wiley & Sons, Inc., New York.
37. Hollander, S. (1965) The Sources of Increased Efficiency: A Study of DuPont Rayon Plants, MIT Press,

Cambridge, MA.
38. Tremblay, P. (1994) Comparative analysis of technological capability and productivity growth in

the pulp and paper industry in industrialised and industrialising countries, PhD thesis, University
of Sussex.

39. Enos, J. (1962) Petroleum Progress and Profits; A History of Process Innovation, MIT Press, Cambridge,
MA.

40. Figuereido, P. (2001) Technological Learning and Competitive Performance, Edward Elgar,
Cheltenham.

41. Imai, K. (1987) Kaizen, Random House, New York.
42. Arrow, K. (1962) The economic implications of learning by doing. Review of Economic Studies, 29

(2), 155–73.
43. Womack, J. and D. Jones (2005) Lean Solutions, Free Press, New York.
44. Rothwell, R. and P. Gardiner (1983) Tough customers, good design. Design Studies, 4 (3), 161–9.
45. Gawer, A. and M. Cusumano (2002) Platform Leadership: How Intel, Microsoft, and Cisco Drive

Industry, Harvard Business School Press, Boston, MA.
46. Hamel, G. (2007) The Future of Management, Harvard Business School Press, Boston, MA.
47. Phillips, W. et al. (2006) Beyond the steady state: managing discontinuous product and process in-

novation. International Journal of Innovation Management, 10 (2), 175–96.
48. Kim, W. and R. Mauborgne (2005) Blue Ocean Strategy: How to Create Uncontested Market Space and

Make the Competition Irrelevant, Harvard Business School Press, Boston, MA.
49. Hargadon, A. (2003) How Breakthroughs Happen, Harvard Business School Press, Boston, MA.

I N N O V AT I O N  –  W H AT  I T  I S  A N D  W H Y  I T  M AT T E R S5 2

www.managing-innovation.com

c01.qxd  2/9/09  4:22 PM  Page 52



 

50. Leifer, R., C. McDermott, G. O’Conner, L.S. Peters, M. Rice, and R. Veryzer (2000) Radical
Innovation, Harvard Business School Press, Boston, MA.

51. O’Connor, G.C., R. Leifer, A. Paulson, and L.S. Peters (2008) Grabbing lightning, Jossey Bass, San
Francisco.

52. Utterback, J. (1994) Mastering the Dynamics of Innovation, Harvard Business School Press, Boston, MA.
53. Christensen, C. (1997) The Innovator’s Dilemma, Harvard Business School Press, Boston, MA.
54. Henderson, R. and K. Clark (1990) Architectural innovation: the reconfiguration of existing prod-

uct technologies and the failure of established firms. Administrative Science Quarterly, 35, 9–30.
55. Christensen, C. and M. Raynor (2003) The Innovator’s Solution: Creating and Sustaining Successful

Growth, Harvard Business School Press, Boston, MA.
56. Gilfillan, S. (1935) Inventing the Ship, Follett, Chicago.
57. Braun, E. and S. Macdonald (1980) Revolution in Miniature, Cambridge University Press, Cambridge.
58. Barnes, J., J. Bessant, N. Dunne, and M. Morris (2001) Developing manufacturing competitive-

ness in South Africa. Technovation, 21 (5).
59. Kaplinsky, R., M. Morris, and J. Readman (2003) The globalisation of product markets and im-

miserising growth: lessons from the South African furniture industry. World Development, 30 (7),
1159–78.

60. Bessant, J. and D. Francis (2004) Developing parallel routines for product innovation. 11th PDMA
Product Development Conference, EIASM, Dublin.

61. Prahalad, C. (2004) The blinders of dominant logic. Long Range Planning, 37 (2), 171–9.
62. Douthwaite, B. (2002) Enabling Innovation, Zed Books, London.
63. Day, G. and P. Schoemaker (2004) Driving through the fog: managing at the edge. Long Range

Planning, 37 (2), 127–42.
64. Dosi, G. (1982) Technological paradigms and technological trajectories. Research Policy, 11,

147–62.
65. Freeman, C. and C. Perez (1989) Structural crises of adjustment: business cycles and investment

behavior. In G. Dosi (ed.) Technical Change and Economic Theory, Frances Pinter, London.
66. Perez, C. (2002) Technological Revolutions and Financial Capital, Edward Elgar, Cheltenham.
67. Henderson, R. (1994) The evaluation of integrative capability: innovation in cardio-vascular drug

discovery. Industrial and Corporate Change, 3 (3), 607–30.
68. Polanyi, M. (1967) The Tacit Dimension, Routledge and Kegan Paul, London.
69. Tidd, J. (1994) Home Automation: Market and Technology Networks, Whurr Publishers, London.
70. Kodama, F. (1992) Technology fusion and the new R&D. Harvard Business Review, July/August.
71. Davies, A. and M. Hobday (2005) The Business of Projects: Managing Innovation in Complex Products

and Systems, Cambridge University Press, Cambridge.
72. Abernathy, W. and J. Utterback (1978) Patterns of industrial innovation. Technology Review, 80,

40–7.
73. Foster, R. (1986) Innovation – The Attacker’s Advantage, Pan Books, London.
74. Bessant, J. and D. Francis (2005) Dealing with discontinuity – how to sharpen up your innova-

tion act. In AIM Executive Briefings, AIM-ESRC/EPSRC Advanced Institute of Management Research,
London.

75. Hindo, B. (2007) At 3M: a struggle between efficiency and creativity. Business Week, 11 June, Special
Section, pp. 8–14. 

76. Sawhney, M., R.C. Wolcott and I. Arroniz (2006) The 12 different ways for companies to inno-
vate. MIT Sloan Management Review, Spring, 75–81.

R E F E R E N C E S 5 3

www.managing-innovation.com

c01.qxd  2/9/09  4:22 PM  Page 53




