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Preface

Innovation is a beautiful thing. It is a force with both aesthetic and pragmatic appeal:
It unleashes our creative spirit, opening our minds to hitherto undreamed of possibil-
ities, while simultaneously accelerating economic growth and providing advances in
such crucial human endeavors as medicine, agriculture, and education. For industrial
organizations, the primary engines of innovation in the Western world, innovation
provides both exceptional opportunities and steep challenges. While innovation is a
powerful means of competitive differentiation, enabling firms to penetrate new mar-
kets and achieve higher margins, it is also a competitive race that must be run with
speed, skill, and precision. It is not enough for a firm to be innovative—to be suc-
cessful it must innovate better than its competitors.

As scholars and managers have raced to better understand innovation: a wide range
of work on the topic has emerged and flourished in disciplines such as strategic
management, organization theory, economics, marketing, engineering, and sociology.
This work has generated many insights about how innovation affects the competitive
dynamics of markets, how firms can strategically manage innovation, and how firms
can implement their innovation strategies to maximize their likelihood of success. A
great benefit of the dispersion of this literature across such diverse domains of study
is that many innovation topics have been examined from different angles. However,
this diversity also can pose integration challenges to both instructors and students.
This book seeks to integrate this wide body of work into a single coherent strategic
framework, attempting to provide coverage that is rigorous, inclusive, and accessible.

The subject of innovation management is approached here as a strategic process.
The outline of the book is designed to mirror the strategic management process used
in most strategy textbooks, progressing from assessing the competitive dynamics of
the situation, to strategy formulation, and then to strategy implementation. The first
part of the book covers the foundations and implications of the dynamics of innova-
tion, helping managers and future managers better interpret their technological envi-
ronments and identify meaningful trends. The second part of the book begins the
process of crafting the firm’s strategic direction and formulating its innovation strat-
egy, including project selection, collaboration strategies, and strategies for protecting
the firm’s property rights. The third part of the book covers the process of imple-
menting innovation, including the implications of organization structure on innova-
tion, the management of new product development processes, the construction and
management of new product development teams, and crafting the firm’s deployment
strategy. While the book emphasizes practical applications and examples, it also
provides systematic coverage of the existing research and footnotes to guide further
reading.

This book is designed to be a primary text for courses in the strategic management
of innovation and new product development. Such courses are frequently taught in
both business and engineering programs; thus, this book has been written with
the needs of business and engineering students in mind. For example, Chapter Six

vii



viii Preface

(Defining the Organization’s Strategic Direction) provides basic strategic analysis
tools with which business students may already be familiar, but which may be
unfamiliar to engineering students. Similarly, some of the material in Chapter 10
(Managing the New Product Development Process) on computer-aided design or qual-
ity function deployment may be review material for information system students or
engineering students, while being new to management students. Though the chapters
are designed to have an intuitive order to them, they are also designed to be self-
standing so instructors can pick and choose from them “buffet style” if they prefer.

This book arose out of my research and teaching on technological innovation and
new product development over the last decade; however, it has been anything but a
lone endeavor. I owe much of the original inspiration of the book to Charles Hill, who
helped to ignite my initial interest in innovation, guided me in my research agenda,
and ultimately encouraged me to write this book. I am also very grateful to colleagues
such as Juan Alcacer, William Baumol, Gary Dushnitsky, Tammy Madsen, Goncalo
Pacheco D’Almeida, Raghu Garud, Bill Starbuck, and Christopher Tucci for their
suggestions, insights, and encouragement. I am also thankful to my editors, Ryan
Blankenship and Lindsay Harmon, who have been so supportive and made this book
possible, and to the many reviewers whose suggestions have dramatically improved
the book:

David Berkowitz Glenn Hoetker

University of Alabama in Huntsville University of lllinois at Urbana-Champaign
John Bers Sanjay Jain

Vanderbilt University University of Wisconsin—Madison
Paul Bierly Steve Markham

James Madison University North Carolina State University
Paul Cheney Robert Nash

University of Central Florida Vanderbilt University

Cheryl Gaimon Anthony Paoni

Georgia Institute of Technology Northwestern University

Elie Geisler Oya Tukel

Hlinois Institute of Technology Cleveland State University
Andrew Hargadon Anthony Warren

University of California, Davis The Pennsylvania State University

I also need to thank my husband, Alex, for his love and support despite my neglect
of him during the writing of this book. Finally, the biggest debt of gratitude is cer-
tainly owed to the many students of the Technological Innovation and New Product
Development courses I have taught at New York University, Boston University, and
University of California at Santa Barbara. Not only did these students read, challenge,
and help improve many earlier drafts of the work, but they also contributed numerous
examples that have made the text far richer than it would have otherwise been. I thank
them wholeheartedly for their patience and generosity.
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