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Adopting this approach to the management of innovation should help firms as 
processes should not be forced into simple one-way pipelines, but rather be organ-
ised by interconnected cycles with feedforward and feedback connections: from 
linear to non-linear thinking. In that way, a dynamic network environment is cre-
ated in which the social and behavioural sciences are linked to engineering, and 
where the natural and life sciences connect with market goals (Berkhout, 2000). 
This is what is captured in the proposed innovation framework. Supported by 
today’s powerful communication technology, serial process management along a 
linear path is replaced by parallel networking along a largely self-organising circle. 
Vital decisions in innovation do not occur in the gates of a staged project manage-
ment pipeline, but do occur on the innovation shop floor itself; or in the nodes of 
the cyclic networks. In my experience, young people like to work in such an envi-
ronment. Moreover, according to Salkowitz (2010), young entrepreneurs around 
the world are blending new technologies and next-generation thinking, building 
radically new kinds of organisations adapted to a flat and crowded world (see 
Illustration 1.6).

The cyclic innovation model is the result of a combination of analysis of theory 
and practical evidence, based on many years of experience within industries that 
work with scientists to develop valuable new products and services. Furthermore, 
evidence has been gathered from Delphi, a science-industry consortium that consists 
of a large number of international companies within the field of geo-energy (Berkhout 
et al., 2010).

The most important feature of Figure 1.9 is that the model architecture is not a 
chain but a circle: innovations build on innovations. Ideas create new concepts, 
successes create new challenges and failures create new insights. Note that new 
ideas may start anywhere in the circle, causing a wave that propagates clockwise 
and anti-clockwise through the circle. In an innovative society, businesses are trans-
parent and the speed of propagation along the circle is high, resulting in minimum 
travel time along the innovation path. Today, time is a crucial factor in innovation. 
Indeed, when it comes to managing the process within the firm, the stage-gate 
approach dominates practice. This is because the project management advantages 
tend to outweigh the limitations it poses to the innovation process. This can be 
illustrated within Figure 1.9; here the central position in the innovation circle is 
frequently occupied by a manager, who adopts a stage-gate approach and culture, 
rather than an entrepreneur; having an entrepreneur in the centre enhances the 
innovation process.

New skills

The framework in Figure 1.9 underpins the way managers need to view the man-
agement of innovation. Many of the old traditional approaches to management 
need to change and new approaches need to be adopted. Increasingly, managers 
and those who work for them are no longer in the same location. Gone are the days 
when managers could supervise the hour-to-hour work of individuals. Often com-
plex management relationships need to be developed because organisations are try-
ing to produce complex products and services and do so across geographic 
boundaries. Cross-functional and cross-border task forces often need to be created. 
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And managers have to manage without authority. In these circumstances, individ-
ual managers need to work with and influence people who are not their subordinates 
and over whom they have no formal authority. Frequently, this means leadership 
must be shared across the team members. An important part of getting work done 
without authority is having an extensive network of relationships. In today’s com-
plex and virtual organisations, managers need information and support from a 
wide range of individuals. To summarise, then, new skills are required in the fol-
lowing areas:

●	 virtual management;
●	 managing without authority;
●	 shared leadership;
●	 building extensive networks.

Pause for thought

Surely all innovations start with an idea and end with a product; so does that not 
make it a linear process?

?

Innovation and new product development

Such thinking is similarly captured in the framework outlined in Figure 1.9. It 
stresses the importance of interaction and communication within and between func-
tions and with the external environment. This networking structure allows lateral 
communication, helping managers and their staff unleash creativity. This frame-
work emphasises the importance of informal and formal networking across all func-
tions (Pittaway et al., 2004).

This introduces a tension between the need for diversity, on the one hand, in 
order to generate novel linkages and associations, and the need for commonality, on 
the other, to facilitate effective internal communication.

The purpose of this book is to illustrate the interconnections of the subjects of 
innovation management and new product development. Indeed, some may argue 
they are two sides of the same coin. By directly linking together these two significant 
areas of management, the clear connections and overlaps between the subjects can 
be more fully explored and understood.

It is hoped that this framework will help to provide readers with a visual 
reminder of how one can view the innovation process that needs to be managed by 
firms. The industry and products and services will determine the precise require-
ments necessary. It is a dynamic process and the framework tries to emphasise this. 
It is also a complex process and this helps to simplify it to enable further study. 
Very often, product innovation is viewed from a purely marketing perspective with 
little, if any, consideration of the R&D function and the difficulties of managing 
science and technology. Likewise, many manufacturing and technology approaches 
to product innovation have previously not taken sufficient notice of the needs of 
the customer. Into this mix we must not forget the role played by the entrepreneur 
in visioning the future.
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