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Over time, the Defining Challenges for ccompetitiveness 
Have Shifted
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A “horizontal" approach
Cutting across policy areas
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Innovation is multidisciplinary…
Scientific publications cited by “green” patents

 
Chemical 

Engineering Chemistry Material
Science Physics

Scientific publications cited by  green  patents

Engineering Science
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Source: OECD (2010), Measuring Innovation: A New Perspective, OECD, Paris based on Scopus Custom Data, Elsevier; OECD, 
Patent Database; and EPO, Worldwide Patent Statistical Database.



Firms collaborate with each other
Firms with national/international collaboration on innovation, 2004‐06

As a percentage of innovative firmsAs a percentage of innovative firms

60
National collaboration only International collaboration%

30

40

50

0

10

20

0

Fi
nl

an
d

C
hi

le

Sw
ed

en

ec
h 

Re
pu

bl
ic

N
et

he
rla

nd
s

A
us

tri
a

Af
ric

a 
(2

00
2-

04
) Be

lg
iu

m

N
or

w
ay

E
st

on
ia

D
en

m
ar

k

Lu
xe

m
bo

ur
g

ea
la

nd
 (2

00
6-

07
)

nd
 (2

00
2-

04
)

ite
d 

Ki
ng

do
m

Ire
la

nd

 (1
99

9-
20

01
)

ad
a 

(2
00

2-
04

, 
nu

fa
ct

ur
in

g)

C
hi

na

al
ia

 (2
00

6-
07

)

re
a 

(2
00

5-
07

, 
an

uf
ac

tu
rin

g)

Po
rtu

ga
l

S
pa

in

G
er

m
an

y

Ita
ly

C
z

So
ut

h 
A

N
ew

 Z
e

Ic
el

a

U
ni

Ja
pa

n

C
an

a
m

an

A
us

tra Ko
r

m
a

7
Source: OECD (2010), Measuring Innovation: A New Perspective, OECD, Paris based on OECD, Innovation microdata project.



IBM laboratories worldwide –
8 research centers focused on RFID advanced 

learnings 3 testing labslearnings, 3 testing labs

Almaden Yorktown

ISL Hawthorne
Zurich

ISL Zurich
Beijing

IBM RFID Testing Labs
Gaithersburg
La Gaude

Austin Haifa Delhi Tokyo
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Key Questions:Key Questions:

• When should an entrepreneurial firm develop 
it’s own:it s own:
– Manufacturing 
– Distribution
– Sales
– …..         capabilities?

• When should a mature firm outsource it’s:
– Manufacturing 

Distribution– Distribution
– Sales
– …..         capabilities?p



THE DECISION MODEL

mission M

goals G1 G3
G2goals G2

strategies S1
S5

S4S3S2

actions A1 A7A6A5A4A3A2actions A1 A7A6A5A4A3A2



global innovation leadership results from leveraging
local innovative capacity though effective and y g

sophisticated firm operations and strategy 

Company 
Operations and 

St t

Innovative 
CapacityStrategy p y

• National innovative capacity 
may be squandered through 
ineffective innovation

• R&D productivity depends on the 
locations at which a company’s 
b i it b dineffective innovation 

management

• Innovation leadership within 
i lt f

business units are based

• Cluster participation is an 
important contributor to innovative  

a region results from 
integrating external resources 
with internal capabilities

success



Aligning Capabilitiesg g p

VisionVision
Strategic Framework

Strategies

Value 

IP Objectives/Roles:

InnovationInnovation
StrategiesStrategies

Creation

Value 

Cash Value

Extraction

Positioning 
Value

Where does Intellectual Property fit into this?



INTRODUCING INNOVATIVE PRODUCTS INTO 
MARKETS

STRATEGIC OPTIONS

1. EXTENSION STRATEGY –
Same approach in foreign and home market

2. ADAPTATION STRATEGY -
Makes changes to fit new market requirementsg q

3. INVENTION STRATEGY -
Entirely new approach is developed for
the new market



The Needs of Each Stage

R i

The Needs of Each Stage

$

•Corporate and 
Secretarial 
•Financial 

•Recruitment
•Business Development
•A & P
•Market Access 

Expansion

$
•Training 
•PR and Marketing
•Networking 
•Business Development 

Start-Up

•Business Plan
•Prototype/ POC
•Project Management
•Business Premises

p

•International support and Mkt. 
Access 
•Diversification strategies and 
support

Seed
Idea / Concept

•Project Management
•Management Training  

support 
•Recruitment
•Training and Incentives 

TimeTime

IP M t N d d i ll tIP Management Needed in all stages 



Key Elements of a Technology Roadmap

Source:  Phaal et al, Univ of 
Cambridge



Roadmap Applications



Building a Roadmap 



Building a Roadmap 



Building a Roadmap 



Building a Roadmap 



Large Company Reliance on Customer’s 
Views

What Why Who How

Many Traditional 3M Radically new 
experienced large 
companies are 
relying more on 

market research 
for truly 
innovative new 

Hewlett-Packard

Sony

products introduced 
by small teams 
working closely with y g

interactive 
development with 
lead customers

products has 
frequently proved 
misleading

y

Raychem

g y
lead customers 
(e.g. retailers). With 
this info designslead customers misleading this info. designs  
rapidly modified 
and interactive 
changes madechanges made



Concept to Prototype

• Current Situation
• Concept Idea Sketch• Concept Idea Sketch

• Idea’s Solid Model

• Prototype
COMBO Lunchbox



Research at N. Brown

• High rate of returns in 1993
• Manchester University paid £100k 

to research women’s sizesto research women s sizes
• 50,000 measurements taken
• Women have “thicker waists, ,

lower busts and conical figures”
• Shape of clothes was changed

Returns down to 27% (vs industry• Returns down to 27% (vs industry 
average of 35%)



“It is a capital mistake to theorise before one 
has data”has data

Sir Arthur Conan DoyleSir Arthur Conan Doyle



THE MANAGEMENT FORMATION SYSTEM
 
 
 
 

   
            SOURCES OF INFORMATION 
 

Internal Management
 
 
   

Environ-

Internal
Reporting 

System 

  Management
Intelligence 

System 

INFORMATION 

 
 
 

 
Managers 
 
 

Environ
ments 

 
 An 

Analytical 
M t

Management 
Research 

 
1. Assessment of  

Needs 
2.    Distribution 

 
 
 
 

Management
 System 

System

 
                                       Management Decisions and Communications



Types of Marketing ResearchTypes of Marketing Research
 

M k ti R h

R h B d R h B d R h B d

Marketing Research

Research Based on
Purpose

Research Based on
Source of Data

Research Based on
Data Collection Method

Basic Research

Applied Research

Primary Research

Secondary Research

Qualitative Research

Quantitative ResearchApplied Research Secondary Research Quantitative Research

 

Preliminary Conclusive Performance

 



Applied Research

C d t d h d i i t b d b tConducted when a decision must be made about 
a specific real-life problem



Types of Market Research: By Methodology 

Qualitative Quantitative

T f Q ti P bi Si lType of Question Probing Simple

Sample Size Small Large

I f ti d t Hi h L (i h)Information per respondent High Low(ish)

Questioner’s skill High Low(ish)

Analyst’s skill High HighAnalyst s skill High High

Type of analysis Subjective, Objective,

Interpretative StatisticalInterpretative Statistical

Ability to replicate Low High

Areas probed Attitudes ChoicesAreas probed Attitudes Choices

Feelings Frequency

Motivations

Demographics



Spending on Market Research by Sector in the UK

Other
5%

Non-ad.research 
agencies

4%
Ad. AgenciesManufacturing 

C i Ad. Agencies
4% Retailer and 

wholesalers
9%

Companies
44%

Public sector
13%

ServiceService 
companies

21%



The Ten Most Common Market 
Research ActivitiesResearch Activities

Directly 
relevant to 
NPD

Percentage of companies 
doing activity*Activity

97

97

Determination of market characteristics

Measurement of market potential

97

92

Market share analysis

Sales analysis
Studies of business trends 91

89

Studies of business trends

Short range forecasting

Competitive product studies
90

89

87

87

Competitive product studies
Long range forecasting

Pricing studies 87

83

80

g

Testing existing products

80

* based on research activities of 599 companies in the US



Top 10 market research activities

Market Measurement 18%

New Product development/concept testing 14%

Ad or brand awareness monitoring/tracking 13%

Customer Satisfaction (inc Mystery Shopping) 10%

Usage and Attitude Studies 7%

Media Research & evaluation 6%

Advertising developing and pre-testing 5%

Social Surveys for central/local government 4%

B d/ t t ti 4%Brand/corporate reputation 4%

Omnibus Studies 3%

Source: BMRA



Marketing and Distribution

Short Term Long Term

Premium price Price -Moderate pricing (decreasing 
$35/unit Supreme combo
$20/unit Basic combo

g ( g
10-20% from premium price)
Increasing market share

Advertising on local medias
-TV
-Magazine, Newspaper

Promotion - Extending advertising to 
national medias

g , p p

-Directly distribute to local retails 
in Northwest area.

Placement - Extending to retail store in 
others area

- TV direct sale -Company’s e-business website



Potential Value of a Marketing Research Effort 
Should Exceed Its Estimated Costs

Decreased uncertainty
Research expenditures
Delay of marketing decisionDecreased uncertainty

Increased likelihood of correct 
decision

Improved marketing

Delay of marketing decision 
and possible disclosure of 
information to rivals

Possible erroneous researchImproved marketing 
performance and resulting 
higher profits

Costs

Possible erroneous research 
results

Value
Costs


