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ABSTRACT

Companiesrequireintroducingnewproductsinthemarketandmanageproductinnovationproperly
toremainaheadinthecompetition.Innovativefirmsshouldadoptacustomer-centeredapproach
towardsmanaginginnovation.Theyrequireunderstandingindividualdifferencesofcustomersintheir
readinesstoacceptinnovationandrolesofproductcharacteristicsinadoptionofinnovationamong
customers.Managinginnovationrequirescollaborationandpropercoordination.Topmanagement
supportisimperativefornewproductdevelopment.Firmsshouldadoptanapproachofteam-based
innovation.Also,firmsshouldhandleinnovationinasystematicratherthaninahaphazardmanner.
Innovativecompaniesshouldalsoconsideropportunitiesduringturbulenttimesandinvestwisely
toutilizethoseopportunities.Firmsmayalsobenefitbytargetingindividualsatthebottomofthe
pyramidwithinnovation.Companiesrequireconsideringall theseapproachestowardsmanaging
innovationinnewproductdevelopmenttoperformandexcelinthecompetition.
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1. INTRoDUCTIoN

Newproductsarethelifebloodofanyorganization(Barone&Jewell,2013).Companiesrequiredoing
continualinnovationtoremaincompetitiveandrelevantinthemarket.However,innovationinnew
productdevelopmentisriskyandmanynewproductsfail(Aboulnasr,Narasimhan,Blair,&Chandy,
2008).Oncesuccessfulininnovationandafterbeingintroducedinthemarket,companieswanttheir
productstoenjoylongandhappylives.Everyproductpassesthroughanumberofstagesinitslifecycle.
Eachstageposesnewchallengesandrequiresdifferentmarketingstrategiesandplanning(Crawford
&DiBenedetto,2011).However,companiesthatexcelininnovating,developing,andmanaging
newproductsaresuccessfulinthelongrun.Innovationinnewproductdevelopmentfacestwomajor
challenges.First,onceintroduced,allnewproductseventuallydecline,andcompaniesneedtodo
continualinnovationtointroducenewproductsandreplacetheagingones(Dahan&Hauser,2002).
Also,companiesneedtoadaptitsmarketingstrategiesinthefaceofchangingtastes,technological
obsolescence,andcompetitionasproductspassthroughdifferentstages(Jhang,Grant,&Campbell,
2012).Companiesshouldbereadytoacceptthechallengesandadoptinnovationtosucceedinthe
longrun.Companiesshouldalsotakeaholisticapproachtomanaginginnovationinnewproduct
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development.Successfulinnovationinnewproductdevelopmentrequiresacustomer-centered,team-
based,andsystematiceffort(Mansur,Suliyanto,&Rahab,2019).Thepaperdiscussesabout the
differentapproachesinmanaginginnovationinnewproductdevelopment.ItfocusesonB2Cmarkets.
ProductinnovationinB2Cmarketsposesanumberofchallengeswhicharediscussed.Theaimof
thediscussionistoaddressthespecificissuesrelatedtoinnovationfornewproductdevelopmentin
turbulenttimesandtargetingindividualsatthebottomofthepyramidwithinnovations.

Thepaperisstructuredasfollows:
Section2 focuseson the readinessoforganizations toadopt innovation.Product innovation

needs tobebasedon customer requirements and this aspect is discussed in section3with sub-
sections3.1and3.2focusingonindividualdifferencesofcustomersininnovativenessandrolesof
productcharacteristicsinadoptionofinnovationamongcustomersrespectively.Innovationinnew
productdevelopmentalsorequiresateam-basedapproachandthisaspectisdiscussedinsection4.
Systematicapproachtowardsinnovationinnewproductdevelopmentisdiscussedinsection5.It
isimperativetoinnovateinturbulenttimesandthisisdiscussedinsection6.Section7focuseson
productinnovationinemergingeconomiesandindividualsatthebottomofthepyramid.Section8
focusesonthediscussionsdonethroughoutthepaperwithsub-section8.1focusingonmanagerial
implicationsandsub-section8.2focusingoncontributionsof thepaper.Section9concludes the
discussionswithsub-section9.1focusingonavenuesforfutureresearch.

2. oRGANIZATIoN’S ReADINeSS To ADoPT INNoVATIoN

Organizations should be willing and ready to adopt innovation (Rubera & Kirca, 2012). Top
management support is required for innovation. Innovation demand financial, human, and other
resourcesonaregularbasis.Thisisnotpossiblewithoutsupportfromthetopmanagementwhoare
involvedinmakingsuchdecisions(Mansuretal.,2019).Organizationsalsorequireencouraging
innovators. The innovators would want to identify firms who would be willing to adopt their
innovations(Kahn,2018).Adoptionofinnovationisassociatedwithanumberofvariablesinthe
organization’senvironment(communityprogressiveness,communityincome),theorganizationitself
(size,profits,willingnesstochange,pressuretochange),andtheadministrators(educationlevel,
age,sophistication)(Jhangetal.,2012).Otherfactorsintheexternalenvironmentmayalsoaffectan
organization’swillingnesstoadoptinnovation.Thesefactorsmayincludefundingreceivedfromthe
governmentandcompetitionfromfirmsintheindustry(Aboulnasretal.,2008).Acontroversialor
innovativeproductmayalsobeeliminatedbecauseofnegativepublicopinion.

3. CUSToMeR-CeNTeReD INNoVATIoN IN New PRoDUCT DeVeLoPMeNT

Innovationinnewproductdevelopmentshouldbecustomer-centered.Whilegeneratingideasfor
innovationanddevelopingnewproducts,companieshaveamyopicviewanddependheavilyon
technicalresearchintheirR&Dlaboratories(Landwehr,Wentzel,&Herrmann,2013).However,
companiesshouldrealizethatinnovationstartswithathoroughunderstandingofcustomervalue,
requirements,andpreferences(Gamble,McAdam,&Brennan,2019).Customer-centeredinnovation
fornewproductdevelopmentfocusesonfindingnewwaysandsolutionsforcustomerproblems,
creatingmoresatisfyingcustomerexperiences,anddelightingthem(Martin,2011).

Researchstudieshavefoundthatthemosteffectiveinnovationfornewproductstakesplacewhen
newproductssolvemajorcustomerproblems,offeracompellingvaluepropositionforcustomers,
andaredifferentiatedfromproductsof thesamecategory(Aboulnasretal.,2008).Studieshave
alsoprovedconclusivelythat thosenew-product innovationprocessesaremoresuccessfulwhich
directlyengagetheircustomers.Suchprocesseshadtwicethereturnonassetsandtriplethegrowth
inoperatingincomeoffirmsthatdidnotengagetheircustomers(Barone&Jewell,2013).Thus,
customerinvolvementandengagementhavepositiveeffectsoninnovationinnewproductdevelopment
andproductsuccess(Brown,2009).
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Procter&Gamble(P&G)isacompanywhichdoesalotofinnovationwithafocusoncustomers.
P&Gunderstandsitscustomerrequirementsandinvolvesthemingeneratingnewideasforinnovation
(Berner,2008).Thesuccessininnovationandnewproductsforconsumerpackagegoodsindustryis
onlyabout15to20percent.Comparedtothat,P&G’ssuccessrateisover50percent(Berner,2009).
AccordingtoA.G.Lafley,theformerCEOofP&G,thecompanyhasbeenabletoattainthissuccess
becauseP&Gfocusesonunderstandingcustomerrequirementsandpreferences.Previously,P&Gused
topushnewproductstocustomerswithoutfirstunderstandingtheirrequirements(Lafley&Charan,
2009).Atpresent,P&Gemploysanimmersionprocesscalled“LivingIt”inwhichresearchersgoto
theextentofstayingwithcustomersforacontinuoustimeperiodtounderstandtheirrequirementsand
envisionproductideasbaseddirectlyontheirrequirements(Berner,2009).P&Gemployeesalsodo
mysteryshoppingbyvisitingstoresforgainingcustomerinsights,aprocesstheycallas“WorkingIt”
(Berner,2008).P&Ginvestsmuchmorethananyothercompanyintheworldtoconductconsumer
researchandgaincustomerinsights.P&Ginteractswithmorethanfivemillioncustomersin100
countrieseveryyear (Berner,2009). Itconductsmore than20000researchstudieseveryyear to
understanditscustomers.Itinvestsmorethan$400millionannuallyinaprocesswhichP&Ghas
namedas“consumerunderstanding”.“Wefiguredouthowtokeeptheconsumeratthecenterof
allourdecisions”,concludesLafley.“Asaresult,wedon’tgofarwrong”(Lafley&Charan,2009).

TheexampleofP&GprovesthatcompaniescannotconfinetheirresearchinR&Dlaboratories.
Innovativecompaniesneedtogooutandinteractwithcustomerstounderstandwhatcustomersreally
want(Barone&Jewell,2013).Customer-centeredinnovationinnewproductdevelopmentbegins
andendswithunderstandingcustomerrequirementsandengagingthemintheprocessofinnovation.

3.1. Individual Differences of Customers in Innovativeness
Companiesshouldrememberthatcustomersdiffergreatlyintheirreadinesstoacceptinnovation
andtogofornewproducts(Rogers,2003).Customersalsodifferbasedontheirneeds,requirements,
andpreferences.Basedonthelevelofacceptance,customersmaybeclassifiedasinnovators,early
adopters,earlymainstream,latemainstream,andlaggingadopters(Crawford&DiBenedetto,2011).
Theclassificationofcustomersbasedonacceptanceofinnovationindicatesthatcompaniesshould
researchthecharacteristicsofcustomerswithrespecttoacceptanceofinnovationandtargetinitial
marketingeffortsaccordingly.Themarketingeffortsshouldmatchwiththecustomerrequirements.
Otherwise,newproductswillnotbeasuccess.

3.2. Roles of Product Characteristics in Adoption of Innovation Among Customers
Thecharacteristicsofnewproductsinfluencetherateofadoptionamongcustomers(Crawford&
DiBenedetto,2011).Someproductsgainacceptancealmostimmediatelyaftertheproductlaunch,
someotherstaketimetogainacceptance.Forexample,someproductslikeApple’siPod,iPad,and
iPhoneweresuccessfulingainingacceptanceamongcustomersandflewofftheretailers’shelves
immediatelyaftertheproductswereintroducedinthemarket(Rubera&Kirca,2012).Ontheother
hand,products likeHDTVtook time togainacceptance.HDTVswere introduced in theUnited
Statesinthe1990s.However,theproducthadalowacceptancerateinitiallyandby2007,only12
percentofU.S.householdsownedahigh-definitionset.Later,HDTVpenetrationreached66percent
in2012(Winslow,2012).

Severalproductcharacteristicsmayinfluenceaninnovation’srateofadoptionamongcustomers.
These characteristics include relative advantage, compatibility, complexity, divisibility, and
communicability (Crawford & Di Benedetto, 2011). Companies should research about all these
characteristicsandaimtoincorporatetheminnewproducts.Othercharacteristicswhichinfluence
therateofadoptionincludeinitialandongoingcosts,riskanduncertaintyinvolvedinproductusage,
andsocialapprovaloftheproducts(Rubera&Kirca,2012).Innovativefirmsshouldresearchall
thesefactorsduringinnovationandnewproductdevelopmentandatvariousstagesoftheirmarketing
programs.
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4. TeAM-BASeD INNoVATIoN IN New PRoDUCT DeVeLoPMeNT

Innovationinnewproductdevelopmentrequirescollaborationandpropercoordinationamongvarious
departmentsandfunctionsofanorganization(Landwehretal.,2013).Somecompaniesorganize
innovationinnewproductdevelopmentintoanumberofsequentialsteps.Inthissequentialprocess,
onedepartmentworksindividuallytofinishitsjobbeforepassingalongthenewproducttothenext
department.Thisorderlyprocesshelpsincasesofcomplexandriskyprojects.However,theprocess
maybeslow.Infast-changing,dynamic,andhighlycompetitivemarkets,suchslowprocessesmay
resultinproductfailures,lostsalesandprofits,andunutilizedopportunities(Martin,2011).

Many companies employ a team-based innovation in new product development to quicken
theprocessandlaunchtheproductquicklyinthemarket(Hauser,Tellis,&Griffin,2006).Inthis
approach,departmentsworkcloselyincollaborationandincross-functionalteams.Thisapproach
streamlinestheprocessofinnovationandproductdevelopment,savesvaluabletime,andincreases
efficiencyandeffectiveness(Rajapathirana&Hui,2018).Insteadofthevariousdepartmentsgoing
throughthestagesofdevelopmentoneafteranother, thecompanydevelopsateamconsistingof
employeesfromvariousdepartmentsandtheteammembersmaintainpropercoordinationamong
themselvesfrominceptiontilltheend(Landwehretal.,2013).Suchteamsareformedbyincluding
peoplefrommarketing,design,manufacturing,finance,andlegaldepartments,andevensupplier
andcustomercompanies(Psomas,Kafetzopoulos,&Gotzamani,2018).Inasequentialprocess,a
bottleneckinanyofthestagesmayslowdowntheentireprocess.However,thisproblemiseliminated
inateam-basedapproach,andifoneareafacesproblems,theteamworksquicklyandpromptlyto
resolvethem(Hauseretal.,2006).

Theteam-basedapproachhowever,has itsownlimitations.Moreorganizational tensionand
confusionmaybecreatedifpropercoordinationamongteammembersismissing(Landwehretal.,
2013).However,inrapidlychangingindustriesfacingincreasinglyshorterproductlifecycles,the
benefitsfarexceedtherisks.Companiesthatcombineacustomer-centeredapproachwithateam-
basedapproachareabletoinnovatefasterandgainacompetitiveadvantagebylaunchingtheright
productsinthemarketfaster(Hauseretal.,2006).

5. SySTeMATIC INNoVATIoN IN New PRoDUCT DeVeLoPMeNT

Companiesrequirehandlinginnovationinnewproductdevelopmentinasystematicratherthanin
acompartmentalizedandhaphazardmanner(Bessant,Moslein,&Stamm,2009).Unlessaproper
andsystematicprocessisinplace,fewnewideaswillbegeneratedandmanyinnovativeideaswill
belost.Tosolvetheseissues,companiesmaydevelopandimplementaninnovationmanagement
systemtocollect,review,evaluate,andmanageinnovativeideas(Crawford&DiBenedetto,2011).

Acompanyrequiresappointinganemployeefromtheseniormanagementas the innovation
manager.Itcansetuponlinemanagementsoftwareandencourageallstakeholderstobecomeinvolved
intheinnovationprocessfornewproductdevelopment(Aboulnasretal.,2008).Thestakeholdersmay
includeemployees,distributors,dealers,andsuppliers.Itcanappointacross-functionalinnovation
managementcommitteetoevaluatetheideasproposedforinnovationandselectthebestideasto
focuson.Itcanalsoinitiateprogramswhichrewardindividualswhosuggestthebestideas(Barone
&Jewell,2013).

Theapproachbasedoninnovationmanagementsystemresultsinfavorableoutcomes(Bessantet
al.,2009).Ithelpsinbuildingacultureofinnovationintheorganization.Italsohelpsingenerationof
alargenumberofinnovativeideasfromwhichthemosteffectiveonesmaybechosen.Theeffective
ideasmaybemoresystematicallydevelopedproducingmorenewproductsuccesses.Also,innovative
ideaswillnotbelostbecauseoflackofsupportandencouragement(Dahan&Hauser,2002).

Successininnovationfornewproductsrequiresmorethangeneratingnewideas,turningthem
intoproducts,andfindingcustomersforthem.Itrequiresaholisticapproachforfindingnewways
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togenerateideaswhichcreatebettervalueandexperiencesforcustomers(Troy,Hirunyawipada,&
Paswan,2008).Thediscussionsalsoindicatethatsuccessfulinnovationfornewproductdevelopment
requires commitment from everyone in the organization (Tellis, Prabhu, & Chandy, 2009). In
companiesknownforinnovation,theentirecultureintheorganizationencourages,supports,and
rewardsinnovation.SuchcompaniesincludeApple,3M,GE,Google,andProcter&Gamble.

Googlehasastrongfocusoninnovation.Manycompaniesadoptacautiousandstep-by-step
approachtowardsinnovation.However,innovationandnewproductdevelopmentatGooglemoveat
alightningspeed(Brinkman,2013).Itfollowsachaoticinnovationprocessthroughwhichanumber
ofdiverseproductshavebeenlaunched.Theproductsrangefromane-mailservice(Gmail),ablog
searchengine(GoogleBlogSearch),andaphotosharingservice(GooglePicasa) toauniversal
platformformobilephoneapplications(GoogleAndroid),projectsformappingandexploringthe
world(GoogleMapsandGoogleEarth),acloud-friendlywebbrowser(Chrome),andevenanearly
warningsystemforfluoutbreaks(FluTrends)(Epps,2013).Googleisabletoinnovatesuchdiverse
projectsbecauseofitspassionforinnovationandassistingpeoplefindanduseinformation.

AtGoogle,innovationistheresponsibilityofeachandeveryemployee.Googleengineersare
encouragedtospend20percentoftheirtimedevelopingtheirowninnovativeideasfornewproducts
(Stone,2013).Duringtheselectionprocess,Googleasksthepotentialemployeeshowtheywould
changetheworldiftheyworkedforGoogle.EmployeesatGoogleareinquisitivewithathirstfor
knowledge.“Thinking–andbuilding–onthatscaleiswhatGoogledoes”,commentsoneanalyst.
“This,afterall,isthecompanythatwantstomakeavailableonlineeverypageofeverybookever
published.Smaller-gaugeideasdieofdisinterest”(Burrows,2012).AtGoogle,innovationcomes
naturallybecauseitisapartofthecompany’sDNA.“It’sintheair”,saystheanalyst,“inthespirit
oftheplace”(Salter,2008).

6. INNoVATIoN FoR New PRoDUCT DeVeLoPMeNT IN TURBULeNT TIMeS

Managementsofcompanieshesitatetoinvestininnovationandnewproductdevelopmentwhenthey
faceuncertaintiesandfinancialdifficulties(Liu,Deng,Wei,Ying,&Tian,2019).Somecompanies
aretemptedtoreduceinvestmentininnovationandnewproductdevelopmentduringturbulenttimes
(Rigby,Gruver,&Allen,2009).However,suchstrategiesareshortsightedandarenotsuccessfulin
thelongrun.Byreducinginvestmentoninnovation,companiesmayhavemonetarygainsintheshort
run.However,inthelongrun,acompanybecomeslesscompetitiveoncetheeconomicdownturnor
turbulenceisover(Hayes,2009).Expertssuggestthattoughtimesmaydemandhigherinvestment
ininnovationandnewproductdevelopmentascompaniesstruggletobetteraligntheirmarketing
strategiesandofferingswithchangingconsumerneedsandtastes(Hayes,2009;Rigbyetal.,2009).
Inturbulenttimes,focusoninnovationmayhelpcompaniestodowhatothershesitatetodo,and
consequentlytobecomemorecompetitiveandtopositionthemselvesbetterforthefuture.

InnovativecompanieslikeGoogle,Apple,3M,Amazon,andSamsungmaintainastrongfocuson
innovationevenduringeconomicdownturns(Rubera&Kirca,2012).Forexample,Appledeveloped
itsblockbusteriPod,iPhone,andiTunesinnovationsintoughtimesitfacedduringeconomicdownturn.
TheinnovationshelpedApplenotonlytosurvivebutalsotoflourishduringtoughtimes.Strong
focusoninnovationhelpedAppletobecomeaninnovativepowerhouseitistoday(Rubera&Kirca,
2012).Theaboveexamplesprovethatcompaniesshouldaimforcontinualinnovationirrespective
ofgoodorbadtimes.Innovativefirmsmayhavehigherreturnsiftheyinvestininnovationproperly
duringturbulenttimes.Companiesshouldencouragenewideasanddevelopnewproductsifthey
wanttogrowandprosper(Barone&Jewell,2013).
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7. TARGeTING PeoPLe AT THe BoTToM oF THe PyRAMID wITH INNoVATIoN

ExpertsbelievethatmuchinnovationcancomefromdevelopingandemergingmarketslikeIndia
andChina(Prahalad,2010).Individualsinemergingeconomiesandindividualsatthebottomof
thepyramidhaverequirementswhicharedifferentfromthatofindividualsindevelopedeconomies
(Afriyie,Du,&Musah,2019).Businessexpert,C.K.Prahaladbelievesthatindividualsinemerging
marketsareunderservedbyamajorityofmarketers.Estimatesrevealthatfivebillionindividuals
formtheunderservedmarketthatmakeupthe“bottomofthepyramid”(Prahalad,2010).Onestudy
foundthatfourbillionoftheseindividualsliveon$2orlessaday(Jane,2009).Firmsoperatingin
suchmarketshaveenormousopportunitiesandshouldlearnhowtodomorewithless.

InBangalore,India,NarayanaHrudayalayaHospitalchargesanominalfeeof$1500forheart
bypasssurgery.Thesamesurgerymaycost50timesasmuchintheUnitedStates(Jane,2009).The
hospitalisabletochargesuchlowfeesbecauseithaslowlaborcostandoperatingexpensesandan
assembly-lineviewofcare.Theapproachadoptedbythehospitalworks.Additionally,themortality
ratesachievedbythehospitalarehalfthoseofU.S.hospitals(Breen,2007).Thehospitalalsohas
freefacilityofoperationsforinfantsandinsures2.5millionpoorIndiansagainstseriousillnesses
for11centsamonth(Breen,2007).

Anotherhospitalwhichhasachievedgreatsuccessbycateringtotheneedsofindividualsatthe
bottomofthepyramidisArvindEyeCareSystemwhichwasestablishedbyGovindappaVenkatswamy
in1976inIndia(Breen,2007).Ithasperformedfourmillionoperationsusinganapproachofhigh-
volumeassemblysimilartothatofMcDonald’s.ArvindEyeCarealsodevelopsanintra-ocularlens,
manufacturedbyitssubsidiary,Aurolab,atafractionofthecostofimports(Jane,2009).Inspiredby
theinnovationandeffortofArvindEyeCare,U.S.firmslikeSalaUno,afor-profitsocialenterprise
based inSanFranciscohave replicated theArvindmodel.SalaUnohas replicated themodel in
Mexicotocarryout133cataractoperationsamonthforayear.Theoperationswereofferedfreeof
chargetothosewhocouldnotaffordthetreatment(Jane,2009).

Innovative firms adopt reverse innovation to transfer innovations done in developing and
emergingmarketstodevelopedmarkets(Govindarajan&Trimble,2012).Dartmouthprofessor,Vijay
Govindarajanexplainsthatopportunitiesexistinfocusingontheneedsandrequirementsofcustomers
indevelopingmarkets (Govindarajan&Trimble,2012). Innovationsmaybedevelopedat lower
costsindevelopingmarkets.Theinnovationsmaybetestedindevelopingmarketsanddependingon
thesuccessinthosemarkets,theinnovationsmaybeintroducedindevelopedmarketsasacheaper
alternative(Immelt,Govindarajan,&Trimble,2009).Thisreducestheinvestmentofcompanieson
R&D.Itisalsosuggestedthatsuchlow-costinnovationmayhavepublicpolicybenefits,whichcan
transformindustriesbecauseofthedevelopmentoflow-costtransportation,cleanwater,renewable
energy,micro-finance,low-costhousing,andaffordablehealthcare(Govindarajan,2012).

Manycompanieshaveappliedreverseinnovationsuccessfully.Nestlédevelopedlow-fatMaggi
branddriednoodlesforemergingmarketsofIndiaandPakistan.Theproductwaslaterintroducedas
abudget-friendlyhealthfoodinNewZealandandAustralia(Markides,2012).U.S.-basedHerman
Internationalisknownforhigh-enddashboardaudiosystemsdesignedbyGermanengineers.The
companydevelopedasimplerandcheaperprocesstoinnovateproductsintheemergingmarketsof
IndiaandChina.ItisapplyingthemethodininnovatingproductsintheWest(Carus,2012).Based
onsuchmethods,thecompanyisabletosellarangeofproductspricedfromlowtohigh.Itisnow
targetingtoinnovateininfotainmentsystemsformotorbikes,apopularformoftransportationin
emergingmarketsandaroundtheworld(Markides,2012).

8. DISCUSSIoNS

Innovationinnewproductdevelopmentinvolvesmorethanmerelygoingthroughanumberofsteps.It
requirestobemanagedproperly.Companiesmustadoptasystematicandholisticapproachtomanaging
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theprocess.Successfulinnovationinnewproductdevelopmentrequiresacustomer-centered,team-
based,andsystematiceffort.Innovativefirmsshouldbeawarethatthereexistindividualdifferences
amongcustomersinacceptinginnovation.Customersresponddifferentlydependingoncustomerand
productcharacteristics.So,differentgroupsofcustomersmayrequiredifferentmarketingapproaches.
Severalproductcharacteristicslikerelativeadvantage,complexity,divisibility,compatibility,and
communicabilitymayinfluencetheadoptionrate.Companiesalsoneedtorealizethatopportunities
ininnovationexistduringturbulenttimesandintargetingindividualsatthebottomofthepyramid.

Thefirststeptowardsinnovationforanorganizationisitsreadinessandwillingnesstoadopt
innovation.Innovativefirmsshouldbecustomer-centeredandshouldhaveanin-depthunderstanding
ofcustomerrequirements.Togaingreaterinsightsintocustomerrequirements,firmsshouldinvolve
customersintheprocessofinnovation.Firmsshouldacknowledgeandacceptindividualdifferences
ofcustomersintheirreadinesstoacceptinnovation.Innovationalsorequirescollaborationandproper
coordinationamongvariousdepartmentsandfunctionsofanorganization.Innovativefirmsshould
adoptteam-basedapproachtohandleinnovationeffectively.Firmsalsorequirehandlinginnovation
inaplannedandsystematicmannertostreamlinethewholeprocess.Suchanapproachwillallow
firmstohaveaholisticperspectivewithsupportandcooperationfromeveryoneintheorganization.
Companiesshouldalsorealizethatopportunitiesininnovationmayexistinturbulenttimes.They
shouldinvestwiselytoutilizethoseopportunities.Opportunitiesmayalsoexistintargetingindividuals
atthebottomofthepyramidwithinnovation.Itisanuntappedmarketandhugepotentialexistsin
suchmarkets.

8.1. Managerial Implications
Thediscussionswillsensitizemanagersabouttheimportancefororganizationstoadoptinnovation,
thenecessitytoadoptacustomer-centricandsystematicapproachtowardsinnovation.Theymayalso
reviewandanalyzetheexistingapproachesintheircompaniesandadoptmoreeffectiveapproaches.
Theywillalsorealizethatopportunitiesexistintakingrisksandininvestingduringturbulenttimes,
andalsoin targetingindividualsat thebottomof thepyramidwithinnovation.Managersshould
formulatespecificstrategiestotargetindividualsfromemergingeconomiesandindividualsatthe
bottomofthepyramid.Suchindividualshaverequirementsandpreferenceswhicharedifferentfrom
thatofindividualsfromdevelopedeconomies.Marketsizesofemergingeconomiesaresubstantial
andsuchmarketsrequirespecialattentionofmanagers.

8.2. Contributions of the Study
Thecontributionofthepaperliesinthefactthatanin-depthdiscussionofthevariousstrategiesrelated
tomanaginginnovationinnewproductdevelopmentwasdone.Thediscussionshaveboththeoretical
andpracticalimplications.Basedonthediscussionspresented,academiciansmayconductafurther
reviewoftheprocessofmanaginginnovationinnewproductdevelopmentandconductanin-depth
analysisoftheapproachesundertakenbycompaniestomanageinnovationingeneralandinspecific
situationsofinnovationinturbulenttimesandintargetingindividualsatthebottomofthepyramid.
Theymaysuggestbetterstrategiesformanaginginnovationinnewproductdevelopment.Efforts
weremadetoincludetherelevantandlatestliteraturerelatedtomanaginginnovationinnewproduct
development.Managersmayalsobenefitfromthediscussionspresented.Thesearehighlightedin
thesectioncoveringmanagerialimplications.

9. CoNCLUSIoN

Thepaperdiscussedaboutthevariousaspectsofmanaginginnovationinnewproductdevelopment.
Organizationsshouldbewillingandreadytoadoptinnovation.Theyshouldadoptacustomer-centered,
team-based,andsystematicapproachtowardsinnovation.Theyshouldalsorealizethatopportunities
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mayexistininnovationfornewproductdevelopmentinturbulenttimesandalsointargetingindividuals
atthebottomofthepyramid.Innovativefirmsmaygainthemaximumbenefitsinsuchcases.

9.1. Avenues for Future Research
Innovationisanever-evolvingfieldwithdevelopmentshappeningregularly.Researchersandpracticing
managersrequirekeepingthemselvesupdatedaboutthelatesttrendsanddevelopmentsandsuggest
betterapproachesformanaginginnovationinnewproductdevelopment.Researchersmaytakecues
fromthediscussionspresented,analyzethevariousapproachestakenbycompanies,andsuggest
newdirections.Atpresent,companiesarefocusingondevelopingnewproductsfordevelopingand
emergingeconomieswherethechallengesaremorethanfordevelopedeconomies.Therequirements
ofemergingmarketsaredifferentfromthatofdevelopedmarkets.Researchisrequiredtoanalyze
suchrequirementsandproductinnovationshouldbedoneaccordingly.
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