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ABSTRACT

Continual innovation is imperative to sustain competition. Companies require
generating innovative product ideas and implementing them. Companies require
understandingcustomerrequirementsandpreferencesanddoingcontinualinnovation
todevelopofferingsformeetingandexceedingcustomerexpectations.Newproduct
ideasmaycomefromvariedsourcesandbyapplyingdiversecreativitytechniques.
Companiesgenerateideasfrombothinternalandexternalsources.Internalsources
includeresearchanddevelopmentandemployees.Externalsourcesincludecustomers,
competitors,andvariousotherstakeholders.Companiesmayadoptcreativitytechniques
like crowdsourcing, brainstorming, role-playing, forming forced relationships,
morphologicalanalysis,reversingofassumptionsaboutproductusage,mindmapping
ofindividuals,andlateralmarketing.Companiesrequirecreatingandencouraginga
cultureofinnovationtogenerateideas,implementthem,exceedcustomerexpectations,
succeedinthecompletion,andhavelong-termgrowth.
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1. INTRoDUCTIoN

New product development determines the future of a company to a large extent
(Rothaermel & Hess, 2010). Improved or replacement products and services can
maintainorbuildsales.However,productsandserviceswhicharenew-to-the-world
cantransformindustriesandcompaniesandchangelives(Crawford&DiBenedetto,
2011).Tointroducenewproducts,companiesneedtochallengetheexistingindustry
norms and apply imaginative solutions which will delight and engage customers
(Rothaermel & Hess, 2010). Innovative companies play an important role in new
product development. They invest and do in-depth research to understand their
customers.Theyidentifyandevaluateideasbasedoncustomerrequirementsandwork
withR&Dandotherareasineverystageofdevelopment(Carson,2007).

New products are the lifeblood of an organization. However, new product
developmentisrisky,andmanynewproductsfail(Crawford&DiBenedetto,2011).
Companiesshouldnotleavenewproductdevelopmenttochance.Theyshouldcarry
outstrongnewproductplanning.Theymustdevelopasystematicandcustomer-driven
new product development process for finding and growing new products (Dotzel,
Shankar,&Berry,2013).

Thefirststepofinnovationinnewproductsistogenerateideas.Ideasshouldbe
bothpracticalandfeasible to implement. Ideagenerationprovidescompanieswith
apoolofideasfromwhichtheycanchoosethebestideasforimplementation.The
successofnewproductdevelopmentwilldependonthequalityoftheideasgenerated.
Companiesadoptanumberofvariedanddifferentwaystogenerateideas.Thepaper
discusses thevariouswaysinwhichcompaniesgenerate ideasfornewproducts.It
focusesonthesources–externalandinternal,andcreativitytechniquescompanies
adopttogenerateinnovativeideas.

Thepaperisstructuredasfollows:
Section2focusesontheimportanceofgenerationofideasforinnovationinnew

products.Section3focusesondiversewaystofindgreatnewproductideas.Section
4discussesthevarioussourcesforgeneratingideas.Internalideasourcesmayinclude
researchanddevelopment,andemployeesinanorganization.Externalideasources
mayincludecustomers,competitors,andotherstakeholders.Companiesadoptvarious
creativitytechniquestogeneratenewproductideas.Section5focusesondiscussions
done in thepaper.Sub-section5.1 focuseson thecontributionsof thepaperwhile
sub-section5.2 focusesonmanagerial implications.Section6concludes thepaper
withsub-section6.1focusesonfutureresearchdirections.

2. GeNeRATIoN oF IDeAS FoR INNoVATIoN

Generation of ideas is the first step towards new product development (Carson,
2007).Companiessearchfornewproductideassystematically.Companiesdoalotof
introspectionandgeneratehundreds–eventhousands–ofideastofindafewgood
ones.Companiesmaygenerateideasfornewproductdevelopmentfromanumberof
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sources.Major sourcesofnewproduct ideas include internal sourcesandexternal
sourcessuchascustomers,competitors,distributors,suppliers,andothers(Aboulnasr,
Narasimhan,Blair,&Chandy,2008).Marketingexpertsbelievethatthebestsetof
ideasfornewproductsisgeneratedbyuncoveringandunderstandingunmetcustomer
needsandhowthoseneedscanbesatisfiedwiththehelpoftechnologicalinnovation
(Aboulnasretal,2008).Newproductideascancomefrominteractingwithvarious
groupsandusingcreativity-generatingtechniques.

3. wAyS To FIND GReAT New PRoDUCT IDeAS

Companiesinvolvedininnovationadoptanumberofwaystogeneratenewproduct
ideas. Companies run informal sessions where groups of customers meet with
companyengineersanddesigners.Theydiscussproblemsandneedsandbrainstorm
potentialsolutions(Cooper&Edgett,2008).Innovativecompaniesallowtimeofffor
technicalpeoplesothattheycaninvesttimeandenergyfortheirownpetprojects.
Googlehasallowed20percenttimeoff,3M15percent,andRohm&Haas10percent
(Dotzeletal.,2013).Companiesshouldintegrateinnovationinalltheiractivities.For
example,manycompaniesmakeacustomerbrainstormingsessionastandardfeature
whencustomersvisittheirplantsandmanufacturingunits(Barone&Jewell,2013).
Companiescanconductsurveysamongtheircustomerstounderstandwhattheylike
andwhattheydislikeintheproductsofacompany.Atthesametime,companiesshould
try tounderstandwhat theircustomers like in theproductsofferedbycompetitors
andwhicharenotofferedatpresent.FlukeandHewlett-Packardconduct“fly-on-the-
wall”or“campingout”researchwithcustomerstounderstandthembetter(Rubera
&Kirca,2012).Companiesalsoconductiterativeroundsofdiscussions.Agroupof
customersgatherinoneroomandfocusonidentifyingproblems.Agroupoftechnical
peoplefromcompaniesgatherinanotherroom,listento,andbrainstormthesolutions
proposedbycustomers.Theyalsotesttheproposedsolutionsimmediatelywiththe
groupofcustomers (Gielens,2012).Companies scan tradepublications invarious
countriesbysearchingwithspecifickeywordstoknowaboutthelatestnewproduct
developments.Companiesshouldtreattradeshowsasintelligencemissionswherethey
canunderstandthenewdevelopmentsintheindustry.Companiessendtheirtechnical
andmarketingpeopletothelaboratoriesofsupplierstospendtimeanddiscusswith
thetechnicalpeopleofsupplierstodiscoverinnovativeideas.Companiessetupan
ideavault,andmakeitopenandeasilyaccessibletoemployeessothattheycanreview
theideasandcontributeconstructivelytothem(Srinivasan,Pauwels,Silva-Risso,&
Hanssens,2009).

4. SoURCeS oF IDeA GeNeRATIoN FoR New PRoDUCTS

Apartfromtheinitiativesdiscussedabove,companiesadoptvariousapproachesto
generateideasfornewproducts.Innovativecompaniescollectideasfornewproduct
development from varied and diverse sources and do not rely on a single source.
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Theydevelopextensiveinnovationnetworks.Theycaptureideasfromeverypossible
sourceandfromeverypossibleindividualtogenerateideasofallpossibledimensions
(Dotzeletal.,2013).

4.1. Internal Idea Sources
InternalsourcescanbeutilizedbycompaniestofindnewideasthroughformalR&D
(Carson,2007).Forexample,FordoperatesaninnovationandmobilitycenterinSilicon
Valley.Thecenterhasemployedengineers,appdevelopers,andscientistsworkingon
everythingfromdriverlesscarstoWorkswithNestapps.Suchappsallowconsumers
controlhomeheating,lighting,andappliancesfromtheirvehicles(Martinez,2015).
Chick-fil-Ahas set up an innovation center calledHatch.Employees in the center
explorenewideasrelated tofood,design,andservice.Hatch isaplace to“ideate,
explore,andimaginethefuture”, tohatchnewfoodandrestaurantideasandbring
themtolife(Martinez,2016).

Companiescangenerateideasfromsuggestionsprovidedbyitsownpeople–from
executivestosalespeopletoscientists,engineers,andmanufacturingstaff(Dotzelet
al.,2013).Innovativecompaniesencourageemployeestogenerateideasandsubmit
thoseideas.Companiesdevelopinternalsocialnetworksandintrapreneurialprograms
thatencourageemployeestodevelopnewproductideas.Forexample,AT&Thasset
upaninternalonlineinnovationcommunitycalledTheInnovationPipeline(TIP).In
thatcommunity,AT&Temployeesfromallareasandlevelsofthecompanysubmit,
discuss, and vote on new product and service ideas. Employees who generate the
ideaswiththetopvotespitchthemtoAT&Tseniorexecutives.Theyselectthebest
three ideasforfurtherfunding,research,anddevelopment(ATT.COM,2016).The
initiativewasintroducedin2009.AT&Temployeeshavesubmittedmorethan28000
ideas to theTIPcommunity.AT&Thasfundedmore than75TIPprojects ranging
fromcustomerserviceenhancementstonewproductofferings(ATT.COM,2016).

TechnicalcompanieslikeFacebook,Twitter,andLinkedInorganizeandsponsor
periodic“hackathons”.Employeestakeadayoraweekofffromtheirregularwork
scheduletodevelopnewideas(Morgan,2015).Professionalsocialmedianetwork,
LinkedInholds “hackdays”, oneFriday eachmonth.Employees are encouraged to
workonanyprojectwhichtheyareinterestedinandwhichalsobenefitsthecompany
(Scott,2012).LinkedInalsohasanInCubatorprogramwhereemployeescanform
teamseachquarter.Theypitchnewandinnovativeideastotop-levelexecutivesofthe
company.Iftheideasareapproved,theconcernedteamsgetupto90daysofffrom
theirregularworkscheduletoconverttheideasintoreality(Scott,2012).

4.1.1. Interaction With Employees
Employeesofcompaniesarethepeoplewhohaveknowledgeaboutthelatestproduct
developmentsinthecompaniesandalsoaboutcustomerrequirements.Employeesare
inabettersituationtounderstandinnovationstobeincorporatedinproducts.Theycan
beasourceofideasforimprovingproduction,products,andservices(King&Lakhani,
2013). Innovativecompaniesencourage theiremployees tosubmitsuggestionsand
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ideasregardingnewproducts.Forexample,employeesofToyotasubmittwomillion
ideasannually(about35suggestionsperemployee).Outoftheideassubmitted,more
than85percentoftheideasareimplemented(Machlis,2009).LinkedInhasanin-
houseincubatorwhichallowsanyemployeetoorganizeateamandpitchaprojectto
agroupofexecutives.LinkedInhasspecifiedadayinamonthwhereemployeeswork
oncreativeprojects.The initiative isnamedas“hackdays”which takesplaceona
Fridayineachmonth(Chaey,2012).PricewaterhouseCoopersorganizedaninnovation
competitioncalled“PowerPitch”.ItwasanAmericanIdol-stylecompetitionwhere
thewinningteamreceived$100000andtheopportunitytoimplementtheirproposal
foranewlineofbusiness.Itwasestimatedthatthebusinessmightgeneraterevenues
worth$100million.Livechatsandanonlineplatformfordiscussionandvotingwere
organized.Afive-teamfinalewastelevisedinternallyfromthecompany’sheadquarters
inNewYorkCity(Overholt,2011).

Thetopmanagementofanycompanyhasaholisticandstrategicperspective.So,
innovative ideas may come from people at the top management. Several company
leaderslikeformerCEOofIntel,AndyGroveandformerCEOofSony,AkioMorita
took personal responsibility for innovation in the firm (King & Lakhani, 2013).
Innovativeideasmaybegeneratedfromvariousothersourceswhichareexternaltothe
company.However,theinitiativeforgeneratingideasfromoutsideshouldbeguided
byemployees. Itdepends toa largeextentonhowanemployee inanorganization
assumestheroleofproductchampion(Raassens,Wuyts,&Geyskens,2012).

4.2. external Idea Sources
Generating ideas for innovation should not remain confined within the company.
Innovation requires an open culture where ideas may get generated from external
sources (King&Lakhani,2013). Individuals fromoutsideshouldbemotivatedby
employeestogenerateandsubmitinnovativeideas.Companiestapexternalsources
fornew ideas throughscientists,patentattorneys,customers,engineers,university
and commercial laboratories, industrial consultants, publications, marketing and
advertisingagencies,channelmembers,andevencompetitors(Raassensetal.,2012).

Companiesreceiveinnovativenewproductideasfromanumberofexternalsources.
Manydistributorsandsuppliershavein-depthknowledgeaboutproductsandthemarket
andcancontributeideas(Dotzeletal.,2013).Distributorsstayclosetothemarketand
canpassalonginformationaboutconsumerproblemsandnewproductpossibilities.
Supplierscanprovidesuggestionsfornewconcepts, techniques,andmaterialsthat
canbeusedtodevelopnewproducts(Aboulnasretal,2008).

Companies start interactingwithoutsiderswith the intentionofunderstanding
customerneedsandwants(Joshi&Sharma,2004).Marketingexpertssuggest that
interviewsshouldbeconductedbasedonindividualmarketsegment.Theysuggest
thatconducting10to12in-depthexperientialinterviewspermarketsegmentoften
reveals thevastmajorityofcustomerneeds (Griffin&Hauser,1993).Someother
approachesmayalsogenerateinnovativeideas.Forexample,onemarket-sponsored
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caféinTokyotestsproductsofallkindswithaffluentandinfluentialyoungJapanese
women(Inada,2008).

Proctor&Gamble (P&G)hasmadenewproductdevelopmentmoreexternally
focused.P&GhasstartedaninitiativecalledConnect+Developtogenerateinnovative
ideas (Dishman,2012).P&G is a corporationwhichhas the fastestgrowth rate in
revenuesandprofitsinthefirstdecadeofthe21stcentury(Brown&Anthony,2011).
P&Ghasachieveditsgrowthratebecauseofitsnumeroussuccessfulbrands–Olay
Regenerist, Swiffer, Mr. Clean Magic Eraser, Pulsonic toothbrushes, and Actonel
whichisprescribedforosteoporosis.Thethen-CEOofP&G,A.G.Lafleycalledthe
reflectedinnovationas“thecore”–coremarkets,categories,brands,technologies,
andcapabilities(Lafley&Charan,2009).

The“Connect+Develop”modelemphasizethepursuitofoutsideinnovationto
developitscoremoreeffectively(Huston&Sakkab,2006).Throughthemodel,P&G
collaborateswithorganizationsandindividualsaroundtheworld,searchingforproven
technologies,packages,andproductswhichcanbeimproved.P&Gthenmarketsthe
improvedproductsitselforinpartnershipwithothercompanies(Dishman,2012).It
hasawidenetworkandhasbuiltstrongrelationshipswithexternaldesigners.The
designers distribute product development around the world to increase what P&G
calls“consumersensing”(Huston&Sakkab,2006).

P&G tries to understand consumer needs and wants and identifies the top ten
customer needs. It also identifies closely related products that could leverage or
benefit from existing brand equity, and “game boards” that map the adoption of
technology across different product categories (Dishman, 2012). It consults with
externalagencieslikegovernmentsandprivatelaboratoriesaswellasacademicand
otherresearchinstitutions,venturecapitalfirms,individualentrepreneurs,suppliers,
retailers,competitors,anddevelopmentandtradepartners.Itmakeseffectiveuseof
onlinenetworkstoreachthousandsofexpertsworldwide(Brown&Anthony,2011).

The philosophy of the Connect + Develop initiative depends on three core
requirements(Lafley&Charan,2009).

1. P&Gadoptsacautiousapproachwhileanalyzingideaswhichcomefromoutside.
All “ready to go” ideas may not be truly ready to go. Ideas may need further
developmentworkandriskyscale-upbefore theycanbeconsidered(Dishman,
2012).

2. Implementationofideasrequiressubstantialamountofinternalresources.P&G
appoints a full-time and senior-level executive to run the Connect + Develop
initiative.Thejoboftheexecutiveistoperformacriticalanalysisofideasand
alsotoanalyzewhethertheimplementationoftheideaswillbebothfeasibleand
practical(Huston&Sakkab,2006).

3. An initiative like Connect + Develop cannot succeed without support and
encouragementfromthe topmanagement.Theinitiativecannotsucceedif it is
cordonedoffinR&D.So,P&Ghasatop-downandcompany-widestrategywhere
theinitiativeislaunchedwithamandatefromtheCEO(Lafley&Charan,2009).
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P&Greceivesmorethan4000submissionsannually.Italsoencouragesalarger
network of individuals and businesses having a past history of working with the
company, to submit innovation ideas. Such ideas are given full consideration for
implementation.BasedonitsConnect+Developinitiative,P&Gmadesubstantial
improvementsinproductcost,design,andmarketing(Dishman,2012).Itincreased
itsR&Dproductivitybynearly60percentinthelastdecade.Theinnovationsuccess
rateofP&Ghasmorethandoubledandcostshavefallenmainlyduetosuchinitiatives
(Brown&Anthony,2011).

4.2.1. Crowdsourcing
Crowdsourcingisoneoftheapproacheswhichcompaniesusetogeneratenewideas.
Oneformofcrowdsourcingincludescompaniesinvitingtheonlinecommunitytohelp
createcontentorsoftware.Companiessometimesawardprizemoneyoramomentof
gloryasanincentive(Raasch&VonHippel,2013).Baskin-Robbinsoncerananonline
contesttopickitsnextflavor.40000individualsparticipatedinthecompetition.The
winningentrycamesurprisinglyfroma62-year-oldgrandmotheroffour.Shesuggested
aflavorcontainingcombinedchocolate,nuts,andcaramel.Theflavorwaslaunched
byBaskin-RobbinsasToffeePecanCrunch(Hoffman,Kopalle,&Novak,2010).

Manyinnovativecompaniesextendopeninvitationorconductnewproductidea
programstogeneratenewideas.Crowdsourcinginvolvescompaniesinvitingbroad
communities of stakeholders – customers, employees, independent scientists and
researchers,andeventhepublicatlarge–intothenewproductinnovationprocess
(Raasch&VonHippel,2013).Generatingideasfromsuchalargebreadthofsources,
both external and internal to a company, can produce innovative, unexpected, and
powerfulideas(Raasch&VonHippel,2013).

Now-a-days,companiesacrossallindustriesarecrowdsourcingproductinnovation
ideasratherthanrelyingonlyontheirownR&Dlaboratories(Raasch&VonHippel,
2013).Forexample,sportsapparelmaker,UnderArmourhasanumberofexpertsof
newproductdevelopment.However,thecompanyknowsthatinnovativeout-of-the-
boxideascomeonlyfromoutsidethecompany.UnderArmoursponsorsanannual
crowdsourcingcompetitioncalledtheFutureShowInnovationChallengetogenerate
innovativeideas(Beer,2015).

Thecompetitioninvitesentrepreneursandinventorstoparticipateandsubmitnew
ideas.Fromalargenumberofentries,anUnderArmourteamshortlists12finalistswho
areinvitedtopitchtheirideasbeforeapanelofsevenjudgesinasplashy,SharkTank-
likerealityTVsetting(Horovitz,2013).Theprizemoneyforthewinneris$50000.
ThewinnerisalsoinvitedtoworkwithUnderArmourtohelpdevelopthewinning
product.KevinPlank,CEOofLEGOcommentsthatthegoalofthechallengeisto
“cajoletopinnovatorstocometoUnderArmourfirstwithgee-whizzers.”Thebest
ideaforaproductisamade-for-athleteszippercalledtheUAMagZip.Thezippercan
bezippedeasilywithonlyonehand.TheinternalR&DteamofUnderArmourtriedto
developabetterzipperfortwoyears.However,thevice-presidentofinnovationsays,
“wecouldn’tgetittowork”(Beer,2015).TheFutureShowresultedinanumberof
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creativenewproductideas.Asaresult,theentireexerciseofcrowdsourcingbecomes
successful.TheUnderArmourinnovationchiefcomments,“Weneedtobehumble
enoughtoknowthatthenextgreatthingmightcomefromsomekidplayingcollege
footballwhohappenstohaveabetteridea.”(Horovitz,2013)

CiscoorganizestheCiscoInternetofThings(IoT)GrandChallenge(formerlythe
Cisco I-Prize) togenerate ideas fornewproducts (Jouret,2009). It isaworldwide
initiative which brings the industry together and accelerates the adoption of
breakthroughtechnologiesandproductsthatwillcontributetothegrowthandevolution
oftheInternetofThings.AwardsofU.S.$250000aregivenascashprizeswhichare
sharedamongthreewinnersandwhichareusedtostartventures(Jouret,2009).Cisco
provideswinnerswithmentoring,training,andaccesstobusinessexpertisefromCisco
andothersupportingorganizations.Inthefirstyearofinception,thechallengedrew
morethan2500entrepreneursfrom104countries(Hopkins,2013).Thephilosophy
behindthechallengewassimple:“Inmanypartsoftheworld,youhaveincredibly
smartpeoplewithincrediblygreatideaswhohaveabsolutelynoaccesstocapitalto
takeagreatideaandturnitintoabusiness”(Hopkins,2013).

Inthefirstyear,thesubmissionswereevaluatedbasedonfivemaincriteria:(1)
Doesitaddressarealpainpoint?(2)Willitappealtoabigenoughmarket?(3)Is
thetimingright?(4)Ifwepursuetheidea,willwebegoodatit?(5)Canweexploit
theopportunity for the long term?The submissionswereevaluatedand judgedby
thepubliconline.Ciscogainedinsightsbyanalyzingthecommentsprovidedbythe
public.Thecommentsweremoreusefulthantheactualvotes.Thewinningentryin
thefirstcompetitionwasaplanforasensorenabledsmart-electricitygrid(Jouret,
2009).Around3000participants frommore than150countriesparticipated in the
secondcompetition.Thewinningentrywasfromateamoffiveuniversitystudents
from Mexico. The entry was based on the idea of “Life Account” that gathered
informationaboutusersthroughconnecteddevicesinthephysicalworldandonline
data from thevirtualworld (Hopkins,2013).Thechallenges in thenext twoyears
focusedonRussiawhereCiscohadplansforhugeinvestments.Oneofthewinning
RussianIoTGrandChallengeteamsdevelopedasystemthatusesamobilephoneas
amediatorfor transmittingdatafromsensors tohealthcaresystems.Thesystemis
compatiblewithallmajormobilephoneplatforms,aswellasmorethan40medical
devices(Hopkins,2012).

Overtheyears,theCiscoI-PrizehasgottransformedintotheCiscoIoTGrand
Challenge(Hopkins,2013).Therearesixcategoriesforsubmissionsforthechallenge:
Networking, Applications and Application Enablement, Management, Analytics,
Networking,SecurityorThings.Apartfromthis,eachsubmissionneedstomapitself
tooneofavarietyof industriesanddemonstrate itsapplications in the industries.
TheindustriesincludeEnergy,Manufacturing,OilandGas,Education,Healthcare,
Retail,SportsandEntertainment,SmartCities,andTransportation(Hopkins,2013).

As discussed, crowdsourcing can generate a number of innovative ideas for
new product development. However, like advantages, crowdsourcing has its own
disadvantages.Companiesmaybeoverloadedwithideas.Someoftheideasmaynot
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begoodenoughintermsofinnovativeness,practicality,andfeasibility.Forexample,
CiscoSystemssponsoredanopeninnovationchallengecalledI-Prize(Jouret,2009).
Thechallengesolicitedideasfromexternalsources.Theeffortresultedinreceiving
more than800distinct ideas frommore than2900 innovators from156 countries.
The chief technologyofficer ofCisco says, “The evaluationprocesswas farmore
labor-intensive than we’d anticipated. It required significant investments of time,
energy,patience,andimagination…todiscernthegemshiddenwithinroughstones”
(Livingstone,2010).AteamofsixCiscoemployeesinvestedthreemonthstoshortlist
32semi-finalistideasandnineteamsrepresenting14countriesinsixcontinentsfor
thefinalsofthechallenge(Livingstone,2010).

4.3. Interaction with Customers
Companiesshouldbecustomer-centricwhilegeneratingideasfornewproducts.The
traditionalcompany-centricapproachtoproductinnovationisgivingwaytoaworld
where companies involve customers in co-creating products. At BlankLabel.com,
customerscandesigntheirownuniqueshirtsbyspecifyingthecuts,sizes,collars,
buttons,cuffs,andpockets(Seybold,2006).

Companiesadoptanumberofapproachestodrawnewideasfromcustomers.They
observehowcustomersusetheirproducts.Medtronicisamedicaldevicecompany
whichemployssalespeopleandmarketresearcherstoobservespinesurgeonswhoused
theirproductsandalsocompetitiveproducts.Basedontheobservationsandfurther
analysis,Medtronicunderstandshowtoimprovetheirownproducts(MacCormack,
Murray,&Wagner,2013).Afterlivingwithlower-middleclassfamiliesinMexico
City,researchersofProcter&GambledevisedDownySingleRinse,afabricsoftener
thatremovedanarduousstepfromthepartlymanuallaundryprocessthere(Horovitz,
2011).

Companiesenquirecustomersabouttheproblemstheyfacewithproducts.Komatsu
HeavyEquipmentsentagroupofengineersanddesigners to theUnitedStates for
sixmonths.Theengineersanddesignersrodewithequipmentdriverstolearnhowto
makeproductsbetter(Wallace,2010).CustomersofProctor&Gamblewerefrustrated
that potato chips break and are difficult to store after opening the bag. Based on
thisfeedback,thecompanydesignedPringlestobeuniforminsizeandencasedina
protectivetennis-ball-typecan(MacCormacketal.,2013).

Customersrevealtheirwantsanddesireswhentheyareaskedabouttheirdream
products.Companiesshouldaskcustomersaboutwhat theyexpect theproducts to
do,eveniftheidealseemsimpossible.Forexample,a70-year-oldcamerausertold
Minoltathathewouldlikethecameratomakehissubjectslookbetterandnotshow
theirwrinklesandaging.ThiscustomerinsighthelpedMinoltatodevelopacamera
withtwolenses.Onelenswasforrenderingsofterimagesofthesubjects(Horovitz,
2011).

Companies set up customer advisory board where the board members judge
companies’ideas.Forexample,LeviStraussusesyouthpanelstodiscusslifestyles,
habits,values,andbrandengagements(Raasch&VonHippel,2013).Ciscoemploys
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CustomerForumstoimproveitsofferings.Harley-DavidsonhasstartedHarleyOwners
Group(H.O.G.)wherethemembersgenerateproductideas(Horovitz,2011).

Companiesusetheirownwebsitestocollectideasfromindividuals.Forexample,
P&G’scorporateglobalwebsitehasa“ShareYourThoughts”sectiontogainadvice
andfeedbackfromcustomers(Dishman,2012).Companiesalsousespecializedsearch
enginessuchasTechnoratitofindblogsandpostingsrelevanttotheirbusinesses.

Brandcommunitiesofenthusiastsareformedbycompanies.Themembersdiscuss
aboutproductdevelopments.Forexample,Harley-DavidsonandApplehavestrong
brandenthusiastsandadvocates.Sonycollaborateswithitscustomerstoco-develop
itsPlayStationproducts.LEGOdrawsonkidsandinfluentialadultenthusiastsfor
feedback on new product concepts in early stages of development (Raasch & Von
Hippel,2013).

Companiesencouragecustomerstochangeorimprovetheproducts.Salesforce.
comencouragesitscustomerstodevelopandsharenewsoftwareapplicationsusing
simpleprogramming tools.Customersof InternationalFlavors&Fragrances (IFF)
areprovidedwithtoolkitsbasedonwhichtheycanmodifycertainflavors.IFFthen
manufactures such flavors (Horovitz, 2011). LSI Logic Corporation provides its
customerswith“do-it-yourself”toolkitsbasedonwhichcustomerscandesigntheirown
specializedchips.BMWpostedatoolkitonitswebsitetoallowcustomerstodevelop
ideasusingtelematicsandin-caronlineservices(Schreier,Fuchs,&Dahl2012).

Co-creationofideashelpsbothcustomersandcompanies.Co-creationhelpsin
producingnewandbetterideas(Schreieretal.,2012).Atthesametime,customers
feelimportantandclosertothecompany.Theyfeelthattheyhaveasayininnovation.
Consequently,theycreateafavorablewordofmouth.Itishowever,criticaltogetthe
rightcustomersengagedintherightway(Seybold,2006).

Leadusershelpcompaniesingeneratingbetterideas.Suchideasactassources
ofinputforinnovativeproducts.Sometimes,consumershelpininnovatingproducts
withouttheconsentorknowledgeofthecompaniesthatproducethem(Raasch&Von
Hippel,2013).Forexample,youngsterswhotooktheirbikestothemountaintopsand
camedown,helpedtodevelopmountainbikes.Whenthebikesbroke,theyoungsters
beganbuildingmoredurablebikes.They incorporatednew features like improved
brakesandsuspensionsystems,andaccessories.Itwasthey,andnotbikecompanies
whodevelopedtheseinnovations(Hoffmanetal.,2010).

Companies and brands which wish to appeal to younger and leading-edge
consumers,bringtheirleadusersintotheproductdesignprocess(Morrison,Roberts,
&Midgley,2004).Technicalcompaniescanlearnagreatdealbystudyingcustomers
whomakethemostadvanceduseofthecompany’sproductsandwhorecognizethe
needforimprovementsbeforeothercustomersdo.Inabusiness-to-businessmarket,
distributorsandretailerswhoarelocatedfarawayandarenotinregularcontactwith
companiescanprovidemorediverseinsightswhichcompaniesmightnothavethought
of(Henke&Zhang,2010).Collectinginformationfromsuchdistributorsandretailers
becomeseffectiveforcompaniestowardsgeneratingnewideas.
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Customers can be a great source of new product ideas. Customers are the
individualswhousetheproductsandservicesofferedbycompanies.So,customers
are in a better position to provide ideas and suggestions. Companies can analyze
customerquestionsandcomplaintstofindnewproductsthatbettersolveconsumer
problems.For example, theLEGOGroupencourages its customers to submitnew
productideasonaregularbasis.CustomerscanlogontotheLEGOIdeaswebsite
andsubmittheirinputs(Ringen,2015).

At the LEGO Ideas website, the giant toy maker converts ideas provided by
customers into new LEGO building sets. The website invites customers to submit
theirownideasandtoevaluateandvoteideassubmittedbyothers.Ideassupportedby
10000ormorevotesareselectedbytheLEGOReviewBoardforaninternalreview
byvariousdepartmentsincludingsales,marketing,anddesign.Ideaswhichclearthe
reviewprocessaremadeintoofficialLEGOproducts(Ringen,2015).Customerswhose
ideasareconsideredandreachproductionarerewardedbyLEGO.Suchcustomers
earnonepercentoftotalnetsalesoftheproductandreceivecreditastheLEGOIdeas
set creator insideevery set sold.The initiative resulted in12majornewproducts.
TheproductsincludetheLEGOLabyrinthMarbleMaze,LEGOWALL●E,LEGO
BigBangTheory,LEGODoctorWho,BacktotheFutureDeLoreanTimeMachine,
LEGOGhostbusters,andLEGOBirds(Ringen,2015).

Companies,however,donotalwaysrelyoncustomerinsightsonlytocreatebetter
andnewproducts(Goldenberg,Horowitz,Levav,&Mazursky,2003).AsHenryFord
famouslysaid,“IfI’daskedpeoplewhattheywanted,theywouldhavesaidafaster
horse”(Fang,2008).Expertscautionthatbeingoverlyfocusedonconsumers,whomay
notreallyknowwhattheywant,orwhatcouldbepossible,canresultinshortsighted
productdevelopmentandmissrealpotentialbreakthroughs(Goldenbergetal.,2003).
SeveralcompanieslikeAppleandIKEAincorporateuserinputswithcaution.Some
othercompaniesbelievethatfocusingonleadusersresultsinincrementalandnotin
breakthroughinnovation(Skibsted&Hansen,2011).

4.4. Analysis of Competitors
Competitorscanbeaninvaluablesourceofinnovativeideas.Companieskeeptrackof
actionsoftheircompetitorstogainknowledgeaboutcompetitiveproducts.Theywatch
competitors’ advertisements to understand about product launches by competitors.
Theybuyproductslaunchednewlybycompetitors,analyzethemandtrytounderstand
theirworkingprinciples,keeptrackoftheirsales,anddecidehowtolaunchanew
productbasedontheknowledgeofcompetitiveproducts(Raassensetal.,2012).Other
externalideassourcesincludetrademagazines,shows,websites,seminars,government
agencies,marketingresearchfirms,advertisingagencies,universityandcommercial
laboratories,andinventors.

Analysisofproductsmarketedbycompetitorsprovidescompanieswithinvaluable
insightswhichtheycanconvertintoinnovativeideas(Raasch&VonHippel,2013).
Theycanfindoutwhatcustomerslikeanddislikeaboutcompetitors’products.Many
companiesbuytheircompetitors’products, take themapart,andbuildbetterones.
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They can ask their own sales representatives and intermediaries for ideas. These
individualsarethefirsttointeractwithcustomersdirectly.Tomanycustomers,sales
representatives are the company. Since sales representatives interact directly with
customers,theyareinabetterpositiontounderstandcustomerwants,requirements,
andpreferences.Sales representativesarealso the first toknowaboutcompetitors
(VonHippel,2005).ElectronicretailerBestBuyevencheckswithventurecapitalists
tofindoutwhatstart-upstheyareworkingon(Raasch&VonHippel,2013).

Marketersrequirea thoroughunderstandingof thecompetition toestablish the
optimalbrandpositioningforthenewproduct.Properknowledgeofthecompetition
alsohelpscompaniestoestablishtherightpoints-of-parityandpoints-of-differences
(Fang,2008).

ToughcompetitioninthevideogameconsoleindustryamongSony,Microsoft,
and Nintendo has spurred innovation and each firm attempts to get ahead of the
others(Kain,2013).Manufacturersofvideogameconsolesfacetoughcompetition
tocapture themindsandheartsofmore thanonebilliongamersworldwide.More
than220milliongamersliveintheUnitedStates(Kain,2013).Microsoft’sXboxOne
andSony’sPS4hadatoughcompetitionbetweenthemselvesintheholidayseasonof
2013(Sherr,2013).Boththebrandsaddedmanynewfeaturestoattracttheattention
ofcustomers.Thefeaturesincludedmotion-detectioncamerastoallowgamerstoplay
usinggesturestotechnologylinkingthegamingconsoletoasmartphoneortablet.
XboxOnewaspricedat$499whilePS4waspricedat$399(Kain,2013).Microsoft
alsolostthePRbattlewhenitannouncedpolicieswhichwerenotuser-friendlyand
whichangeredcustomers.Thepolicieswererelatedtorestrictionsontheprocessof
gamingandsharinggames.Thecompanyhadatoughacttofollow.Theearliermodel,
Xbox360broughtsignificantpowerandonlinefunctionalitytogamers.Xbox360also
introducedAchievementsandthegamerscoretofacilitatecompetitors(Sherr,2013).
Xbox360hadsaleswhichexceeded75millionunits.Italsoattractedmorethan40
millionusersintoMicrosoft’sXboxLiveconnectedgamingservice.Thethirdmajor
player,NintendoofferedWiigamingsystemwhichfoundsuccessin2006.Contrary
totheindustrystandards,Nintendoofferedacheaper,lower-powerchipwithfewer
graphicscapabilities.Thefeaturesallowedadifferentstyleofplaybasedonphysical
gestures.Wiihadasleekwhitedesignandmotion-sensitivewirelesscontroller.Such
features made Wii much more engaging and interactive. Nintendo also decided to
embraceoutsidesoftwaredevelopers.ThisallowedNintendotohavenewtitlesquickly
becomingavailable.Evennon-gamerswereattractedbecauseofitscollaborativenature
andcapabilities.Seasonedplayers focusedmoreonmastering its intriguinggames
(Fackler,2007).NintendofollowedupitssuccesswiththeintroductionofWiiUin
2012.However,WiiUwasunabletoholdthesameinterestamonggamers.Nintendo
hadtofaceatoughfightagainstitstwochiefcompetitors(Stone,2012).

4.5. Adoption of Creativity Techniques
Innovativecompaniesadoptandapplyanumberofcreativitytechniquestogenerate
ideasfornewproducts(Fisher,2013).
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4.5.1. Brainstorming
Companies conduct internal brainstorming sessions to generate new ideas.
Brainstorming sessions are effective if they are conducted correctly. Group
brainstorming sessions can create insights, ideas, and solutions because a number
ofindividualsfromdiversebackgroundsparticipateinsuchsessions(Peace,2012).
However,ifconductedincorrectly,suchsessionscanbeapainfulwasteoftimeand
canfrustrateandantagonizeparticipants.Expertssuggestanumberofmeasuresto
ensuresuccessofbrainstormingsessions(Tischler,2007).

Brainstormingsessionsshouldbemoderatedbyatrainedfacilitatorwhoguides
thesession.Companiesshouldalsousetherightenvironmenttoconductsuchsessions
(Tischler,2007).Participantsforthesessionsshouldbechosenjudiciously.Participants
should be from diverse backgrounds and interests which may provide different
viewpoints.Also,viewpointsofoneparticipantmaybevalidatedbytheviewpointsof
otherparticipants(Fisher,2013).Participantsshouldviewthemselvesascollaborators
workingtowardsacommongoalratherthanonlyprovidingsuggestionsandviewpoints
(Tischler,2007).Brainstormingsessionsareconductedtogeneratefreeflowofideas.
However,rulesneedtobesetupandfollowedsothatthediscussionshavefruitful
outcomes.Somestructureisneeded,thoughflexibilityisdesiredtoo(Peace,2012).
Participantsshouldbebriefedbeforethesessionscommence.Theyshouldbegiven
properbackgroundpreparationandmaterialssothatsothattheycangetintothetask
quickly (Peace, 2012). Individual sessions before and after the brainstorming can
beusefulforthinkingandlearningaboutthetopicaheadoftimeandforreflecting
afterward on what happened (Sutton, 2006). Participants should be encouraged to
think and express their views freely and constructively without getting influenced
byothers.Participantsshouldbegiventimetothinkandgathertheirthoughtsbased
ontheirknowledgeandthenexpresstheirviews(Sutton,2006).Participantsmaybe
encouragedtothinkcritically,identifyandchallengeexistingassumptions,role-play
someaspectsofthesituationtheyareanalyzing,orconsiderborrowingideasfrom
otherfirms,evenoutsidetheindustry(Myser,2006).Brainstormingsessionsshould
haveaclearpurposewhichneedstocomeoutinitsplanofactionandimplementation.
Thishelpsinmaterializationofideasandinprovidingtangiblevalue(Fisher,2013).
Brainstormingsessionsaremorethangeneratingideas.Theyhelpinbuildingteams,
senseofparticipation,andleaveparticipantsbetterinformedandenergized(Peace,
2012).

Creativity does not follow rules and regulations and is mostly about making
connectionsinwaysthatarenotobvious.Companiesfollowanumberoftechniques
forstimulatingcreativityinindividualsandgroups(DahlandMoreau,2002).

1. Listing of Attributes: The attributes of a product may be listed at first. For
example, for a screwdriver, after listing the attributes, each attribute may be
modified such as replacing the wooden handle with plastic, providing torque
power,addingdifferentscrewheads,andsoon.
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2. Formed Forced Relationships:Severalideasmaybelistedandrelationshipsmay
beformedamongtheideas.Forexample,whiledesigningnewofficefurniture,a
desk,bookcase,andfilingcabinetmaybeconsideredasseparateideas.Adeskmay
beimaginedwithabuilt-inbookcaseoradeskwithbuilt-infiles,orabookcase
withbuilt-infiles.

3. Morphological Analysis:Analystsmaystartwithanindividualproblemsuchas
“gettingsomethingfromoneplacetoanotherviaapoweredvehicle”.Dimensions
relatedtomobilitysuchasthetypeofplatform(cart,chair,sling,bed),themedium
(air, water, oil, rails), and the power source (compressed air, electric motor,
magneticfields).Bylistingandlinkingeverypossiblecombination,manynew
solutionscanbegenerated.

4. Reverse-Assumption Analysis: All the normal assumptions about a product
maybe listedand theassumptionsmaybe reversed togeneratenew ideas.For
example,insteadofassumingthatarestauranthasmenus,chargesforfood,and
servesfood,eachassumptionmaybereversed.Thenewrestaurantmaydecideto
serveonlywhatthechefboughtthatmorning,providesomefoodbutchargefor
thetimethepersonsitsatthetable,ordesignanexoticatmosphere,andrentthe
placetopeoplewhobringtheirownfoodandbeverages.

5. New Contexts: Familiar processes may be taken and such processes may be
thoughtofwithrespecttoanewcontext.People-helpingservicesmaybeextended
toservicessuchashelpingdogsandcatswithdaycareservices,stressreduction,
psychotherapy,funerals,andsoon.Insteadofsendinghotelgueststothefront
desktocheckin,theymaybegreetedatcurbside.Insteadofregisteringguestsat
theregistrationdesk,awirelessdevicemaybeusedtoregisterthem.

6. Mind Mapping:Theprocessmaybestartedwithanidea,suchasacar,andthen
thenextideawhichcomesupmaybeconsidered.Theideamaybelinkedtoacar.
Forexample,MercedesmaybelinkedwithGermanywhichisthenextassociation
astheplaceoforigin.Theprocessofgeneratingassociationsthatcomeupwith
eachnewwordmaybeconnectedtoformacoherentpicture.Perhapsawholenew
ideawillmaterialize.

7. Lateral Marketing:Newproductideascanarisefromlateralmarketing.Lateral
marketingcombinestwoproductconceptsorideastocreateanewoffering(Kotler
&deBes,2003).Forexample,KinderSurprisecombinedcandywithatoy.Cereal
barsareasuccessfulcombinationofcerealandsnacking(Boyd&Golderberg,
2013).

5. DISCUSSIoNS

Companiesfacetoughcompetitionandthecurrentproductsrequirereplacementfrom
newerproducts.Companiesshouldencourage innovation todevelopnewproducts.
However, the rewards of innovation come along with risks. The key to successful
innovationliesinacustomer-focused,holistic,totalcompanyeffort;strongplanning;
andasystematicnewproductdevelopmentprocess.
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Companies require generating and developing new product ideas. They do so
frommanyandvariedsources.Manynewproductideasstemfrominternalsources.
Companiesconduct formalR&D,or theypick thebrainsof theiremployees.They
urgebothR&Dandtheirotheremployees to thinkaboutanddevelopnewproduct
ideas.Externalsourcesalsocontributetogenerationofnewproductideas.Companies
trackcompetitors’offeringsandobtainideasfromdistributorsandsupplierswhoare
closetothemarketandcanpassalonginformationaboutcustomerproblemsandnew
productpossibilities.

Customersactasamajorsourceofnewproductideas.Customersaretheindividuals
whousetheproducts.So,insightsaboutproductscanbeobtainedfromcustomers.
Companiesobservecustomers,invitethemtosubmittheirideasandsuggestions,or
even involvecustomers in thenewproductdevelopmentprocess.Manycompanies
organizeprogramstogeneratenewproductideas.Theydevelopcrowdsourcingand
open-innovationnewproductideaprograms.Insuchinitiatives,companiesinvitebroad
communitiesofpeople–customers,employees,independentscientistsandresearchers,
andeventhegeneralpublic–intothenewproductinnovationprocess.Newproduct
ideasgetgeneratedfrommultiplesourcesandtrulyinnovativecompaniesdonotrely
onasinglesourceforsuchideas.

Acompanycannotsucceedinthecompetitionunlessitdoescontinualinnovation.
Innovationhelpscompanies tomeetandexceedcustomerexpectations. Innovation
requiresgenerating, identifying,andevaluatingideas.Generationof ideasrequires
anin-depthunderstandingofcustomerrequirementsandpreferences.Italsorequires
understandingthecapabilitiesofacompanyanditsmotivationforresearchingnew
ideas.

Apartfromthesourcesmentionedaboveforgeneratingnewproductideas,frontline
employeesandsalespersonsappointedbycompaniesactasmajorsources.Theyare
theindividualswhocomeindirectcontactwithcustomers.Theywillbeinabetter
positiontohaveanunderstandingaboutcustomersandtheirrequirementsthanothers.
Topmanagementofcompaniesmayhelpingeneratingnewproductideas.Innovation
isnotpossiblewithoutsupportandcooperationfromthetopmanagement.Companies
may adopt several creativity techniques for generating ideas. Brainstorming, role-
playing,formingforcedrelationships,morphologicalanalysis,reversingofassumptions
aboutusageofproducts,mindmappingofindividuals,andlateralmarketingaresome
of the techniques. Companies require having an integrated approach including the
above-mentionedtechniquesforgeneratinginnovativeideas.

5.1. Contributions of the Paper
Thecontributionofthepaperliesinthefactthatanin-depthdiscussionofthevarious
techniques for generating innovative ideas was done. Ideas for innovation may be
generatedfromanumberofsources.Theseincludeinternalideasources,externalidea
sources,andadoptingcreativitytechniques.Internalideasourcesincluderesearchand
developmentandemployees.Externalideasourcesincludecustomers,competitors,
and various other stakeholders. Creativity techniques include brainstorming,
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crowdsourcing, role-playing, morphological analysis, and lateral marketing. The
advantagesand thedisadvantagesof thevarious idea sourcesand techniqueswere
discussed.Thediscussionshaveboththeoreticalandpracticalimplications.Basedon
thediscussionspresented,academiciansmayconductafurtherreviewoftheprocessof
innovationandthetechniquesadoptedbycompaniestogenerateideasforinnovation,
andsuggestimprovedtechniques.

5.2. Managerial Implications
Practicingmanagerswillrealizetheimportanceofgeneratingideasforinnovation,
understand the techniques for generating innovative ideas, investigate about the
techniqueswhicharealreadyinplaceintheirorganizations,andimplementadditional
creativetechniquesforgeneratingideas.Managerswillalsorealizethattheprocess
ofinnovationrequireshardwork,dedication,andsubstantialinvestmentofresources.
Also,managersshouldbewillingtotakerisks,acceptfailures,andlearnfromthose
failures. Innovation may not always bring success initially. However, experiences
gainedfrominitialfailuresmaybeappliedinfruitfulventuresinfuture.

6. CoNCLUSIoN

The paper discussed various aspects of innovation and the techniques adopted by
companies togenerate innovative ideas.Effortsweremade to include the relevant
andthelatestliteraturerelatedtoproductinnovationandgenerationofideasfornew
productdevelopment.However, innovation is anevolving fieldwithdevelopments
takingplaceonacontinualbasis.Practicingmanagers,academicians,andresearchers
shouldkeepthemselvesupdatedaboutthelatesttrendsanddevelopments.

6.1. Future Research Avenues
Researchersmayreviewandcriticallyanalyzetheprocessesandtechniquessuggested
for generation of ideas in new product development. Innovation in new product
development requires substantial investment and effective allocation of resources.
Companiesperformfeasibilityanalysisbefore investingin innovation.Researchers
mayanalyzethefeasibilityandthepracticalityofthevarioussourcesandtechniques
appliedforgeneratingnewproductideas.Theymayapplythosesourcesandtechniques
which generate better ideas, are cost-effective, and which can be implemented for
successinthelongrun.
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