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ABSTRACT

All human activities could not exist without the involvement of
subjects. As a result, the activity of technological! innovation (tech-
novation) could not exist without innovation subjects. From this
point of view, technovation is a creative activity engaged by innova-
tion subjects. Without the study of subjects and their relationship
with innovation objects, it is not able to grasp the practical essence
of technovation. Therefore, technovation subject is one of the most
fundamental problems in the study of technolcgical innovation. It is
the creative activity of technovation subjects that dominates or deter-
mines the input-output of new sources, which makes ‘dead’ labor
live and enter into the active process of changing objects.

Generally speaking, technovation is a social process full of vari-
ous complex stages, and each concrete techncvation project has its
own specialty and occasionality. However, technovation is a dynam-
ic process interacted with innovative knowledge and innovative prac-
tice in its essence. Technovation is a continuous process of objectify-
ing subjects’ creative abilities. In this process, different subjects
have different characteristics as they are facing different innovation
objects and different innovation purposes, which will lead to differ-
ent objectification results.

Innovation decision-making subjects face kinds of innovation
objects that already exist in the real world. But they are not satisfied

with these objects. Based on the existing market chance and techni-
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cal chance, decision-makers will search possible market and technol-
ogy so as to maximize the profit of innovative enterprises. This is a
negation process to the existing innovation objects. Decision-makers
depend on the intuitive judgment to innovation chances and the deci-
sive knowledge about decision methods and behaviors, choose the
best one frcm different possible programs, and form practical rea-
soning of innovation that expresses the future innovation result in a
conceptual form. Decision-makers will seek a rational combining
point between objects’ possibilities and subjects’ valuable needs.
The objectification result of innovation decision-makers is the con-
ceptual model that innovation subjects will create in their practices.
And the real innovation practice is the objectification of this decision
plan.

The activity of innovation R&D subjects is the first stage of the
objectification of decision plan. It is the process to turn scientific re-
sult in conceptual form into product sample or process model that can
enter production field. Through scientific design of R&D staff sci-
entific results are made into a visual reality adapted to special social
and economic aims, which will provide conditions for manufacturing
and producing. Their creative behavior is limited by the whole inno-
vation purpose. In this process, their innovation knowledge is not
exclusive to necessary technical test and experiment. The activity of
innovation K&D staff is a primary test to design result in terms of
its truth anc value.

Production innovation subjects include site engineers and skilled
workers. Their activities are served to the technical activity of man-
ufacturing, which is mainly limited by the economic reasons. What

the subjects face is not the special object in the stage of innovation
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R&D. The innovation objects are more common instruments, which
need site engineers and workers to work harder. It is their creative
labor that enriches innovation skills and pushes more technical re-
sults into production process so as to finish the systemization and so-
cialization of hi-technology. Further, the site engineers also provide
the smooth operation of production technologies.

The objects that market innovation subjects face are innovative
products and consumers. The task of marker innovation subjects is
to combine products and consumers together. In other words, they
will put innovative products into innovative commodities that fit
users and consumers. On the one hand, they should get relative
knowledge about the characteristics, function and uses of the prod-
ucts. On the other hand, they should have a research on the con-
suming needs of consumers. As a result, they must learn a lot about
marketing, public relationship, and social psychology so that they
can shorten the psychological distance between innovative enterprises
and consumers. At the same time, market innovation subjects will
provide a bridge across enterprises and users so as to get further mar-
ket chance for successive innovation.

What management innovation subjects should do is to serve
technology and production. They are facing such kinds of objects as
man, material, information, environment and so forth. Here, man
is the core of all objects. Man is not only the object of management,
but also the subject of management. Hence, management subjects
must deal with the relationship between material stimulus and spiri-
tual stimulus correctly. They must create a climate favorable for in-
novation. Therefore, they should learn the knowledge of psycholo-

gy, management, leadership, sociology and behavior science. Also,
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they should continuously seek new model of managing and manage-
ment so as to form the synergetic development of the whole techno-
logical innovation.

In general, technovation is a wholly dynamic process of innova-
tion knowledge and innovation practice. It is due to the creative ac-
tivity of innovation subjects that the whole technovation process can
be realized. Therefore, all the innovative people (not merely fewer
persons) must be put on the first important position. Only we have
done this. we can succeed in realizing China’s technological innova-
tion. This is the main conclusion of this book. And this is also the

theoretical and practical meaning of this book.
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