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The present book presents anovel perspec-
tive of the innovation process, focusing on the
strategicrole that may be played by traditionas a
source upon which building novelty and shaping
competition. Following the recombinant view
of innovation, which sees knowledge creation
as a recombination associated with the devel-
opment of a new product, process, or market
by combining existing bits of knowledge (e.g.,
Schumpeter, 1934; Fleming, 2001; Kogut and
Zander, 1992), this research intends to figure
outthe importance of combining and exploiting
old and established competencies and capa-
bilities (Katila, 2002; Nerkar, 2003; Messeni

Petruzzelli, & Savino, 2012), as well as the
impact that this may exert on innovativeness.
In line with this theoretical perspective of in-
novation, the book proposes the notion of tradi-
tion, defined as the whole set of competencies,
knowledge, values, and culture that characterize
aspecific firm, as well as a territory and an age.
The authors suggest that, by exploiting tradition,
a firm may select distinctive old components,
belonging to its history, or to a specific terri-
tory and age, transfers them over time, and
incorporates these old elements into its current
production processes and business practices,
thus creating new value for customers. In other
words, by combining hard and soft features,
tradition allows the firm to differ from its com-
petitors in terms of both meaning and content,
to promote uniqueness, and consequently to
achieve a competitive position. Thereby, the
strategic role played by tradition mainly rely
on the fact that it may enhance firm’s capability
to both create new value for customers and to
appropriate this value.
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The proposed approach for creating new
value through tradition is based on the lever-
aging of two main drivers, as technology and
design. Furthermore, both technology and
design may be applied to develop products or
processes. The use of traditional technology at
product level refers to the functionality given
to products by old technological solutions and
techniques that may be able to better address spe-
cific customer needs. Differently, a traditional
design is related to the semantic dimension of
products, especially to the meaning and values
thatit transfers to customers (Verganti, 2009). At
the process level, using traditional technologies
and design generally implies the application of
artisanal techniques, as well as ways of organiz-
ing production, that contribute to distinctively
characterize processes, by reducing their stan-
dardization and increasing the differences and,
thus, the value that each customer may obtain
(Sennet, 2008). Nevertheless, exploiting tradi-
tional technology and design, at both product
and process level, is not enough to make such
an employment as profitable and to assure a
competitive advantage. In fact, a firm need to
capture the created value, limiting others from
imitation and enhancing margins and profits
from the final products (Teece, 1986). To ad-
dress this goal, the firm has to establish a tight
relationship between products/processes and its
identity, reflecting tradition in its organizational
routines. In other words, tradition must assume
a central role within the firm, affecting its way
of producing goods and services, as well as
its mission and vision. So doing, a firm may
be able to limit others from imitating, sharing
with customers the traditional values and mean-
ings that contribute to make it different from
competitors. Firms that use tradition for both
creating and appropriating value are defined as
tradition-based. In the present book, the authors
focus our attention on this specific category of
companies, highlighting which kind of tradition
they employ (firm, territory, age), which driv-
ers they use to embed tradition into products
and processes (technology, design), and which
initiatives are undertaken to increase appropri-
ability. Specifically, seventeen companies are

discussed, selecting tradition-based firms op-
erating as a leader in the international markets.

The book is structured in five chapters
as follows. Chapter | proposes a review and
criticism of the actual innovation approaches,
highlighting how the actual economic scenario
imposes the necessity of rethinking innovation.
In Chapter 2, the concept of tradition is analyzed,
by presenting its meaning and origin, as well as
why it may assume the semblance of a competi-
tive driver. Chapter 3 discusses the strategic role
oftradition, explaining how it may be embedded
both in products and processes, focusing on
two distinct drivers as technology and design.
Furthermore, the strategic role of tradition is
investigated from the value creation and appro-
priation perspectives, showing its relationship
with firms’performance. Chapter 4 presents and
discusses several cases of companies strategi-
cally exploiting tradition. Firms are worldwide
located and operate in different industries, such
as pharmaceutical, food, beverage, and financial
services. Finally, in Chapter 5 the main ideas,
concepts, and approaches emerged in the book
are summarized, thus tracing the pattern of an
alternative innovation strategy.
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