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Abstract
Background: Small and Medium enterprises (SMEs) are the main contributors of
innovation. However, there are challenges that organizations face even if they foster
innovation. These constraints are often external or internal and dependent on
organizations resources and capabilities. It is often based on financial limits, the market,
technology, human resources, skilled labor and information being limited. Even though
there is research available about these factors separately, there is limited understanding
of their influences on innovation ventures.
Purpose: The purpose of this study is to understand what hinders companies in their
innovation processes and if there are influencing reasons that forces Small and Medium
Enterprises to give up on their innovation ventures.
Methodology: This study is qualitative and took an inductive exploratory approach
where the data was collected through in-depth semi-structured interviews. Six SMEs
were interviewed based on a convenience judgmental sample and analyzed through the
use of content analysis.
Conclusion: This study concludes that, management, finance, marketing and
shortcomings are the main influences that can hinder innovation processes but also lead
SMEs to give up on innovation ventures as well.
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1 Introduction
1.1 Background
Throughout history, innovation has been about generating, supporting and
implementing processes and products that generate greater value for organizations,
societies, and individuals. The challenge is to reach a shared understanding of the
comprehensive spectrum of innovation and how it generates these values (Van de Ven,
2007; Meissner & Kotsemir, 2016; Boer & During, 2001; Howell, 2014). These values
are often developed by taking new risks that result in a service, product and/ or a
process (Henderson, 2017; Meissner & Kotsemir, 2016; Boer & During, 2001; Van de
Ven, 2007).
The problem with innovation and its processes is the fact that businesses are trying to
develop new ideas in ways that are not productive nor efficient (Brooks, 2013).
Strategies and processes differ from all companies and are often hindered by different
constraints, for example having lack of expertise, strategically related problems and
company’s customers (O'Dwyer, Gilmore & Carson, 2009; Palmié, Zeschky,
Winterhalter, Sauter, Haefner & Gassmann, 2016). This leads to innovation not being a
one-size-fits-all approach, but companies are still trying to apply the process of going
from an idea being generated, to developing and launch it (Salerno, Gomes, Silva &
Freitas, 2015; Parnell, Long & Lester, 2015; Isomäki, 2017; Nieminen, 2018).
According to the Global Innovation Index (2018), when laying the foundations of
innovation within an organization, it is paramount to invest in long-term cycles of
innovation that create intangible assets, since it facilitates companies with advantages
that are needed to stay competitive in today's marketplace.
By thinking creatively, problems can be solved both strategically and differently with
innovation and it should according to Henderson (2017) always be a part of a
company’s business approach. Research shows that, when looking into business
strategies of innovation, companies that have strategies to follow often perform better
than non-strategic ones (O’Regan, Ghobadian & Sims 2006; Palmié et al., 2016).
Although, this can be challenging for companies, since it is a formidable and complex
task to convert research and development ideas into practice (O’Regan, Ghobadian &
Sims 2006). O'Dwyer, Gilmore, and Carson (2009) and Hemmer (2016) however, state
1

that having less formal organizational structures it often enhances a corporate culture
that enables inclusion and participation throughout an organization, which leads to more
promising innovations. Companies that often tend to have these type of organizational
structures are Small and Medium Enterprises (SMEs) (O'Dwyer, Gilmore & Carson,
2009; Hemmer, 2016).
SMEs were the main contributors of innovations in the twentieth century and still are to
this day (Scozzi, Garavelli & Crowston, 2005). However, there are still challenges and
constraints that these organizations face regardless of having organizational structures
that aids innovation. These constraints are often external or internal and dependent on
organizations resources and capabilities (Božić & Rajh, 2016; Oum, Narjoko & Harvie,
2014; Laforet, 2011; Ringel, Taylor & Zablit, 2015). It is often based on financial
limits, the market, technology, human resources, skilled labor and information being
limited (Oum, Narjoko & Harvie, 2014). Unfortunately, SMEs with these problems, do
not possess all the necessary capabilities and experiences that innovation requires to be
able to manage their innovation processes diligently, and to minimize these obstacles to
innovate (Božić & Rajh, 2016; Rosenbusch, Brinckmann & Bausch, 2011). Henceforth,
it is important, since neglecting innovation possibilities and opportunities and not
minimizing these obstacles, it can lead companies to have multiple innovation venture
failures (Božić & Rajh, 2016; Rosenbusch, Brinckmann & Bausch, 2011; Parnell, Long
& Lester, 2014; Terziovski, 2010; Bullinger, Banner & Brunswicker, 2007; The experts
forum, 2010).

1.2 Problem Discussion
Like all complex processes, innovation is not a process that can be rushed, every step,
no matter how big or small is important (The experts forum, 2010). SMEs then need to
according to Salavou, Baltas, and Lioukas, (2004) is to seek different innovative ways
of conducting innovations and use their flexibility to explore new ideas. They do not
have the size that could bring more strategic alternatives and according to Palmié et al.
(2016) and Salavou, Baltas, and Lioukas (2004) SMEs need to find better ways of
streamlining their use of technological resources and learning competencies. However,
much still remains unknown about what capabilities and experiences that are needed for
SMEs to be able to successfully innovate and knowing what to avoid (Laforet, 2011;
Božić & Rajh, 2016).
2

Laforet (2013) mentions that there are disagreements of the constructs of successful
innovations and its characteristics differs among scholars too. Damanpour (2017)
March-Chordà, Gunasekaran, and Lloria-Aramburo (2002) then state that regardless of
the disagreements of which processes creates success, if they are insufficiently met, a
bottleneck will occur, which leads to innovation ventures being delayed and even
failing. For these successes to be realized there needs to be balanced attention to each
and all parts of a constituent innovation process (Damanpour, 2017). In today's
competitive marketplace, organizations need different strategies to develop their
knowledge, instead of only making reactive responses based on customers’ needs
(Salavou, Baltas & Lioukas, 2004).
The focus in all organizations should according to Damanpour (2017) be on processes
and their desired outcomes. Innovation should aim to identify managerial, contextual
and organizational conditions under how organizations innovate, but also the processes
that look at how organizations adapt, use, develop, and create innovations (Damanpour,
2017). Damanpour (2017) denotes that studies of innovation, when looking at processes
in organizations, should focus on how companies are innovating, meaning how they go
about their processes, mindsets, and skills, and not their level of innovativeness, which
implies how much one is innovating. Innovation is as Anthony, Viguerie, Schwartz, and
Van Landeghem (2018) state challenging, and most organizations in today's market
understand this. 95 percent of all product innovations fail (Nobel, 2011) and 92 percent
of all startups fail as well (Techli, 2012). This indicates that innovation is hard but,
Nieminen (2018) mentions that 84 percent of executives are still saying that innovation
is important and that a company's future is depending on innovation.
Why this becomes challenging for companies may be due to that they are missing to
bridge the gap between their innovation processes and their overall business strategies
(PwC, 2017; Brooks, 2013). Therefore, one can assume that there are improvements
needed to bridge this gap so that innovation becomes an axiomatic process for all
companies that innovate today, since products and processes are still failing to meet
their businesses expectations (Nieminen, 2018; Hengsberger, 2018; McCarthy, 2018;
Isomäki, 2017; Hemmer, 2016; Nobel, 2011).
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Hengsberger (2018) however argues that ventures often fail internally due to the
implementation and the development of the innovation process not being managed
properly and thus affecting the outcome of the product as well. Even though companies
anchor innovation strategies, they often become unprioritized because of day-to-day
business activities, company’s unwillingness to take risks, and the fear of failure
(Hengsberger, 2018; McCarthy, 2018; Isomäki, 2017; Hemmer, 2016; Nobel, 2011).
O’Regan, Ghobadian, and Sims (2006) then wonder what can be done to be able to go
through these hurdles and how one can recognize and adjust certain steps in the
innovation processes, to always deliver successful innovations that meets business
expectations (Laforet, 2011; Božić & Rajh 2016; Parnell, Long & Lester, 2014;
Terziovski 2010; Bullinger, Banner & Brunswicker 2007; Rosenbusch, Brinckmann &
Bausch, 2011). Henceforth, one needs to know the why and how of signs of failure
before it occurs, so things can be resolved for SMEs to be able to stay innovative
(Ropega, 2011; Radas & Bozic, 2012).
Business failure often stems from not only strategy and investments, but what is argued
is that in SMEs it often depends on poor business knowledge, lack of planning,
inadequate management skills, finance, marketing, human resources, technology and
innovations (Ropega, 2011; Radas & Bozic, 2012; Kang, 2012; Scozzi, Garavelli &
Crowston, 2005). Therefore, focusing on these influences and understanding them,
obstacles to research and develop (R&D) and innovation processes, can help SMEs
overcome innovation failures, so they do not give up on innovation ventures (Radas &
Bozic, 2012; Arasti, Zandi & Bahmani 2014).

1.3 Purpose
The purpose of this study is to understand what hinders companies in their innovation
processes and if there are influencing reasons that forces Small and Medium Enterprises
to give up on their innovation ventures.

1.4 Research Questions
1. What factors hinder companies in their innovation processes?
2. What are the influencing reasons that make companies give up on their innovation
ventures?

4

1.5 Report Structure
This paper consists of nine chapters and starts with introducing the subject to the reader,
problematizing the subject, explaining the purpose and providing the research questions
in chapter one. A literature review is then presented in chapter two, that consist of the
overall concepts mentioned within innovation, its processes and its failures. In chapter
three a conceptual framework was conducted to show the reader the flow of the
concepts that are explored and how they influence each other. The methodological
chapter, which is chapter four, then explains, describes and operationalizes the choices
of the methodological procedures that are used in this paper base on the research subject
and theoretical concepts. The results of the empirical findings of this study is then
shown in chapter five and explained and discussed in the analysis, in chapter six.
Chapter seven then concludes this study based on the findings and draws a conclusion
through answering the purpose and research questions. Then, chapter eight describes the
theoretical and managerial contribution of this report and lastly chapter nine discusses
the limitations and suggest further research.

5

2 Literature Review
This chapter explains different concepts from previous research in the field of
innovation. These concepts will form the study’s theoretical framework that will be used
throught out the research. The chapter is divided into three parts, innovation processes,
innovation failures and influences of innovation.

2.1 Innovation Processes
2.1.1 Business Model Innovation
Business model innovation (BMI) is a new phenomenon that focuses on the alliances
and the structure of firms (Bouncken & Fredrich, 2016). The BMI consists of three
parts, value creation, value capture, and innovation (Bouncken & Fredrich, 2016;
Hossain, 2017). A global survey from Economist Intelligence Unit (2005) that included
more than 4 000 senior managers, found that a majority of the participants would prefer
to work with BMI before working with product and/ or service innovation when
focusing on competitive advantage. Additionally, the study denoted that firms who
focused on BMI gained higher margins and Palmisano (2006) agreed with this, and
stated that these firms had better financial performance than the firms that only focused
on product and process innovation. However, Comes and Berniker (2008) believe that
there are only two questions that really need to be answered when working with BMI,
what the value for the company is and how it will become profitable. It is also important
to take into account that when utilizing BMI, firms need to be aware of the influences of
false assumptions and how it may lead to failure, but firms also need to be flexible to
adapt to new value propositions and exploit them (Hossain, 2017).

2.1.2 Research and Development Processes
According to Palmié et al. (2016) and Meissner and Kotsemir (2016) companies have
started to internalize R&D activities. This in order to change and adapt their products
based off of new consumer requirements. However, due to SMEs having limited
resources, there is a need to have high success rates and activities need to be efficient
when working with innovation (Palmié et al., 2016; Meissner & Kotsemir, 2016). When
members in organizations try to deviate from the norms of standardized routines, or
even try to create new routines, the organizations may fall into awkwardness and
skepticism due to these changes (Palmíe et al., 2016).
6

When working with innovation, there are generally five stages that companies follow.
These

are

idea

generation,

advocacy

and

screening,

experimentation,

commercialization and the last is diffusion and implementation (Luenendonk, 2017;
Power, 2019; Mariello, 2007; Neese, 2017). Idea generation is the starting point for all
innovation ventures (Luenendonk, 2017; Power, 2019; Mariello 2007; Neese, 2017).
These ideas can originate from another already existing idea or it might be something
completely new (Neese, 2017). When a company can understand the customers’
problems their pains and struggles, they can work to create solutions (Power, 2019;
Mariello, 2007). Advocacy and screening is an important second stage in the process,
since every idea that is generated is not worth taking forward. An idea should be
screened so that one sees the benefits and risks of it and during this process one often
develops and enhances the idea as well (Luenendonk, 2017; Power, 2019; Marillo,
2007; Neese, 2017).
In order to reach a final product that pleases the target customers, Power (2019) argues
that one needs to have experimentations. This part of the process tests the sustainability
of the idea, by developing prototypes or pilot tests (Mariello, 2007; Neese, 2017).
During the experimentation stage, new ideas might even be generated or new
opportunities that could be used and developed later on (Neese, 2017; Mariello, 2007).
However, it is crucial to give the experimental stage enough time so that the processes
and reflections of these experiments are thoroughly processed (Luenendonk, 2017).
Although, some ideas might even be a bit ahead of their time or the company can lack
the capacity or competes to execute these ventures (Neese, 2017). After the
experimental stage, comes commercialization (Luenendonk, 2017; Neese, 2017;
Mariello, 2007). It is about explaining the innovation for the target customers and why
it is the adequate solution that they are looking for. Furthermore, the company also uses
this stage to verify if the innovation actually solves the problem it set out to solve
(Mariello, 2007; Neese, 2017). Mariello (2007) and Neese (2017) lastly mention
diffusion and implantation, diffusion being the process of communicating the idea
through the organization so that the innovation become acceptable, while
implementation is when companies look at what is needed to to develop, utilize and
produce the innovation (Neese, 2017).
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2.1.3 Open Innovation
When utilizing open innovation, the flow of knowledge goes from inside-out and
outside-in the company (Sağ, Sezen & Güzel, 2016; Luenendonk, 2017). According to
Sağ, Sezen, and Güzel (2016) people in industries and scholars alike, believe that open
innovation only involves opening the company’s innovation processes to be influenced
by external knowledge and its inputs, the so-called outside-in approach. However, there
is a second part that is just as important, where organizations allow underutilized or
unused knowledge from their organization to influence and be used in other businesses
models and plans, which is the inside-out flow approach (Sağ, Sezen & Güzel, 2016).
By utilizing both internal and external ideas and paths to reach the market, open
innovation tends to lead to technological advancement (Luenendonk, 2017). This is
possible because of the increased mobility and availability of people, their experiences
and education (Chesbrough, 2003; Chesbrough, 2017).
Chesbrough (2003) highlights several differences between closed innovation and open
innovation principles. In a closed innovation environment, the focus tends to be about
acquiring individuals that enhances the company's knowledge. Open innovation does
not entail that companies need to have certain people employed, but that one can still
have access to the knowledge and expertise of these individuals that are working outside
the company. Chesbrough (2003) also states that a company should make the best use of
external and internal ideas in order to gain most market shares and not only focus on
creating the best ideas by themselves within the company.

2.2 Innovation Failures
Innovation can fail in many ways due to companies not noticing critical situations in
time and leading to in worst cases, company collapse but also delays and abandoned
innovation ventures (Ropega, 2011; Radas & Bozic, 2012; Kang, 2012). Companies that
then often are exposed to these threats are SMEs (Rosenbusch, Brinckmann & Bausch,
2011). Regardless of external or internal effects of how innovation fails, one needs to
know the signs of failure before they occur for SMEs to be able to stay innovative
(Ropega, 2011; Radas & Bozic, 2012). Why SMEs fail is often not only based on
investments and strategies but it is more so dependent on the lack of planning,
strategies, poor business knowledge, inadequate management skills, finance, human
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resources, marketing, and technology (Ropega, 2011; Radas & Bozic, 2012; Kang,
2012; Scozzi, Garavelli & Crowston, 2005; Rosenbusch, Brinckmann & Bausch, 2011).
However, there are critical factors of product development processes in SMEs that often
are the main determinants of innovation failure, such as top management support,
discouraging commitment to new product developments and planning, and uncertainty
of market acceptance (March-Chordà, Gunasekaran & Lloria-Aramburo, 2002; Arasti,
Zandi & Bahmani, 2014). Additionally, non-financial symptoms of failure can be in
operations, strategies, and the behavior spheres of a company. These can be, lack of
internal controls, business plans, trust in counterparties, market orientations efficiency
of productivity, staff development, reduction of quality on products, and much more
(Ropega, 2011). Kang (2012) then argues that one cannot treat these as entirely separate
factors within an organization, because factors often act together and influence each
other (Arasti, Zandi & Bahmani, 2014).
To completely prevent failure is hard, but learning how to manage it becomes more
important for further innovation ventures, because one can manage delays and
abandonments successfully too (Radas & Bozic, 2012; Kang, 2012; Rosenbusch,
Brinckmann & Bausch, 2011; Laforet, 2011). As Kang (2012) mentions, it can be
prevented by for example setting up secure internal control systems. However, since
SMEs all have different resources their innovativeness also differs, and firms that earn
their share of income from new products often are more likely to innovate due to being
more dependent on it (Radas & Bozic, 2012; Kang, 2012; Rosenbusch, Brinckmann &
Bausch, 2011). This Radas and Bozic (2012) and Laforet (2011) argue is because of
having a successful innovative past and therefore have developed innovation-specific
knowledge and capabilities.

2.3 Influences of Innovation
2.3.1 Strategic Planning
Within SMEs, there are according to O’Regan and Ghobadian (2002) implementation
barriers and an inability to overcome and identify these barriers, so strategic
developments often fail within innovative organizations. This can be anything from
communication being inadequate to having a shortfall in employee capabilities and
strategies and goals not being well understood by staff (O’Regan & Ghobadian, 2002).
Most companies often place less of a degree on formal planning although this often
9

leads these companies experiencing greater barriers to develop products or processes
(Kraus, Reiche & Reschke, 2007). Strategic planning is an attempt to try and prepare for
all eventualities a company can encounter by using abstractions, complexity, and
dynamics of the environment by building future configurations and scenarios (Kraus,
Reiche & Reschke, 2007; Wang, Walker & Redmond, 2007). It is about providing
specific programs and guidelines to be able to achieve specific goals. This by specifying
basic conditions and business activities for example within R&D (Kraus, Reiche &
Reschke, 2007; Wang, Walker & Redmond 2007; Scozzi, Garavelli & Crowston, 2005).
Hence, for SMEs, these conditions need to be developed based on their fast-changing
requirements (Kraus, Reiche & Reschke, 2007).
Companies who plan strategically, often have better financial results as well.
Additionally, Kraus, Reiche, and Reschke (2007) and Wang, Walker, and Redmond
(2007) state that, it promotes long-term thinking, understanding the business better, and
helps broader a range of strategic alternatives. Wang, Walker, and Redmond (2007)
then argue that it creates a better competitive advantage that gains a possible sustainable
edge over competitors in the market, and strategic planning is more common in better
performing SMEs. By engaging in strategic planning, it is more likely to achieve higher
returns, sales growth, margins on profit, and employee growth, which leads to a
company becoming more innovative and less likely to fail in any regards (Wang,
Walker & Redmond, 2007; Scozzi, Garavelli & Crowston, 2005). Even though strategic
planning is evident to generate success, Wang, Walker, and Redmond (2007) stated that
it is non-existent and very rare in the majority of SMEs. This because small medium
enterprises tend to orient them self towards short term operational goals rather than
long-term strategies and decision making is often therefore reactive instead of proactive
(Wang, Walker & Redmond 2007; Stonehouse & Pemberton, 2002).
Although, Stonehouse and Pemberton (2002) and O’Regan and Ghobadian (2007) then
argue that SMEs do in fact undertake strategic planning but more so in a general nature.
What Alpkan, Yilmaz, and Kaya, (2007) and Terziovski (2010) further argue is that
regardless of which way one plans, for SMEs there is a need of focusing on being
adaptive, responsive, changeable, and having the ability to change procedures and being
flexible when necessary. However, Alpkan, Yilmaz, and Kaya, (2007) also state that
when being flexible in ones planning, it can also have a negative effect on SMEs
10

performances when market dynamism is higher. Therefore, by being strategic,
companies can become more aware of some innovation aspects and issues (Scozzi,
Garavelli & Crowston, 2005).

2.3.2 Non-Strategic Planning
There are several articles stating that strategic planning is important for developments
but according to Kraus, Reiche, and Reschke (2007) SMEs are often unstructured,
incrementally sporadic and often not formalized, leading to informal strategies.
Companies often believe strategies hinder flexibility, creates restrictions, and has high
costs and creates an overload in management (Kraus, Reiche & Reschke, 2007; Scozzi,
Garavelli & Crowston, 2005). Arasti, Zandi, and Bahmani (2014) argue that SMEs and
especially people managing it, often state that too many bureaucratic processes and
regulations create barriers to develop. Nevertheless, Terziovski (2010) and Kraus,
Reiche, and Reschke (2007) also state that there is no need to formalize SMEs systems
and structures, because they often have a limited range of products that are developed
for a specific market and that flexibility is key. Kraus, Reiche, and Reschke (2007) add
that there is a need for SMEs to be able to improvise due to the often fast moving
changes that occur within SMEs and that one needs that time to be spent on R&D
activities and not on planning.

2.3.3 Management of SMEs
Planning processes often go hand in hand with management, because management is
often the determinant of a company’s visions, missions, and culture (Kraus, Reiche &
Reschke, 2007). Managers are often key individuals that determine the failure or
success of a company (Arasti, Zandi & Bahmani, 2014). A manager needs to provide a
flexible, supportive, and motivating structure that foster creative behaviors within a
business, since it improves communication and innovation within an organization
(Saunila, 2014). By being a leader that facilitates innovations with these qualities more
of a participatory leadership occurs and according to Saunila (2014) that foster and
sustains innovation within a company. Nevertheless, most innovations fail due to
management not noticing critical situations in time and leading to, in worst cases,
company collapse but also delays and abandoned innovation projects (Ropega, 2011;
Radas & Bozic, 2012; Kang, 2012). Additionally, companies often fail internally in
different processes due to managers not having the right knowledge, being
11

inexperienced or not having the right vision. Although, it is also connected to not
having the right or adequate information to make certain decisions (Arasti, Zandi &
Bahmani, 2014).
Managers need to motivate employees to work in a certain manner and have good
qualities and skills to be able to do so, this because managers personal traits can
strongly affect a company’s performance. Such as having a lack of insight, being too
optimistic, being inflexible, and not having enough technical skills (Arasti, Zandi &
Bahmani, 2014; Kraus, Reiche & Reschke, 2007). More so, Franco and Haase (2010)
argue that a managers awareness is vital to be able to see internal weaknesses and
having a vision, strategy, social capital and being able to recognize problems and
opportunities. Because, if managers do not have these qualities it can cause severe
constraints on SMEs innovation ventures.
Rammer, Czarnitzki and Spielkamp (2009) also mention human resources (HR) as well.
One uses HR it in order to increase incentives, for employees to advance their skills for
innovation ventures and to engage them in innovation activates. The aim of HR is to
enable individuals to experiment with their ideas and motivate them to try to take these
ideas further. The methods used in this type of management includes training for the
challenges that come with innovation, finding people that are driven to work with more
innovation in the organization, reward systems, and career development tools that give
more incentives for innovative ideas (Rammer, Czarnitzki & Spielkamp, 2009).
Henceforth, innovation needs an open and collaborative environment and incentives that
rewards actions (Saunila, 2014; Brancati, 2015). This all becomes problematic since a
lot of managers are tied in daily routines and start to neglect the importance of their
roles as managing the company in regard to their objectives. Because as Saunila (2014)
discusses leadership, it is the key force that improves a company’s performance, but
balance is needed to be able to generate perfect innovations and staying creative.

2.3.4 Finances
A factor that often plays a vital role in innovation processes is finance, because financial
symptoms are often what predicts failures in innovation and what causes friction to
innovate (Hyytinen & Toivanen, 2005; Ropega, 2011; Brancati, 2015). It often leads to
lack of funds that are needed to be able to innovate and most SMEs do not have enough
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funds to use for R&D, which leads to high deuteration of innovations activities (Kang,
2012; Hyytinen & Toivanen 2005; Mazzucato, 2013; Brancati, 2015). Therefore, SMEs
need to have financial capital since it converts into other resources and is according to
Arasti, Zandi, and Bahmani (2014) the basis for all activities and ventures. This
becomes difficult for SMEs, since they often have limited financial capital and a lack of
innovation that yields this (Arasti, Zandi & Bahmani, 2014). Mazzucato (2013) states
that one needs to understand that there is a deep uncertain character of innovation and
that the relationship between growth, finance, and innovation is complex. Even though
SMEs may have the same company sizes, they may have different structures, guidelines
and operate in different markets and competitions and therefore their financial needs
differ too (Mazzucato, 2013).
For a company to invest in innovative activities, there is a need to bet on the future with
the realization that most attempts at innovation fail. There is no way to calculate the
possibility of what your innovation embodies (Mazzucato, 2013; Brancati, 2015).
Saunila (2014) then states that one needs to take the speed of innovation into account as
well, since speed and innovation are often linked to results, and impacts a company’s
performance. Bigliardi (2013) however states that companies also get affected by the
consequences of certain innovation choices and have faced constraints which creates
barriers for innovation. Although, companies can focus on certain essential new product
development activities, which allows them to still innovate while having their
constraints in mind (Bigliardi, 2013). Learning different economies, the advantages of
innovation and having an ability to set standards that can help with innovation, is among
the most important factors that can impact a company’s financial performance
(Bigliardi, 2013). Additionally, by focusing on customers needs and requirements when
innovating new products, it may increase a company’s overall profitability and
competitiveness. Innovative companies will in the long-run grow faster, be more
profitable and efficient than non-innovative ones (Bigliardi, 2013).

2.3.5 Technology
Kang (2012) and Laforet (2013) discuss that, SMEs that are technology-oriented are
often expressed to be more frequent innovators. They are often depending on
technology-based products or providing services that adapt existing or new technology
in an innovative way. These SMEs are also seen as companies that generate
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competitiveness, mostly from technological activities (Kang, 2012; Laforet, 2013;
Aksoy, 2017). Innovations that are technological could also be described, as changes
within organization that are applied using newly developed technologies facilitating
programs, processes, services and systems of ones’ organization (Kang, 2012; Laforet,
2013). However, Hoffman, Parejo, Bessant, and Perren (1998) argue that not all SMEs
need technological innovations, because SMEs are highly innovative across all sectors.
However, if companies want to generate complex innovations that substantially
improves one’s competitive position in the marketplace, developing technology
competences is crucial according to Rammer, Czarnitzki, and Spielkamp (2009).
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3 Conceptual Framework
This chapter provides a conceptual model that aims to help the reader to gain clarity in
how the research was conducted. The model is based on the concepts from the literature
review and shows the flow of how influences affects innovation processes which leads to
failure and companies giving up on innovation
Since there are several influences that hinder SMEs in their innovation processes, there
is a need for understanding these influencing reasons so that SMEs know how to stay
innovative and prevent failure in different ways. Therefore, a conceptual model is
presented out of the literature review and theoretical concepts that could alter the output
of these innovation ventures (Ropega, 2011; Radas & Bozic, 2012; Kang, 2012; Scozzi,
Garavelli & Crowston, 2005). As seen in figure 1 below, the model clarifies the
concepts mapping out the flow of innovation ventures. It starts from influences of
innovation, leading down to innovation processes, innovation failures and finishes at
companies giving up.
Since there is a need to understand what influences innovation outputs, this model starts
with the influences, since it affects innovation through all processes. The influences,
planning, management, finance, and technology are according to literature what mainly
influences innovation decisions throughout an organization, which is of interest for this
study (Ropega, 2011; Radas & Bozic, 2012; Kang, 2012; Scozzi, Garavelli & Crowston,
2005; Laforet, 2013; Hyytinen & Toivanen 2005; Mazzucato, 2013; Brancati, 2015;
Arasti, Zandi & Bahmani, 2014). More so, these influences often affect innovation
processes, and in this model, it is about the ideas that are generated, screened, tested and
diffused into the market through different business model innovations and research and
development processes (Bouncken & Fredrich, 2016; Hossain, 2017; Palmíe et al.,
2016). These processes are affected by influences which in turn affects the innovation
output within SMEs, and what becomes the main determinant of innovation failures
(March-Chordà, Gunasekaran & Lloria-Aramburo, 2002; Arasti, Zandi & Bahmani,
2014). By focusing on these uncertainties and understanding them, obstacles to R&D
and innovation processes can help SMEs overcome innovation failures and not give up
on their innovation ventures. (Radas & Bozic, 2012; Arasti, Zandi & Bahmani 2014).
Since giving up is caused by failure and failures are hard to prevent, there is a need to
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catch the early signs of influences so that it does not result in giving up on innovative
activities and ventures (Kang, 2012).

Figure 1. The Flow of Innovation Ventures
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4 Methodology
The following chapter guides the reader through the chosen methodology and its
applications. The chapter explains the research approach, research design, data
source, sample, collection method, data collection instruments, analysis method, quality
criteria, and social and ethical issues. The chapter concludes with a brief summary of
the chosen methodology.

4.1 Research Approach
By the nature of this paper, the researchers decided to conduct this research with an
inductive qualitative approach. Saunders, Lewis, and Thornhill (2012) explain that an
inductive approach gives the researchers a better feel of what the problem is and the
nature of the problem, which is of interest for the researchers of this study (Malhotra,
Birks & Wills, 2012). In this inductive research, the researchers begin with a research
question that guided the collection of the empirical data (Bryman & Bell, 2011;
Thomas, 2003; Saunders, Lewis & Thornhill, 2012). The outcome of the data will
become the basis for a theory or set of ideas that will explain the topic of influences in
innovation (Bryman & Bell, 2011; Thomas, 2003; Saunders, Lewis & Thornhill, 2012;
Liu, 2016; Aaker, Kumar, Day & Leone, 2011).
Liu (2016) explains that the inductive approach is methodology that is flexible. Further
elaborating that an inductive approach is not guided in the same strict manner of
narrative research, case studies or grounded theories, and that overemphasizing these
methodologies could lead to insufficient attention to the social reality. Therefore, one of
the purposes of using an inductive qualitative approach was to find significant and
frequent themes in the data collected of innovation influences, without being imposed
by the methodologies (Bryman & Bell, 2011; Thomas, 2003; Liu, 2003; Saunders,
Lewis & Thornhill, 2012). Thomas (2003) and Saunders, Lewis, and Thornhill (2012)
explain that the inductive qualitative approach aims to evaluate the actual effects and
not only planned effects, as a deductive approach would. More so, Saunders, Lewis, and
Thornhill, (2012) and Malhotra, Birks, and Wills (2012) state that researchers that
utilize an inductive approach most often are concerned with a problem in a certain
context. Since the researchers of this study were interested in understanding influences
reasons of innovation in SMEs an inductive research approach was in-line with the
study’s intentions. In order to explain a topic in a more detailed way such as focusing on
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emotions and experience, a qualitative approach is therefore also needed and used
within this study (Silverman, 2014).

4.2 Research Design
Since this study wants to ask questions and assess a phenomenon in a new perspective,
seek new insight in the topic of SMEs and relevant variables within innovation that
might not yet be considered, it is of exploratory nature (Saunders, Lewis & Thornhill,
2012; Aaker et al., 2011; Malhotra, Birks & Wills, 2012). These types of studies help to
clarify the understanding of the problem which is needed in qualitative inductive
research (Saunders, Lewis & Thornhill, 2012; Malhotra, Birks & Wills, 2012; Aaker et
al., 2011). When conducting exploratory research one can use interviews, focus groups
and/ or a deep dive into literature. The exploratory research is also very flexible and
adaptable to changes that can occur over time (Saunders, Lewis & Thornhill, 2012;
Aaker et al., 2011). When new data appears, and/ or new insights appear, the researches
must be willing to change the direction as a result. This often happens during the coding
process of qualitative research and therefore the researchers must be aware of this.

4.3 Data Sources
In research, there are two types of data, primary data and secondary data (Hair, 2003;
Aaker et al., 2011; Malhotra, 2010). These categories are named after where the data is
originated from. Primary data is gathered with the purpose to answer the research and is
seen as reliable for the specific topic in the specific period of time of the study (Aaker et
al., 2011). With the collection of primary data Bryman and Bell (2011) state that the
researchers will have a better insight in things such as opinions, feelings, and attitudes
due to being there in person to gather the data. This was something that the researchers
of this study wanted, since there was an interest in gathering relevant insight of
innovation failures within SMEs, and if there were any hinders that affects innovation
venture. However, a big drawback of utilizing primary data is the time it takes to gather
and handle the data (Malhotra, 2010; Bryman & Bell, 2011). Secondary data is, on the
other hand, less time consuming due to it already been gathered. This data can be found
in different places such as databanks of organizations, both government and studies
(Aaker et al., 2011). The drawback with this type of data is: the data was gathered for
other purposes than for the research paper and it becomes less and less reliable as time
passes from when it was gathered (Hair, 2003; Malhotra, Birks & Wills, 2012). This
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paper will use primary data as it aims to get a better insight into opinions, feelings, and
attitudes of innovation, and innovation processes and wanted real time insight and did
not want to rely on other people’s findings.

4.4 Population and Sample
Bryman and Bell (2011) explain that the decision of the sample size is not easy and
straightforward (Malhotra, Birks & Wills, 2012; Marshall, Cardon, Poddar & Fontenot,
2013; Mason, 2010). This question has many things to take into consideration, therefore
there is no one definitive answer to it. The decisions about sample size have a few
recurring constraints, time, costs, and precision (Bryman & Bell, 2011; Malhotra, Birks
& Wills, 2012; Marshall et al., 2013). Malhotra, Birks, and Wills (2012) explain that the
nature of the research also has an impact on how many are needed in the sample size
and that a qualitative study with an exploratory research design typically has a smaller
sample size. More so, Baker and Edwards (2012) state that at least six interviews
should be made in an exploratory study.
This study’s sample size consisted of six in-deeps semi-structured interviews. For these
interviews, a non-probability judgmental sampling method was used. Judgmental
sampling is a type of convenience sample. A convenience sample is the type of sample
that is available to researchers due to its accessibility (Bryman & Bell, 2011; Malhotra,
Birks & Wills, 2012). The small difference by using judgmental sampling, is that the
researchers’ use their own judgments of the population. In this study, the researchers
choose SMEs that are currently working with innovation. Furthermore, the researchers
picked out SMEs in different fields to get a broader perspective on the innovation
process within SMEs.

4.5 Data Collection Method
Within qualitative research, there are several data collection methods but the most
utilized one is conducting interviews (Bryman & Bell, 2011; Gill, Stewart, Treasure &
Chadwick, 2008; Saunders, Lewis & Thornhill, 2012). Interviews are used to explore or
understand experiences, beliefs, motivations or views on specific matters of interests.
Interviews provide deeper understandings and insights on topics that are researched
(Gill et al., 2008). However, there are different ways of structuring them and Bryman
and Bell (2011) state that one can have structured, unstructured or semi-structured
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interviews. All these methods are tools to conducted information, but the flexibility of
them differs. When having an exploratory inductive study, Saunders, Lewis, and
Thornhill (2012) and Gray (2009) argue that most researchers are prone to have indepth semi-structured interviews. One uses this type of approach since there is an ability
to infer causal relationships between different variables but also to probe for different
answers due to its flexibility. Thus, there is an opportunity for explanations of
interviewees’ responses but also for the interviewer to pursue and diverge into other
ideas (Saunders, Lewis & Thornhill, 2012; Gill et al., 2008; Gray, 2009).
In-depth semi-structured interviews provide guidance and a general frame of reference
while being able to elaborate and discover information that the interviewers might find
important but did not previously think of (Gill et al., 2008; Bryman & Bell, 2011; Gray,
2009). Therefore, designing an interview schedule or an operationalization of key
questions helps with specifying areas of interest that are going to be explored. Questions
should be understandable and open-ended to able to create conversations. Additionally,
the length of the interviews will differ, however on average the interviews should last
between 20-60 minutes and each interview should be recorded and transcribed
afterwards, since it protects it against being bias (Gill et al., 2008; Gray, 2009).
To be able to get the contextual material that is needed for this study, due to it not being
very researched, and having a qualitative inductive exploratory research approach, indepth semi-structured interviews were used (Saunders, Lewis & Thornhill, 2012).
Additionally, it is necessary to understand the reasons for certain decision-making steps
that have been taken in different company’s innovation processes and why (Gill et al.,
2008). By having in-depth semi-structured interviews, the interviewee often mentions
thing that he or she may not previously have thought of, and there is an opportunity to
pursue and go deeper into unexpected ideas, which is why researchers are choosing it as
their data collection method since it often consist of detail and rich sets of data
(Saunders, Lewis & Thornhill, 2012). An operationalization was conducted with general
questions that guided the interview with all the companies that were interviewed. Each
interview was on average between 35 to 40 minutes, and all interviews were recorded
with the interviewees consent and transcribed for the researchers to be able to do a
content analysis for the empirical findings to be collected.
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4.6 Data Collection Instrument
For the researchers to be able to have measurable concepts that helped in collecting the
empirical material of interest, an operationalization was used and based on intangible
theoretical ideas and literature (Saunders, Lewis & Thornhill, 2012; Bryman & Bell,
2011). Nevertheless, it helps researchers to draw precise conclusions since having exact
definitions of concepts increases the quality of one’s research. One can more easily
understands how an emotion or concept will be measured. Henceforth, by having an
operationalization other researchers will be able to replicable the same methodology
(Bryman & Bell, 2011; Shuttleworth, 2008). Based on the literature review that was
conducted, the theoretical concepts; innovation processes, influence and innovation
failures were defined, where there were sub concepts and a concept definition provided,
following with interview questions belonging to that specific concept. The
operationalization can be found in appendix 1.

4.7 Choice of Data Analysis Method
Since in-depth semi-structured interviews do not always have researchers asking the
same type of questions to each interviewee, it does not generate the same levels of
structure in the data (Burnard, 1996). Hence using content analysis often helps with
finding a way to make sense of the data gathered and turning it into results (Burnard,
1996; LeCompte, 2000). It is about breaking down data into smaller units to be able to
uncover characteristic elements (Patton, 2015; Taylor-Powell & Renner, 2003). It is not
only about laying down the basis for analysis but more so understating, interpreting and
explaining that data that was gathered and gaining insights (LeCompte, 2000; Patton,
2015; Taylor-Powell & Renner, 2003). Content analysis is the most common approach
used when analyzing qualitative data. One objectively and systematically makes
inferences about the data that is gathered (Patton, 2015). It is done by grouping different
textual data such as words or subjects and combining them into themes and groups it
with similar ideas and expressions or statements (Burnard, 1996; LeCompte, 2000;
Saldãna, 2013; Taylor-Powell & Renner, 2003). This process often starts by reading
through the transcribed interviews and open coding the data, meaning that one looks at
short phrases and single words. After this one groups it together in categories and
sometimes one needs to reduce texts that are repetitive and similar, which leads to a
more set data for the empirical investigation (Burnard, 1996; Patton, 2015; Saldãna,
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2013; Taylor-Powell & Renner, 2003), Lastly one organizes the final set of categories
found to a theme, which is the final part of the analysis (Burnard, 1996; Patton, 2015;
Saldãna, 2013; Taylor-Powell & Renner, 2003). This LeCompte (2000) states is due to
analyzing data through content analysis, since qualitative data gathering does not
generate any initial intrinsic organizational structures, so researchers need to create a
structure and impose it on to the data that was found.
When it came to coding the empirical findings, the researchers started with open coding
the transcribed data, by putting them into categories of words and phrases that where
coherent with the purpose of this research. The second table was then constructed based
off of these categories that created themes, which were based on the subcategories of
the main subjects from the operationalization. Lastly a third table was created that
showed the themes and constructs that became primary themes and subthemes of
innovation failures. The last table was then used as the basis for the empirical findings
where the results of this research are presented in a more clear and sufficient way. These
tables can be found in appendix 2, 3, and 4 and the transprication can be found in
appendix 5

4.8 Quality Criteria
When looking at the quality criteria a qualitative study Gray (2009) mentions that
addressing validity and reliability can be difficult since researchers argue that is was
developed for quantitative traditions only. However, Gray (2009) mentions that when
looking at the issues of validity it is about not trying to subjectively interpret the data
and assuming that it reflects a reality, since it can be influenced by researchers.
To achieve validity, it is important to take a self-reflective critically stand (Gray, 2009;
Bryman, Becker & Sempik, 2008). It is important to focus on the replicability of the
study, which can be hard when having a qualitative study but can be done through
operationalizing the concepts and questions being research (Gray 2009; Saunders,
Lewis & Thornhill, 2012; Bryman & Bell, 2011). However, what can become helpful is
looking at the internal replicability where other researchers can inspect the procedure
and how the data was collected and the soundness of the findings (Gray, 2009; Bryman
& Bell, 2011). Although, one needs to look at external validity as well, since one needs
to be able to generalize the data gathered onto other cases (Gray, 2009). With this, there
is a need to look at the enduring value, however, a naturalistic generalization approach
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should be applied, since one can be more intuitive. This may be due to a qualitative
analysis being more suggestive and not conclusive (Gray, 2009).
Furthermore, through looking at the replication of the study, one can see the stability of
one’s findings (Gray, 2009; Saunders, Lewis & Thornhill, 2012). This stability then
refers to the reliability of the findings (Gray, 2009). With reliability, there is a need for
any research to be able to have made similar conclusions. More so, qualitative
approaches can improve reliability by using triangulation and multiple sources. This
triangulation can be based on spaces where one collects the data from multiple sites
(Gray, 2009). However, Bryman and Bell (2011) mention that in qualitative research
one could also use other concepts that create quality criteria. These were looking at the
credibility of the study, transferability, how on applies the study to other contexts,
dependability can the study by applied in other times and confirmability, which is of
one has let values intrude the study.
Since this study is of qualitative nature, validity and transferability were achieved
through focusing on the replicability of the study and conducting an operationalization
with theoretical explanations, concepts, and questions to be able to guide other
researchers through the research. Nevertheless, other researchers were helpful in
inspecting the procedures used when collecting the findings and the reliability of it.
Since it is important to subjectively interpret the data and not make assumptions the
data was crossed-checked twice both individually and collectively with the researchers
of this study. Additionally, triangulation was used by using different platforms and sites
of where the data was collected for the theoretical framework to be able to have semistructured questions, create an analysis and generate credibility. Conformability was
avoided through being systematic in creating a coding scheme and using multiple
sources of how to go about the process. What needs to be mentioned is the fact that this
research only suggests what influencing reasons that force Small and Medium
Enterprises to give up on the innovation process that could be incremental to their
success and do not conclude and generalize the findings.

4.9 Social and Ethical Issues
Social and ethical issues are important to mention when having a qualitative study,
especially when having in-depth semi-structured interviews (Bryman & Bell, 2011).
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This can all be avoided by just going through certain steps to assure that the participants
of the study feel secure and safe with the researchers and the research (Gray, 2009;
Silverman, 2014; Gill et al., 2008; Bryman & Bell, 2011). When wanting to gather data
and have interviews, it is important that the researchers gives assurance about all ethical
principles. This so the respondent has an idea of what to expect, since it increases the
likelihood of honesty. More so it is a fundamental aspect to be able to gain informed
consent (Gill et al., 2008). The central issue of ethics is about respondents not being
damaged or harmed by the research physically or emotionally (Gray, 2009; Silverman,
2014). More so, the privacy of the individuals and companies is a key principle, one
needs to respect others, avoid causing harm, there needs to be consent and not be any
deception involved (Bryman & Bell 2011; Gray, 2009; Silverman, 2014). Privacy and
not causing harm is about keeping everything confidential and anonymous, so that
participants cannot be identified or identifiable if not having permission. One needs to
advocate that the information that is gathered will not be used for any non-research
purposes and get consent (Silverman, 2014). One then gets consent from respondents by
providing sufficient amounts of information and assure them about all principles. This
so all respondents can make a decision about wanting to participate or not in the study
(Silverman, 2014; Bryman & Bell, 2011). Then for deception to not occur, one needs to
present the study truthfully and not lead them to believe anything else.
When having the interview all interviewees were informed about what the research was
about and how the interview will be conducted, what it consisted of and its purpose.
This to not create any deception to be able to gain all relevant information, truthfully
and honestly. They were also asked about if they felt fine with having the interviews
recorded and transcribed while being anonymous for the research and if not, the
interview would not proceed. To not cause any harm to the participants the researchers
informed the interviewees to speak out if feeling uncomfortable, not being sure about
certain questions or if they felt something was bothering them. Additionally, the
interviewees were told that all information that was gathered would not be used for
other non-research purposes. With this, the study took all ethical considerations to not
cause any social or ethical harm.
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4.10 Methodology Summary
•
Research
Approach
•

•
Research
Design
•
Data Sources

•
Population and
Sample
•
Data Collection
Method
•
Data Collection
Instrument
•
Choice of Data
Analysis
Method

•
Quality Criteria

•

•
Social
and
Ethical Issues

Inductive approach: this study took an inductive approach since
it gave the researchers a better feeling of what the problem is
and due to wanting to evaluate influences of SMEs (Thomas,
2003; Saunders, Lewis & Thornhill, 2012).
Qualitative approach: was used due to wanting to understand
experiences of innovation processes in more detail ways
(Silverman, 2014).
Exploratory: an exploratory design was used due to wanting to
ask SMEs questions and get new perspectives and insights on
innovation processes and ventures (Aaker et al., 2011).
Primary data: this study wanted to answer the research purpose
of innovation ventures to be able to gain better opinions,
attitudes and feelings by conducting interviews (Bryman &
Bell, 2011).
Judgmental sampling: the judgmental sampling method is a
non-probability sampling method that the researchers used since
the sample was based on the research’s knowledge and
judgments (Malhotra, Birks & Wills, 2012).
In-depth semi-structured interviews: were used to understand
experiences, beliefs, motivations and views on innovation
ventures of SMEs since it provides a deeper understanding on
the topic (Gill et al., 2008).
Operationalization: was used to have measurable concepts that
helped in collecting the empirical material of interest (Saunders,
Lewis & Thornhill, 2012).
Content analysis: this helped with making sense of the data that
was gathered to be able to show the empirical material, this by
uncovering characteristic elements from the transcription which
stated with open coding, creating themes and finding primary
and sub primary themes of innovation failures (Burnard, 1996;
Taylor-Powell & Renner, 2003).
Validity: this was assured through subjectively and objectively
interpreting the data that was gathered (Gray, 2009).
Reliability: was assured by having stability in the research by
using triangulation and multiple sources. This stability refers to
the reliability of the findings (Gray, 2009).
Ethical principle: social and ethical issues were avoided by
going through certain steps and following guidelines when
having the interviews so that participants of the study felt secure
and safe with the researchers and the research (Gray, 2009).
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5 Empirical Findings
In this chapter, the empirical data that was collected will be presented. This empirical
material will be presented in the primary themes that were found during the coding
process and their sub-themes. Planning; structures and processes. Management;
leadership and team. Finance; cost calculations and profit margin. Marketing;
customers and market research and lastly Shortcomings; time, development, mindsets,
and involvement. All the companies were given a number from 1 to 6 to be able to stay
anonymous for this research. They will be referred to as C1-C6. The coding, themes and
transcriptions, can be found in appendix 2, 3, 4, and 5.

5.1 Planning
5.1.1 Structures
For the researches to be able to understand if structures or R&D activities within
innovation processes are considered influential when innovating, the interviewers asked
the SMEs if they feel it is valuable and needed. This is something that was divided
among the companies. C4 mentioned that “if you are in a big company I think you need
structures to help people to find their way to find innovation”. While also stating that
“the challenge is that we should systematically deliver, that means that we need to have
structures and processes”. Although, they also made a statement that showed signs of
contradictions, “we need to have structures and processes that doesn’t make us too
heavy, so we don’t get stuck”. This is then something that C5 stated in their interview as
well, by mentioning that “you should not get stuck in old structures since the answers
can be outside them”. Along with this, C6 also mentioned that guidelines are important
but that it is because “we have our systems that provide guidelines maybe we can’t
deviate too much”. A similar argument was made by C2 as well, stating that “it is
crucial for us to product develop within this area of interest for the company’s
strategies, business plan and goals”. However, there were also companies such as C1,
that stated that even though they had several different processes “the creative thinking
should be quite free, there should not be much control there”. More so C3 was the only
company that argued that “some innovation methods are extremely messy when creating
and don’t follow any structure”.
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5.1.2 Processes
When the interviewers asked questions about innovation processes and how the SMEs
worked with planning when innovating, a slight majority was in favor of using different
set processes. Among the six in-depth semi-structured interviews, four companies (C1,
C4, C5, C6) used some processes in order for everything to be handled in a controlled
manner. As C4 stated “we got nine ISO-certificates. Everything should be handled
properly”. However, they also state that “it is still easy to miss the steps required before
innovating”. C1 and C6, however also used certified processes like the ISO and the FR
2000/ FTI REPA systems, C6 stated that ”we need to follow this since we are certified
by them”. Although C6 are following FR 2000/ FTI REPA systems, they admitted that
“we don’t always go with full processes when trying to come up with new things”. C1
additional referred to the ISO processes is as“ the obviously boring ISO process”. C1
also had other types of planning processes outside of the ISO systems such as having a
“Product board council, business council, JEEVES and the six steps of innovation”.
Contrary to this, C2 mentioned that they are ”a smaller organization with not a lot of
processes” even though they had innovative activities that they mentioned,“like our
little innovation group, we are not really processed based or controlled by different
R&D models”. While C3 mentioned that we are “not so very documented with
headlines of what to do but we more so start with the customers’ idea”.

5.2 Management of SMEs
5.2.1 Leadership
Since management is a big part of all organizations, there was a need to understand if it
can fail or hinder innovations within SMEs. Here different companies discussed
different aspect that can affect innovation. What half of the companies mention was
leadership, and its role in innovation. C1 started by mentioning that they have a “quite a
risky owner and CEO” and expressed that “occasionally I feel like I have a little too
much mandate”, which C2 express positivity about because“if management has to high
restrictions and demand” it can hinder and influence innovation. However, these
restrictions were later on pointed out as something that could also be missing through
them stating that ”we worked very fast through these steps which is why I feel we did
not have or could see any signs of the outcome”. According to all companies,
innovation could and will fail due to a variety of reasons, however, C4 mentioned that if
27

“the whole plan hasn't been thought through, and the full picture has not been seen, so
you get too far into a project” and realizing that you should have stopped it sooner.
Another problem that C4 mentioned which was also associated with the previous
statement was that one could develop a product and then realize that “it doesn’t match
our current strategy”.
What C4 then also brought up was the fact that they thought that “you need structures
to help people to find their way, to find innovation. This must come from management”.
C2 pointed out that this was hard for them, since “we are newbies at this as an
organization”. Another aspect that C2 mentioned is the importance of having “clear
communication” within their company “there has never been an open dialogue about
innovation, R&D activities or other business ventures previously”. For this to not affect
innovation ventures, C4 are letting their“employees choose whatever they feel they need
to learn with some guides lines from the unit manager”. This is important according to
C2 since “it’s not really a one man’s job to be the innovator”. C5 agreed by stating that
“it is important that everyone is working with it, and not just a small group”. People
need to be guided and caught up with strategies which C4 mentions is done through
documentation, “it is important that they get into it fast but without the right
documentation, that will be impossible”. What according to two companies, C1 and C6
also affects the prioritization of innovation ventures, is their daily business. C1
mentioned that “we had to prioritize something else” and “have to work with the daily
business”. Which C6 also mentioned by saying that “we have daily routines that we
need to do first and foremost”. This C1 sums up by saying that for innovation ventures
to even happen “you have to get butter on the sandwich before you can eat beef fillet”.

5.2.2 Team
Another aspect that can hinder or influence innovation ventures are the teams within the
organizations. What C3, C4, C5 discussed was the problems that can occur with the
teams within a company. What was highlighted by C4 as an important part “is the team
around you when you start, and when you work”. C4 mentioned that innovation surly
becomes hard when there is a “lack of competence in this field” or “losing an employee
that was the key resource”. This because “an amazing idea with a bad team will never
succeed”. Which is something that C3 also brought up and something that C5 also
mentioned as an important aspect for innovation failing, by stating that is affected by
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“not having a good staff”. C3 adds to the same discussion by mentioning that “There
needs to be people that have the ability to think of new things. Which can be a challenge
for us as a company to find”.

5.3 Finances
5.3.1 Cost Calculations
According to all companies, finance was an influencing reason that hindered influenced
their innovation ventures regarding of which industry they were in. All companies that
were interviewed had concerns about finance in one way or another. C6 mention that
finance can overall be an influencing reason for innovations to be hindered or to shut
down. C1 mentioned that the resources they allocated to particularly innovation were
estimated to be about “5 % when calculating costs and their working time”. C5 then
mentioned that you need to have “enough resources that you can allocate to different
areas”. This is something that C4 also states by saying that “sometimes it might be just
forced to stop, do to the capital”. Since innovation is dependent on resources C1 also
mentioned that “to move on from innovation or shut it down it is often based on finance
and the return of investment in those cases”. C1 mentioned the return of investment
since “if we see that with today's dealers we cannot sell the product” there will not be a
return.
Additionally, C1, C3, C5, and C6 mentioned cost calculations. C1 mentioned that
“price estimations can be hard” which is something that C3 also agreed with by stating
that innovations may not be pursued since there can be“difficulties with like the cost
struct” or the fact that a “products final cost” can become a concern, which C1 also
said. C5 has sometimes stopped “during the calculations” as well. What C5
additionally mentioned is that “there is a lot of money involved in making a product so,
this is important”.

5.3.2 Profit Margin
Profit margins are what C1, C2, C4, and C6 mention as a key aspect of why some
innovations are hindered. This C4 mention is because of “money, businesses are very
capital driven”. If we do not see any “profitability” we will not proceed with
something. C1 says that it is a reason for them not moving furthered with a product as
well. This because, if C1s “profitability calculations” are not good enough, meaning
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that the profitability was not their desired outcome, they will not proceed with it. One of
the problems in C1s case was “that the cost to produce it in Sweden is too high” and
also “too expensive”. C2 focused on innovation being secondary since “it is about our
margins”. This is explained with the fact that the “product can’t be too expensive, so if
we fail in doing this right then maybe the innovation was all for nothing”. This is
something that C6 also stated.

5.4 Marketing
5.4.1 Customers
During the coding process, C1, C2, C3, C4, and C5 mentioned market aspects being an
important influence during innovations first or last steps, or even when launching a
product. C5 states that one should be “thinking about marketing, or finding new
customers, and things like this, you need to think outside the box”. This is something
that C1 also mentioned that one should “scan the market and check for what the end
consumers are looking for”. However, this is something that C2 also does, this by
always trying to “look at what type of end customer we are targeting, so that it is really
clear” and this is often done at the beginning of the process. This because “the most
important thing is that the end consumer understands the usefulness of the product” and
C5 ads to this, by always trying to see “is this really what the customer wants”.
Although a majority of the companies that were interviewed focused on this, C4s
biggest challenge was just to be able “to deliver towards the customers”. This because,
in the end “you realize that this might not fit the market, you forgot or weren’t paying
attention to get the proper input from customers”.

5.4.2 Market Research
There were other things that C1, C2, C3, and C5 also brought up. C5 started with “first,
and most important, we are looking at the market so see what it wants and doesn’t
want”. While C1s approach was “how to take it to the market”. Another thing that was
additionally mentioned by C2 was to look at “what kind of target group we are trying to
reach out to and which target market do we exist for, which target group and why”.
More so, C2 mentioned that the “development needs to have a context to it” for this to
be able to happen. This goes hand in hand with C3s statement and fear about the
“realization that nobody wants to buy the developed product”. This C5 explains may be
due to “if the market really is ready for the product we are creating”. Even though a
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market would have been identified, C3 mentioned that it could be that “the market that
was identified for the product does not exist for the product”. This can according to C5
be because of the market situation “change things for our product”.

5.5 Shortcomings
5.5.1 Time
Even though all companies mentioned different reasons that hindered or influenced their
innovation ventures, they also mentioned different shortcomings, C6 mentioned
“resources and time”. This was agreed by C1, C3, C4, and C5. For C1 it was more
about needing to “work all project parallelly” because it is always hindered by time
and more so “knowing how long time different parts can take” can be difficult. What
C3 also brought up was the fact that “the time aspects are the biggest concern for us
during development”. Additionally, C5 mentioned that the problem for them was “to
get the time to work on these things”. This was also something that concerned C4
because “now we don’t have time to innovate more”. More so, C6 stated that “not
having the time or engagement that is needed for a development to move further” is
what hinder innovation too. However, C4 also mentioned that other things that hinders
innovation is that you “haven’t spent the time needed to understand what you did in the
beginning”.

5.5.2 Development
To understand how all companies worked with innovation question regarding R&D
activities were asked. What was mentioned from C1, C2, C3, C5, and C6 was the affect
development could have on the outcome of innovation. C2 claimed that “it is always in
the beginning of the development process and not during production” that things get
hindered or shut down. This was something that C1 also mentioned, “the idea was not
so good” or when you “have to make some compromise with the components” which
can simply be enough of a reason, or additionally as C5 mentioned, “the material was
wrong, so we stopped”. For C3 and C5 there was a bigger problem often affecting the
outcome as well. For C3 it was “often due to the technological developments not going
as planned, we don’t know how to solve it and go further”. While C5 also mentioned
construction problems “it shows it was too heavy, it isn't stable enough“ often being a
reason or as C1 stated, that it can also be due to being “too difficult to put it together”.
What C3 then additionally mentioned was that the “product is already so locked to its
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process and function” or that specific requirements list are “too hard to fulfill”.
Interestingly, C2 was the only company that mentioned the quality being “a big aspect
and if that is not set to our standards we change something or give up on a project”.
Even though things can happen during development, C6 mentioned that it can also be
due to a product not meeting “our expectations and did not end up as we thought it
would”. Lastly, as C3 mentioned, development can go pretty far down the line “before
we realize that we should have given up”.
Uncertainty was also something that transpired during coding because as C2 mentioned,
“we want and need to try our products on different people instantly to be able to
evaluate the product and the processes”. While a problem for C6 was being able to
estimate and “you don't know the outcome” which was hinders they saw could be
influencing innovation in a negative way. Companies that stated that innovation failed
during the production in their R&D activities, was C1. It can came down to if they
would “need to find another producer in China. And even if we do, we have to do it in
quite large volumes”. Or them being able to “produce it ourselves or do we need
someone else who produces it and produce it at the rate we thought we could”.

5.5.3 Mindset
The mindset that C2, C5, and C6 had about development and saw as shortcomings were
firstly C5 mentioning that what can hinder them is simply being a “bit of pioneers on
the market”. Additionally, C2 brought up their shortcomings as being that“the mindset
has always been the same and everybody has been just satisfied”. For C6 it was more
about the products that were developed since they are “limited to a number of products
today, there is only so much one can do within the range and product category we are
in”. More so C2 got into the discussion of the context and that their company has
previously “only thought about just the product and not conceptual or where our
products should be” which as led to something that has hindered their innovation
possibilities. This because their mindset has always been “to stick to what we can and
are expected to deliver and pride of just being a company with a small variety of
products”. The same mentality was shared by C6, which stated that they feel that they
“always need to stay true to how we are”. The opposite of this was something that C5
mentioned during their interview “a failure in the processes and products. This is the
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natural part of innovation. And if you know this, learn this, then you won’t be afraid of
try again and again and again”.

5.5.4 Involvement
Since management is a big part of all organizations, there was a need to understand if it
can fail or hinder innovations within SMEs. However, what was derived from the
interviews was the need for involvement. C1 mentioned that they thought that “the
production crew should come in on the R&D projects in an earlier stage”. They
mention that there is a need for employees to “feel important and involved”. The
problem, that they saw was finding a “way in which employees give their inputs while
ensuring that what they bring us gives something and not just takes time off”. However
C2 then mentioned that what is challenging has been to get employees to understand
“the profit of it, because everybody has been in a mood where they are like, this is what
we do, period”.
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6 Analysis
The analysis chapter will discuss the findings of the interviews in relation to the
literature reviews and the theoretical concepts. This analysis will follow the flow of the
primary themes that were derived through the coding procedure. The structure of this
chapter is as following; planning, management, finances, marketing, and shortcomings.

6.1 Planning
Since different researchers have found different factors that affect innovation, there was
an interest in understanding these factors and seeing how they influence innovation by
either hindering them or creating innovation failure within SMEs, which our result
indicates. When it came to the influence of planning, either being strategic or nonstrategic, the majority of the companies had strategies or specific guidelines, but did not
like or thought it was always needed to be followed strictly, when being innovative and
exploiting innovation opportunities (Kraus, Reiche & Reschke, 2007; Wang, Walker &
Redmond, 2007; Scozzi, Garavelli & Crowston, 2005).
More so, what O’Regan and Ghobadian (2002) discussed regarding the inability that
SMEs had to strategically develop and failing with it, within their companies, is not the
case among the companies that were interviewed. However, what did differ between
C1, C2, and C3, C5 and C6, was the degree of how formal their plannings strategies of
innovation were (Kraus, Reiche & Reschke, 2007). An interesting thing that C1
mentioned during the interview, was that they may not always shut down an innovation
venture, but instead always try to think long term, and this with their strategically
formalized processes goes hand in hand with Wang, Walker, and Redmond (2007)
statement about this connection. Meaning that, being formalized helps to promote longterm thinking, understand the business better and helps broader a range of strategic
alternatives. What then needs to be brought up is that even though C4, who work with
nine ISO-certificates that are very formalized and need to be handled properly, still state
that it was easy to miss out on steps that are required before innovating. Even though
C1, who manages several innovation activities and multiple different processes and
strategies when innovation, they express that creative thinking is free and there should
not be much control there. This is something that Arasti, Zandi, and Bahmani (2014)
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argue by stating that SMEs and especially people managing it often do not want too
many bureaucratic processes and regulations since it creates barriers for innovation.
When it came to the formalization of planning, C2 and C3 had no greater barriers to
develop processes or products when innovating, which Kraus, Reiche, and Reschke
(2007) indicate can be the case when not using developed processes. More so, C3 had
95% of their resources being allocated to innovation ventures and not following a
specific guide, and C2 having no restrictions of what they can and cannot do and their
attempts to innovation are more successful than non-successful. However, since SMEs
all have different resources their innovativeness also differs and firms that earn their
share of income from new products often are more likely to innovate due to being more
dependent on it (Radas & Bozic, 2012; Kang, 2012; Rosenbusch, Brinckmann &
Bausch, 2011). C5 then mentioned that one should not get too stuck in structures
because maybe the answer is outside of them and that can show signs of their flexibility
which is something that Kraus, Reiche, and Reschke (2007) and Scozzi, Garavelli, and
Crowston (2005) mentions as very important within SMEs. Nevertheless, the arguments
made by Wang, Walker, and Redmond (2007) which stated that it is non-existent and
very rare in the majority of SMEs that there are strategic planning, is for our research
not prevalent since the majority of the companies have strategies to follow.

6.2 Management of SMEs
When it came to the management within the companies that were interviewed, how to
go about certain innovations and involve the whole organization without losing the
importance of keeping the business going, was something that the companies remarked.
Since C1s company is very open and willing to take risks it created some kind of
uncertainty with their manager. This is, however, something that Saunila (2014)
discusses as important for innovation within an organization, since managers are there
to provide a flexible, supportive and motivating structure that foster creative behaviors
within a business. Additionally, Franco and Haase (2010) argue that a managers
awareness is vital to be able to have a vision and strategy and being able to recognize
problems and opportunities, which is something that C2 mention during their interview
as very important as well. Since the interviewee in C2 is the marketing executive of
their company, different planning processes are also getting implemented that goes with
the company’s visions, missions, and culture (Kraus, Reiche & Reschke, 2007). Since
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management could be an incremental reason for innovation to fail or be hindered based
on not seeing the full picture of a venture or creating something outside of the
companies visions. It is as Arasti, Zandi, and Bahmani (2014) mention, crucial to be
able to adjust and anticipate decisions based on certain opportunities and changes that
happen in their environments as a manager.
As Saunila (2014) mentions, managers need to be a leader that facilitate, foster and
sustains innovation within a company and this is something that both C2, C4, and C5
talked about. For innovation not to be hindered or affect any processes, managers need
to have clear communication and open dialogues about innovation and R&D activities.
This because, as C2 said it is not a one man's job to be the innovator. People need to be
involved and informed through different processes and ways which C1 and C4
mentioned as well. Saunila (2014) argues that one needs to have a flexible, motivating,
and supportive structures that foster the importance of communication and fosters
innovation. This so that management is not being something that makes employees or
people give up on innovation ventures but rather enforces them.
Another hinder that was brought to the researchers’ attention was the fact that two
companies talked about daily routines affecting the prioritization of innovation, because
the business needs to be able to function without it and things that provide stability are
according to C1 and C6 more important, sometimes. This is something that Sunila
(2014) also mentions as a hinder for SMEs to innovate. Since a lot of managers are tied
in daily routines and start to neglect the importance of their role as managing companies
other objectives as well. Because as Saunila (2014) discusses, leadership is the key
force that improves a company’s performance, but balance is the key to be able to
generate perfect innovations and staying creative.
To have the ability to be as creative or innovative as the majority of the companies that
were interviewed wanted to be, the hinders with team and employees was brought up.
Because surely without the right competencies or employees, an amazing idea will
never be successful which C3, C4, and C5 emphasized a lot and is in line with Neese
(2017) argument, about companies lacking the capacity or competes to execute the
venture. Additional involving employees can also be tough and something that Saunila
(2014) and Brancati (2015) have discussed is that for this not to occur, innovation needs
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an open and collaborative environment and incentives that rewards actions, which all
interviewees’ were not providing as of now. Another hinder within management was
that even though there was a want to be innovative, finding the right people can be
challenging while also needing to be able to provide the right incentives that generate
innovative ideas (Rammer, Czarnitzki & Spielkamp, 2009).

6.3 Finances
As Hyytinen and Toivanen (2005), Ropega (2011), and Brancati (2015) mention, an
influence that does play a vital role in innovation processes is finance and what causes
hinders and failures among SMEs innovation ventures. This because all companies
mentioned that finance was an influencing reason that hindered or influenced their
innovation ventures regarding of which industry they were in. What overall hinders the
start to innovation possibilities is that one needs to have enough resources to allocate to
all areas, which C5 specifically stated. Having a lack of resources and fundings that are
needed to be able to innovate, which most SMEs often do not have for R&D, leads to
high deuteration of innovations activities (Kang, 2012; Hyytinen & Toivanen, 2005;
Mazzucato, 2013; Brancati, 2015; Ropega, 2011; Rosenbusch, Brinckmann & Bausch,
2011). This was emphasized by all but mention by C4, that sometimes you are just
forces to stop an innovation because you may not just have the capital you want. This
Arasti, Zandi, and Bahmani (2014) state is the basis for all resources because financial
capital is what converts other resources.
What Mazzucato (2013) states about needing to understand that there is a deep
uncertain character of innovation and understanding that the relationship between
growth, finance, and innovation is complex and goes hand in hand with the outcomes of
the innovation as well which is what the interviewees’ empathised. As both Mazzucato
(2013) and Brancati (2015) mentioned, there is no way to calculate the possibility of
what your innovation embodies and what it always may need. Which is what C1, C3,
C5, and C6 mentioned as well. Cost calculations are hard when having to estimate
innovation, and it is why innovation is not pursued because it is difficult to finalize and
why innovations are given up on. This because as C5 specifically mentioned, there is a
lot of money involved in making a product so it is very important. This goes hand in
hand with a company's profitability because if one does not think that profitability will
prevail four out of six companies would give up on that specific innovation (Mazzucato,
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2013). This Palmié et al. (2016) and Meissnera and Kotsemir (2016) state is because
there needs to be a high success rate and activities need to be efficient for SMEs to feel
reassured of the innovation venture. This does not mean that companies want to give up.
For example, C1 could simply not produce something due to the costs being too
expensive so that in itself became a hinder, which is something that business model
innovation often comes down to, what the value is for the company and how they
become profitable (Comes & Berniker, 2008).

6.4 Marketing
Since the literature within innovation, did not mention or brought up how different
marketing aspects could or would influence innovation this was something that caught
the attention of the researchers of this paper. Five out of six companies thought it could
hinder or influence the company to give up on a product. First, different companies
mentioned customers as a big influence on innovation. As both C1 and C5 mentioned,
one needs to look to the market and find what the end consumers are looking for so that
it does not come to a point where companies need to give up on certain innovations,
because if not looking they are creating solutions for problems that consumers do not
want or need (Power, 2019; Mariello, 2007). Another issue that C2 mentioned, was the
target group because they often want to get out to the consumers fast and as Power
(2019) mentioned, in order to reach a final product that pleases the target customers,
experimentations are needed (Power, 2019) or it may have already been done and an
innovation may fail. Since C2, was the only company that went through the innovation
process fast, because they wanted to test the product quickly, to know if the idea is
suitable. It may also be why their innovation was successful, while others who focused
too much on the processes may feel some hinders during the development (Luenendonk,
2017). Companies mentioned that the challenges are to deliver what consumers wants
and still increase profitability and competitiveness, this because innovative companies
will in the long-run grow faster, be more profitable and efficient than non-innovative
ones (Bigliardi, 2013).

6.5 Shortcomings
Since there were other influences that literature did not really mention, it was interesting
to see this emerge during the coding processes of all interviews. C1, C3, C4, C5, and C6
all mentioned time being an influence that hinders innovative ventures and sometimes
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even made them give up on them as well. This is according to Ropega (2011) one of the
many non-financial symptoms of failures organizations can have. Some companies felt
more pressured by the time aspect than others, for example C3, when the interviewee
mentioned that knowing how long time different parts can take, can be very difficult to
know. Although, this was something that all companies said was viewed as difficult,
because there is only so many hours during the day. So this can indicate that not having
enough time to innovate can cause it to fail or at least hinder the processes of
development. Nevertheless, what Ropega (2011) further acknowledges, is that feeling
the stress of not having the time and it affecting innovation, maybe due to companies
lacking internal controls, business plans, trust in counterparties, market orientations
efficiency of productivity and staff development (Ropega, 2011). Hence some
companies did feel that these things are influencing them which may be a reason why
they are hindered in their processes.
Another big aspect of innovation ventures and hinders that occurred was the
development processes during R&D activities. However, where one exactly would give
up on a product development was not really unanimous. Because C1 and C2 mentioned
that their companies give up during the beginning of the development. Thi because the
idea was simply not good enough or because one had to compromise the quality or
components of a product, which for them was enough of a reason to give up. While C3
and C5 mentioned other problems such as them giving up because of technological
uncertainties or constructions not going as planned. What additionally needs to be
brought to attention, is that C3 mentioned that they could be far down an innovation
process before realizing that they should have stopped, and that could have been
prevented maybe if they followed Luenendonk (2017), Power (2019), Mariello (2007),
and Neese (2017) development activities. Meaning that they could have some process of
going through the idea generation, advocacy and screening, experimentation,
commercialization and the last is diffusion and implementation steps of innovation.
Additionally, some companies mentioned that they felt some kind of uncertainty during
the innovation process. This led to them always wanting to test the developed right
away, since without knowing what the outcome of the development is, they felt it could
influence innovation in a negative way. However, by testing the product and/ or service
the company will know if the idea is suitable which that should also be a part of the
39

process according to Luenendonk (2017). To test the sustainability of the idea Mariello
(2007) and Neese (2017) advice that one companies should always utilize prototypes or
pilot tests. However, only three companies C1, C2, and C3 mentioned doing real
prototypes and then seeing the outcomes.
Other influences that could be the reason for feeling hindered in the development
process for C2 was always having the same mindset as just being satisfied, for C5 it was
the fact that they were somewhat seen as pioneers in the market and this can be seen as
the behavior sphere of symptoms of failure that Ropega (2011) discussed. More so, C6
mentioned their product category range limiting them, which can both be the behavior
sphere or them lacking efficiency of productivity and staff development, since it has
hindered their innovation possibilities previously. The mentality that C2, C5, and C6
had about staying in their lane and sticking to what they know, is why innovation never
happens in the first places. This because it influences the innovation process before it
has even started. March-Chordà, Gunasekaran, and Lloria-Aramburo (2002) and Arasti,
Zandi, and Bahmani (2014) explain this by mentioning several critical factors for
innovation within SMEs and being uncertain of certain things and having a
discouraging commitment which hinders both planning and new product developments
according to them.
Nevertheless, C5 instead shares that a failure in the processes and products is the natural
part of innovation. And if you know this, learn this, then you will not be afraid of try
again and again and again which Radas and Bozic (2012), Kang (2012), Rosenbusch,
Brinckmann, and Bausch (2011), and Laforet (2011) mention by saying that to prevent
failure is hard, but one then needs to know how to manage it, because one can manage
delays and abandonments successfully to. More so, when talking about encouraging and
involving C1 and C2 saw it as something that hindered or failed innovation as well.
This because people need to be involved in earlier stages than what they are today,
because employees who do feel important and involved contribute more to innovative
possibilities (Rosenbusch, Brinckmann & Bausch, 2011). For C1 however, this then
becomes an issue since how do companies give employees the opportunity to give their
inputs, while ensuring that what they bring gives something and not just takes time off
other things they could be doing. While for C2, it was more about getting them involved
in the processes and getting them to care about innovation. This is according to Kang
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(2012) is prevented by for example setting up secure internal control systems. However,
since all SMEs all have different resources their innovativeness also differs (Radas &
Bozic, 2012; Kang, 2012).
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7 Conclusions
Since this research was interested in understanding influencing reasons that forces or
hinders Small and Medium Enterprises to give up on their innovation ventures. The
conceptual model was created out of the literature review based on factors that influence
innovation capabilities within SMEs. This through either hindering their processes or
influencing them to give up on their innovation ventures. Since the literature was split
on the matter of planning, if one needed to be strategic and formalized or not, the
findings of this research showed the same division. Some saw it as hindering since the
process needs to be quick, others did not feel it was needed at all, while some had
processes installed but still felt that there should be creative thinking and one might still
miss crucial steps in the beginning by being too stuck to old processes, since innovation
can be found outside of them.
When it came to management, it is seen as one of the biggest reasons why innovations
are hindered and companies give up on innovation ventures. As literature states, they
are key individuals that determine the success of the company. If managers do not foster
creative behaviors and do not have the qualities and skills of communicating, engaging
and involving employees, by being flexible and supportive, it creates hinders to
innovate. Even if management is good, the team is as important and one needs to find
driven employees and work with incentives when having innovative ideas. The problem
for management is to balance this together with their daily routines, because they often
neglects the importance of their role in innovation due to this. For all of this to even be
considered or prioritized finance is needed. Without the resources that company’s need,
they will give up on an innovation venture. Capital is a must and estimating costs of a
product can be hard, and one needs to have profitable products, so even if innovation is
seen as a solution to this problem, companies may want to innovate but do not have the
opportunity to do so. Therefore, they do not start innovation processes and can shut
down innovation ventures as well. Meaning that, this can happen anywhere during the
research and development process. Companies give up on innovation either in the
beginning of the process, if an idea is not what they want or thought it would be, if a
quality of a product is not as expected, or the technological advancement is too hard,
and they need to compromise with certain constructions, which they might not want to
do.
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Even though research covered different areas of interest in regards to innovation
processes, other things were derived through the empirical findings as well. The
influences of the end consumer did influence the companies innovation ventures.
However, companies may not put a lot of effort at the beginning of development to see
what consumers want, need and might desire. This led them further down the process
without having an end consumer in mind or a target group that is interested in the
product, even though an idea was thought of as being suitable for the market. Another
hinder that came across from the empirical findings was how much time hindered their
possibility to innovate. Companies may start with R&D activities, but find themselves
needing more time to be able to go further with certain products or processes. This can
hinder ongoing ventures but also shut down ventures as well. What can lastly be
concluded, is that even though certain things may influence innovation ventures,
managers and companies mindsets are as important as anything else. One can hinder
innovation through having a mindset throughout a company of always being just
satisfied with their market shares or products. Not wanting to deviate too much from
existing product categories and feeling the need to always stay in the same lane, which
leads companies to not even try other opportunities that may occur.
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8 Theoretical and Managerial Contributions
This study contributes to the field of innovation, through looking at hinders or
influences that lead companies to give up on innovation ventures. Since there was an
interest in understanding companies perspectives of these influences, the study took an
inductive approach since there is little to no research about this specific topic.
Therefore, the researchers wanted to understand how SMEs are working with
innovation today and what their perspectives are regarding these influences, which is
why this study also took an explorative approach. Since there is research done about
these factors affecting innovation but no understanding of how it influences the
outcomes of innovation, the aim with this study was to contribute with the knowledge of
understanding this, since it is hard to hinder factors but one can learn how to mitigate
them. For this to be done, the study used a qualitative approach to be able to get indepth knowledge about these influences and their outcomes. Therefore with the
theoretical contribution of this study, companies may know what to focus more on when
working with innovation, such as planning, management, finance, marketing, and
shortcomings. With this foundation, other researchers can explore and investigate if
some influences are more influential than others, and continue to study this topic and
test the findings.
When it comes to the managerial contribution of this study, it shows that there are
influences that either hinders innovation processes or influences that generate
companies giving up on certain innovation ventures. Therefore, this research can
contribute not only theoretically but also managerially. Companies and especially
managers, can find where to put forth their forces when wanting to improve their
innovation processes, but also to know what they may look out for when wanting to
mitigate the hinders that do occur during innovation as well. More so, this study
contributed with managers getting more aware of certain processes they are failing and
what they could be doing better. Since different researchers argue the importance of
innovation, but their ways may differ, this study can lastly help companies to
understand and gain some reasoning behind it.
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9 Limitations and Further Research
Since this study is of qualitative nature, and did in-depth semi-structured interviews, the
process of conducting the research is very time-consuming. Nevertheless, since this
qualitative research mostly consists of open-ended questions, participants do have more
control over the data that is collected and the content to it. Therefore, when the coding
processes beings, it can be hard to stay objective when analyzing the data and verifying
certain concepts becomes hard. One needs to honestly and accurately recall details
about the interviewees’ thoughts, opinions, and behaviors when asking questions,
without using one’s personal knowledge or experiences when doing so. This leads to the
transcription process being labor intensive before the coding can even begin. Since this
study focused on having a few different companies within different markets that were
only located in the southern parts of Sweden, it could have an effect on the results of the
data. Additionally, this contributes to not having the ability to generalize the results of
this study and saturation can be discussed.
Since the findings of this research can indicate that there are influences that create
hinders or reasons that make companies give up on their innovation ventures, further
research can help with going deeper into these influences, to see which one’s affects
innovation more or, if the combinations of these influences affect innovation to a greater
extent. This to be able to generalize the results. Nevertheless, by using a quantitative
approach there is a possibility to use the theoretical contribution that was derived from
this study to see if there is an explanation of the relationships within innovation
processes which our results indicated. Due to the sample size being small and the
companies geographically belonging to the southern part of Sweden, one may need to
use another type of sampling technique instead of using a convenience judgmental
sample. Additionally, one can look at companies within certain market areas or look at
how long they have used innovation to see it can affect their results as well.
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Appendices
Appendix 1. Operationalization

Theoretical
Concepts

Sub
Concepts

Concept Definition

Operational
Definition

Questions
•

Business
model
innovation
(BMI)
is
a
new
phenomenon
that
Business Model
focuses on the alliances and the
Innovation
structure of firms (Bouncken &
Fredrich, 2016).

Innovation
Processes

Research and R&D are different activities
that companies undertake to
Development
introduce and innovate services
Processes
and products to the market
(Palmié et al., 2016).

To
understand
how •
companies, gain value
and become profitable
through alliances and •
structures.
•

•
To
understand
how
SMEs work with creating •
higher efficiency and
success
rate
among
innovative activities.
•
•

I

What are your key resources to become
profitable in today’s market?
Do you have any processes when trying to
create competitive advantage? If yes,
which ones?
How does your organization adapt to new
consumer demands?
Do you feel it is valuable to be structured
when innovating? Why?

What are your R&D processes? How do
you go about these processes?
What do you feel is needed for your
organization
to
create
successful
innovations?
What do you feel your organization needs
to be able to increase the efficiency in
your R&D processes?
Have you ever reached a point in the
R&D process that led you to give up on a
project?

Innovation
Processes

Open
Innovation

Strategic
Planning/
Non-Strategic
Planning

Influences
Management

Open
innovation
is
about the flow of knowledge
going from inside-out and outsidein the company (Sağ, Sezen &
Güzel, 2016; Luenendonk, 2017).

Strategic planning is an attempt
to try and prepare for all
eventualities a company can
encounter, while non-strategic
planning is about not having
formalizations (Kraus, Reiche &
Reschke; Terziovski, 2010).
Management
is
the
determinant of a company’s
visions, missions, and culture
(Kraus, Reiche & Reschke, 2007).

II

•
To understand the use
of all knowledge that
is
available
for •
the company.

How do you feel that you are utilizing the
knowledge you have within your
organization when doing R&D?
Does the organization take advantage of
knowledge and expertise of individuals
that are working outside the organization
when doing R&D?

•

Do you have any specified basic
guidelines and business activities when
innovating?

•

Do employees have the opportunity to be
innovative even though it may not lead to
other business opportunities?
How do you motivate employees to be
and stay innovative?
Are there any restrictions that affects your
R&D processes?

To
understand
if
guidelines can hinder or
help companies in their
innovation processes.

To
understand
if
managers
are
determinants
of
a •
company’s success or
failure.
•

Influences

Influences

•

How much resources do you allocate to
R&D?

Finance

Financial items are deep uncertain To
understand
the
characters of innovation and the impact finance has on
relationship between growth and innovation.
finance (Mazzucato, 2013).

Technology

Technology is applied through To understand what •
facilitating programs, processes, effect technology has on
services and systems of one’s innovation.
organization
(Laforet,2013).

How important is it that innovations are
technology-based and adopts existing or
new technology in an innovative way?

III

•
•
•

Innovation
failures

Failures

Innovation fails in many ways
both internally and externally due To understand the signs •
to different sources affecting each of failure before it
other (Ropega, 2011; Radas & occurs.
•
Bozic, 2012).
•
•
•

IV

Have you ever had any concerns about an
innovation during the development
process?
Are there any signs during the
development process that worries you
about the outcome of an innovation?
At what stage do you decide to stop
working on an innovation that is showing
signs of failure?
Have you ever acted upon these signs of
failures?
How have you handled innovation
failures and acted upon them?
What is your organizations perspective/
take on innovations that fail and the
company’s efforts in such cases?
How do you work to prevent innovation
failures?
How do you plan to encourage your
employees when innovations fail?

Appendix 2. Initial Coding from Interviews
Obviously
boring IOS process. C1

Business
Model
Innovation

We have a production
system called jeevs. C1

In the business council,
C1 The product board
council. C1

Six different steps where
the first step is really
about where one
actually makes
a drawing
and make a prototype. C1

Scan the market and
check for what end the
consumers are looking
for. C1

The creative thinking should
be quite free, there should
not be much control there.
C1

Product develop within the
area of interest for the
company’s. C2

You have to have a
process that you follow.
C1
It’s not really a one
man’s job to be the
innovator. C2
There we got a lot of
structures to build this.
We got nine IOScertificates. Everything
should
be
handled
proper. C4

However, it should be
documented, it must be. C1
We don’t know at which
stage
the
development
always will start out at, and
like don’t have creating
headings to all the different
steps but we do like follow
certain steps. C3

What kind of target group
we are trying to reach out
to. C2

We worked very fast
through all these steps
which is why I feel we did
not have or could see any
signs of the outcome. C2
If you are in a big
company I think you need
structures to help people to
find their way to find
innovation. C4

V

Clear role descriptions.
Clear processes thinking.
C1
Which target market do
we exist, for which target
group and why. C2
Being
a
smaller
organization with not a
lot of processes. C2
Methods like some of
them
are
extremely
messy when creating and
don’t
follow
any
structured even thought it
was given to them. C3
You should not get stuck
in old structures, since
the answers can be
outside them. C5

It’s okay to test. C1
A culture in the company
C1
Structure in the innovation
processes and that you
work with the different
parts of the processes. C2
Structures are needed
depending on where you
are in the development
process. C2
The challenge is that we
should
systematically
deliver, that means that we
need to have structures
and processes. C4

The
product
board
council comes with the
ideas, it can be about
existing products that
need to be change. C1

Research
Development

&

So, it is a bit more
traditional. C1

In this template there are
the right parts, a drawing
and
a
product
specification. C1

How to work, how to
document everything and
how to get all the staff
involved in it. C1

Risky owner and CEO. C1

The product is already so
locked to its process and
function. C3

Today, our challenge is
more about being able to
deliver
towards
the
customers. C4

How to take it to the
market. C1

We need to work all
project parallely. C1
How to work, how to
document everything and
how to get all the staff
involved in it. C1
Someone test it. C1

Make prototypes. C1
I think it is always in the
beginning
of
the
development process and
not during production.
C2

Open Innovation

It starts with an idea. Present
the idea for proposals and
economic calculations are
done. C1

I think we can get the
production crew in on
the R&D projects in an
earlier stage but we are
working very hard at that
at this moment. C1
Through
talking
to
everybody share all of
the experience. C2
ISO,

Productboard

business
Strategic Planning/ council,
council, JEEVS and the
Non-Strategic
Six steps. C1
Planning

Like our little innovation
group, we are not really
processed
based
or
controlled by different R&D
models. C2
Production needs to be
involved. C1
We have to find a way in
which they can provide their
inputs and how we can
ensure that what they bring
us gives something and not
just takes time off. C1

We can honestly come
pretty far with a product
before we realize that we
should have given up. C3
Meet
the
suppliers
and talked
to
another
company. C1
So yes we do work with
external expertise when we
need to and moste often
do. C1
Large network. C3

We just look at what type of
end customer we are
targeting, so that it is really
clear,
and
that
the
development needs to have a
context to it. C2

VI

First,
and
most
important,
we
are
looking at the market so
see what it wants and
doesn’t want. C5

Often someone we have
had previous contact
with. C3
We got some online
courses and sometimes
someone has a lecture
about things that are
needed in the company
spreading the knowledge.
C4

It is therefore crucial for
us to product develop
within this area of interest
for
the
company’s
strategies, business plan
and goals. C2
A failure in the processes
and products. This is the
natural part of innovation.
And if you know this,
learn this, then you won’t
be afraid of try again and
again and again. C5

The employees choose
whatever they feel they
need to learn with some
guides lines from the unit
manager. C4
So we got a forum, and
maybe there is someone
that knows more about the
project. C4

Yes, we have worked
with a proposal box, but
now we try to make it
more vivid and discuss it
on
our
morning
meetings. C1

Management

Finance

Both appreciation and I
believe that the strongest
driving force is actually
to see and be seen. C1
One or more people that
should inspire others to
feel that it is okay to
think outside of the box
and come up with new
ways. C2
We calculate the cost,
percentage. The working
time if you count... how
much does it cost ... we
might use 5%, give or
take. C1

Of course it should be
noticed that you have done
something good but at the
same time it should be part
of the job. One does not
want it to be just like “ice
cream and bananas”. C1
Reward but I honestly think
that we should not have to
give something in order to
receive this. C2

Feel
important
involved. C1

and

Feel that you are needed.
C1
Better colleagues and you
effect someone. C1
You have to get “butter on
the sandwich before you
can eat beef fillet”. C1

It, the hard this is doing the
same mistake over and over.
C2

Not
having
Clear
communication. C2

Not to add more roles and
employ more people for new
products that we developed,
because there no profit with
that. C2

I literally put like 10 % of
everything that I can into
product development and
different activates, 20 % to
create more efficiency and
the rest on the market
strategies. C3

VII

We work with what we
call our identity, brand
and what we stand for.
We cannot lose our own
identity and our place in
the market. C2
We are newbies at this as
an organization. C2
We need to do more with
the capacity that we
actually possess. C2
We put 10% of their
working
hours
on
whatever you like to do
to learn. C4

However, the challenge I
think, has been to
understand the profit of it
because everybody has
been in a mood were they
are like, this is what we
do. C2
I think you need structures
to help people to find their
way to find innovation.
This must come from
management. C4

Technology

Advised them to not go
further with something
and this is often due to
the
technological
developments not going
as planned. C3

Can we produce it
ourselves or do we need
someone
else
who
produces it? C1
Quite a risky owner and
CEO. C1
Occasionally I feel like I
have a little too much
mandate. C1

Innovation Failures

To move on from
Innovation or shut it
down. it is often based
on finance and the return
of investment in those
cases. C1
The price becomes a
concern. C1
As of now all ideas
comes from just us. C2

Not so much honestly,
because we want work a lot
with product development
based on the already existing
technology, equipment and
machinery that we have. C2
I think that the most
important thing is that the
end consumer understands
the usefulness of the
product. C2
If we see that with today's
dealers we cannot sell the
product. C1
The problem was that the
cost to produce it in Sweden
is too high. C1
Need to find another
producer in China. And even
if we do, we have to do it in
quite large volumes. C1
However, what can hinder it
is the time. C1

No that’s is not necessarily
that important to us, but
some weight is put into it.
C3
Before you had developers
and system developers but
now
you
need
to
understand the whole new
journey
about
the
automatically field. C4
Profitability
are high. C1

calculations

Can we produce at the rate
as we thought we could?
C1
How long-time different
parts can take. C1
Estimate can be hard. C1
Our target price for it to
the end consumer. C1

You have to work with the
daily business. C1

You have to make some
compromise with the
components. C1

The mind set has always
been
the
same
and
everybody has been satisfied
with there we are and felt
that it is enough. C2

Quality is a big aspect and
if that is not set to our
standards
we
change
something or give up on a
project. C2

VIII

So the big parts we are
motivated by is that we
should be able to handle
a bank, to let them have
modern
technological
structures, it should be
automatically, as well as
it should have a high
regulated standard. C4

It is more about how to
combine the automatically
and regulated structures to
allow banks and such to
utilize it. C4

New products we have
not done on a large scale.
C1

Previously we have only
thought about just the
product
and
not
conceptual or where our
products should be. C2

Profitability maybe. Or
the idea was not so good
or that we had to
prioritize something else.
C1

Technological innovation
It is kinda important yes,
the market needs to be
ready for it. C5

We need to stick to what
we can and are expected to
deliver. C2

It was too expensive to
make it and it was too
difficult to put it
together. C1

Very thigh margin and
need to be able to extract
more of our existing size
of our operations. C2

It was no good, so we
stopped that. C1
For us it is about our
margins. C2

We want and need to try
our products on different
people instantly to be able
to evaluate the product
and the processes. C2

The products final cost.
C3
Difficulties and like the

Is a realization that
nobody wants to buy the
developed product. C3

What hinders us may
honestly be because of
pride or like just say that
okay we are a company
with a small variety of
products and we don’t
need other people to help
us evolve. C2
They might be
opportunistic. C4

very

It is important that everyone
is working with it, and not
just a small group. C5
Sometimes it might be just
forced to, the capital. C4
Or lose an employee that
was the key resource for
this. C4
Young
companies
are
moving around to much.

Innovation Failures

There has never been an
open dialogue about
innovation,
R&D
activities
or
other
business
ventures
previously. C2
We have been okay with
just doing what we
always have there has
not been a high degree of
innovation because it has
not been needed. C2
Need to have a margin
product can’t be too
expensive, so if we fail
in doing this right then
maybe the innovation
was all for nothing.
C2

I think that many times it is
because you haven’t spent
the
time
needed
to
understand what you did in
the beginning. C4
It doesn’t match our current
strategy. C4
Now we don’t have time to
innovate more, how do we
take care of them in a good
way. C4
To get new people, and it is
important that they get into
it fast. Without the right
documentation, that will be
impossible. C4

There needs to be people
that have the ability to
think of new things. Which
can be a challenge for us
as a company to find. C3
Because of the technical
difficulties
being
so
technical that we don’t
know how to solve it and
go further, or market that
was identified for the
product does not exist for
the product. C3
The time aspects are the
biggest concern for us
during development. C3
Construction cannot be
realized and what they
want to do cannot be done.
C3
Specific requirements list
that is too hard to fulfill.
C3
An amazing idea with a
bad team will never
succeed. C4

cost struct. C3
There is a lot of money
involved in making a
product so, this is
important. C5
Since we are a bit of
pioneers on the market.
C5
Is this really what the
customer wants. C5
Yes, all the time. It's
about if the market really
Is ready for the product
we are creating. C5
It is easy to get stuck at
the products, but there
are more than that. Like
marketing, or finding
new customers, and
things like this, think
outside the box, but that
sounds so boring to say,
so don’t write that. C5
One thing that is a
problem is to get the time
to work on these things.
C5
That everyone has the
same mindset. C5
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systems that we need to
follow since we are
certified by them. C6
Good staff, having enough
resources that you can
allocate to different areas.
C5
The material was wrong,
so we stopped. C5
Construction and it shows
it was too heavy, it aren’t
stable enough. C5
Sometimes we stop it
during the calculations. C5
It would have been if
something changes on the
market that would change
things for our product. C5
We
need
to
have
structures and processes
that doesn’t make us too
heavy, so we don’t get
stuck but still do the right
things every time. C4
Easy to miss the steps
required
before
innovating. C4

I think something that
hinders the innovation
within an organization is
if management has to
high restrictions and
demand
from
the
beginning that it has to
be right from the being,
people need to know that
100 ideas are needed and
maybe 10 projects for to
go into the market. C2

Product did not meet our
expectations and did not end
up as we thought it would.
C6
I don't know because we are
“limited” to a number of
products today there is only
so much one can do within
the range and product
category we are in. C6
But many times, the whole
plan hasn't been thought
through, and the full picture
has not been seen, so you get
to far into a project. C4

You realize that this might
not fit the market, you
forgot or weren’t paying
attention to get the proper
input from customers. C4
But like finance can also
be a factor. C6
Not having the time or
engagement that is needed
for a development to move
further. C6
Because we have our
systems
that
provide
guidelines maybe we can’t
deviate too much. C6

X

Money. Businesses are
very capital driven. C4
I feel that we always
need to stay true to how
we are. C6

Estimation, so you don't
know the outcome. C6
We have daily routines
that we need to do first
and foremost. C6
Cost calculations. C6

Factors like, resources
and times. C6
We don’t always go with
full processes when
trying to come up with
new things. C6

Lack of competence in
this field. C4
The profit margins. C6

Appendix 3. Themes from Interviews
Because we have our systems that
provide guidelines maybe we can’t
deviate too much. C6

Structures

You should not get stuck in old
structures, since the answers can be
outside them. C5
Methods like some of them are
extremely messy when creating and
don’t follow any structured even
thought it was given to them. C3
Obviously boring IOS process. C1
ISO, Product board council, business
council, JEEVS and the Six steps. C1

Processes

Being a smaller organization with not
a lot of processes. C2
Easy to miss the steps required before
innovating. C4
Quite a risky owner and CEO. C1

Leadership

The whole plan hasn't been thought
through, and the full picture has not
been seen, so you get too far into a
project. C4
Occasionally I feel like I have a little
too much mandate. C1

The challenge is that we should
systematically deliver, that means
that we need to have structures and
processes. C4

We don’t know at which stage the
development always will start out at,
and like don’t have creating headings
to all the different steps but we do. C3

It is crucial for us to product develop
within this area of interest for the
company’s strategies, business plan
and goals. C2

We need to have structures and
processes that doesn’t make us too
heavy, so we don’t get stuck but still
do the right things every time. C4

The creative thinking should be quite
free, there should not be much
control there. C1
Like our little innovation group, we
are not really processed based or
controlled by different R&D models.
C2

If you are in a big company I think
you need structures to help people to
find their way to find innovation. C4
We don’t always go with full
processes when trying to come up
with new things. C6

There we got a lot of structures to
build this. We got nine IOScertificates.
Everything should be handled proper.
C4
The employees choose whatever they
feel they need to learn with some
guides lines from the unit manager.
C4
You have to work with the daily
business. C1
It’s not really a one man’s job to be
the innovator. C2
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FR 2000/ FTI REPA systems that we
need to follow since we are certified
by them. C6

Not having clear communication. C2
That we had to prioritize something
else. C1
I think you need structures to help
people to find their way to find
innovation. This must come from
management. C4

Leadership

You have to get “butter on the
sandwich before you can eat beef
fillet”. C1
To get new people, and it is important
that they get into it fast. Without the
right documentation, that will be
impossible. C4
We are newbies at this as an
organization. C2

Team

lack of competence in this field C4
The other important part is the team
around you when you start and when
you work. C4
An amazing idea with a bad team will
never succeed. C4

Cost Calculations

If management has to high
restrictions and demand. C2
It (the product) doesn’t match our
current strategy. C4
We worked very fast through all
these steps which is why I feel we
did not have or could see any signs
of the outcome. C2
It is important that everyone is
working with it, and not just a small
group. C5
Lose an employee that was the key
resource for this. C4

We calculate the cost, percentage. The
working time if you count... how
much does it cost ... we might use 5%,
give or take. C1

Price estimations can be hard. C1

To move on from Innovation or shut it
down. it is often based on finance and
the return of investment in those cases.
C1

There is a lot of money involved in
making a product so, this is
important. C5

Having enough resources that you can
allocate to different areas. C5

If we see that with today's dealers we
cannot sell the product. C1

The price becomes a concern. C1
The products final cost. C3
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We have daily routines that we need
to do first and foremost. C6
There has never been an open
dialogue about innovation, R&D
activities or other business ventures
previously. C2

There needs to be people that have the
ability to think of new things. Which
can be a challenge for us as a
company to find. C3
Not having a good staff. C5
Difficulties with like the cost struct.
C3
Cost calculations. C6
But like finance can also be a factor.
C6
Sometimes we stop it during the
calculations. C5
Sometimes it might be just forced to
stop, due to the capital. C4

Profit Margin

Customers

Not to add more roles and employ
more people for new products that we
developed, because there no profit
with that. C2

The problem was that the cost to
produce it in Sweden is too high. C1
Profitability calculations are high. C1

Need to have a margin product can’t
be too expensive, so if we fail in doing
this right then maybe the innovation
was all for nothing. C2

For us it is about our margins. C2

Profitability maybe. C1

The profit margins. C6

Very thigh margin and need to be able
to extract more of our existing size of
our operations. C2
I think that the most important thing is
that the end consumer understands the
usefulness of the product. C2

It was too expensive. C1

Money. Businesses are very capital
driven. C4

Today, our challenge is more about
being able to deliver towards the
customers. C4

Is this really what the customer wants.
C5

We just look at what type of end
customer we are targeting, so that it is
really clear. C2

You realize that this might not fit the
market, you forgot or weren’t paying
attention to get the proper input from
customers. C4

Scan the market and check for what
end the consumers are looking for. C1
That the development needs to have a
context to it. C2

Market Research

Is a realization that nobody wants to
buy the developed product. C3
The market that was identified for the
product does not exist for the product.
C3

Which target market do we exist for,
which target group and why. C2
First, and most important, we are
looking at the market so see what it
wants and doesn’t want. C5
How to take it to the market. C1
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Not thinking about marketing, or
finding new customers, and things like
this, you need to think outside the
box. C5

It would have been if something
changes on the market that would
change things for our product. C5
It's about if the market really is ready
for the product we are creating. C5
What kind of target group we are
trying to reach out to. C2

However, what can hinder it is the
time, we need to work all project
parallelly. C1

Time

I think that many times it is because
you haven’t spent the time needed to
understand what you did in the
beginning. C4

Factors like, resources and times. C6
Now we don’t have time to innovate
more, how do we take care of them
in a good way. C4
Knowing how long-time different
parts can take. C1

The time aspects are the biggest
concern for us during development.
C3
Not having the time or engagement
that is needed for a development to
move further. C6

One thing that is a problem is to get
the time to work on these things. C5

Development

Can we produce it ourselves or do we
need someone else who produces it.
C1
Need to find another producer in
China. And even if we do, we have to
do it in quite large volumes. C1
Can we produce at the rate as we
thought we could. C1
You have to make some compromise
with the components. C1
It was too difficult to put it together.
C1

Development

This is often due to the technological
developments not going as planned,
we don’t know how to solve it and go
further. C3

The material was wrong, so we
stopped. C5
Construction and it shows it was too
heavy, it aren’t stable enough. C5
New products we have not done on a
large scale. C1
We want and need to try our products
on different people instantly to be
able to evaluate the product and the
processes. C2
Estimation, so you don't know the
outcome. C6
We can honestly come pretty far with
a product before we realize that we
should have given up. C3

The product is already so locked to its
process and function. C3
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Quality is a big aspect and if that is
not set to our standards we change
something or give up on a project. C2
Construction cannot be realized and
what they want to do cannot be done.
C3
Specific requirements list that is too
hard to fulfill. C3
Product did not meet our expectations
and did not end up as we thought it
would. C6
The idea was not so good. C1
I think it is always in the beginning of
the development process and not
during production. C2

We are a bit of pioneers on the market.
C5

Mindset

We work with what we call our
identity, brand and what we stand for.
We cannot lose our own identity and
our place in the market. C2
The mind set has always been the
same and everybody has been just
satisfied. C2

Involvement

That everyone has the same mindset.
C5
I think we can get the production crew
in on the R&D projects in an earlier
stage. C1
Feel important and involved. C1

What hinders us may honestly be
because of pride or like just say that
okay we are a company with a small
variety of products and we don’t
need other people to help us evolve.
C2
We are “limited” to a number of
products today there is only so much
one can do within the range and
product category we are in. C6
I feel that we always need to stay
true to how we are. C6
We have to find a way in which
employees give their inputs while
ensuring that what they bring us
gives something and not just takes
time off. C1

XV

Previously we have only thought
about just the product and not
conceptual or where our products
should be. C2
We need to stick to what we can and
are expected to deliver. C2
A failure in the processes and
products. This is the natural part of
innovation. And if you know this,
learn this, then you won’t be afraid of
try again and again and again. C5
The challenge has been to understand
the profit of innovation. C2
As of now all ideas comes from just
us inside the company. C2
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Primary Themes

Planning

Planning

Sub-Themes Related to Primary Theme

Structures

Processes

“The creative thinking should be quite free, there
should not be much control there”. C1

“The obviously boring ISO process”. C1

“It is crucial for us to product develop within this
area of interest for the company’s strategies,
business plan and goals”. C2
“Some innovation methods are extremely messy
when creating and don’t follow any structure”. C3
“If you are in a big company I think you need
structures to help people to find their way to find
innovation. The challenge is that we should
systematically deliver, that means that we need to
have structures and processes”. C4
“You should not get stuck in old structures, since
the answers can be outside them”. C5

XVI

“Product board council, business council,
JEEVS and the Six steps of innovation”. C1
“A smaller organization with not a lot of
processes” “Like our little innovation group,
we are not really processed based or
controlled by different R&D models”. C2
“Not so very documented with headlines of
what to do but we more so start with the
customers idea”. C3
“We got nine ISO-certificates. Everything
should be handled properly”. C4
“You should have both, you should not get
stuck in old structures, since the answers can
be outside them. But, sure, the classic wheel
model, evaluate… plan, do, evaluate and…
What was the last, oh yeah, reflect”. C5

Primary Themes

Management

Management

Sub-Themes Related to Primary Theme

Leadership

Team

“Occasionally I feel like I have a little too much
mandet”.C1

“There needs to be people that have the ability
to think of new things. Which can be a
challenge for us as a company to find”. C3

“You have to get butter on the sandwich before
you can eat beef fillet”. C1
“We have daily routines that we need to do first
and foremost”. C6
“If management has to high restrictions and
demand it can influence innovation in a bad
way”. C2

“Is the team around you when you start, and
when you work”. C4
“Lack of competence in this field”. C4
“Losing an employee that was the key
resource”. C4
“An amazing idea with a bad team will never
succeed”. C5

“Clear communication”. C2
“There has never been an open dialogue about
innovation, R&D activities or other business
ventures previously”. C2
“The whole plan hasn't been thought through,
and the full picture has not been seen, so you get
too far into a project”. C4
“It is important that they get into it fast but
without the right documentation, that will be
impossible”. C4
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“Not having a good staff”. C5

Primary Themes

Finances

Finances

Sub-Themes Related to Primary Theme

Cost Calculations

Profit Margin

“5 %, when calculating costs and their working
time”. C1

“Profitability calculations”. C1

“To move on from innovation or shut it down it
is often based on finance and the return of
investment in those cases”. C1
“If we see that with today's dealers we cannot
sell
the
product”.
C1

“That the cost to produce it in Sweden is to
high” C1
“Too expensive”. C1
“It is about our margins”. C2

“Products final cost”. C1

“Product can’t be too expensive, so if we fail in
doing this right then maybe the innovation was
all for nothing, we need to be able to extract
more of our existing size of our operations”. C2

“Difficulties with like the cost struct”. C3

“Money, businesses are very capital driven”. C4

“Sometimes it might be just forced to stop, due
to the capital”. C4

“Profitability”. C4

“Price

estimations

can

be

hard”.

C1

“There is a lot of money involved in making a
product so, this is important”. C5
“Enough resources that you can allocate to
different areas”. C5
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Primary Themes

Marketing

Marketing

Sub-Themes Related to Primary Theme

Customers

Market Research

“Scan the market and check for what end the
consumers are looking for”. C1

“How to take it to the market”. C1

“Look at what type of end customer we are
targeting, so that it is really clear”. C2
“The most important thing is that the end
consumer understands the usefulness of the
product” .C2
“Is more about being able to deliver towards the
customers”. C4

“What kind of target group we are trying to
reach out to and which target market do we exist
for, which target group and why”. C2
“Development needs to have a context to it”. C2
“Realization that nobody wants to buy the
developed product”. C3
“The market that was identified for the product
does not exist for the product”. C3

“You realize that this might not fit the market,
you forgot or weren’t paying attention to get the
proper input from customers”. C4

“If the market really is ready for the product we
are creating”. C5

“Is this really what the customer wants”. C5

“Change things for our product”. C5

“Thinking about marketing, or finding new
customers, and things like this, you need to
think outside the box”. C5

“First, and most important, we are looking at the
market so see what it wants and doesn’t want”.
C5

XIX

Primary Themes

Shortcomings

Shortcomings

Shortcomings

Shortcomings

Sub-Themes Related to Primary Theme

Time

Development

Mindsets

Involvement

“Need to work all project
parallelly”. C1

“Too difficult to put it
together”. C1

“The mind set has always
been the same and everybody
has been just satisfied”. C2

“The production crew should
come in on the R&D projects
in an earlier stage”. C1

“Knowing how longtime different parts can
take”. C1

“We want and need to try
our products on different
people instantly to be
able to evaluate the
product
and
the
processes”. C2

“Only thought about just the
product and not conceptual or
where our products should
be”. C2

“Feel
important
involved”. C1

“The time aspects are the
biggest concern for us
during development”. C3
“Haven’t spent the time
needed to understand
what you did in the
beginning”. C4
“Now we don’t have
time to innovate more”.
C4
“To get the time to work
on these things”. C5
“Not having the time or
engagement
that
is
needed
for
a
development to move
further”. C6
“Resources and time”.
C6

“It is always in the
beginning
of
the
development process and
not during production”.
C2
“A big aspect and if that
is not set to our standards
we change something or
give up on a project”. C2
“Before we realize that
we should have given
up”. C3
“Often due to the
technological
developments not going
as planned, we don’t
know how to solve it and
go further”.C3
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“To stick to what we can and
are expected to deliver and
pride of just being a company
with a small variety of
products”. C2
“A failure in the processes and
products. This is the natural
part of innovation. And if you
know this, learn this, then you
won’t be afraid of try again
and again and again”. C5
“Limited to a number of
products today, there is only
so much one can do within the
range and product category we
are in”. C6
“Always need to stay true to
how we are”. C6

and

“Way in which employees
give their inputs while
ensuring that what they bring
us gives something and not
just takes time off”. C1
“The profit of it because
everybody has been in a mood
where they are like, this is
what we do, period”. C2

Appendix 5. Transcription
Company 1.
So could you tell me a little bit about your organization?
They way we work is according to the obviously boring IOS process. It means that we have something that is called business councils…. In the
business council, or in parallel with the business council, we also have something called the productboard council. The product board council comes
with the ideas, it can be about existing products that need to be changed. Or comfort, or appearance or, customers who expresses something or it
may be the quality of course too. So, it is a bit more traditional, it may also be that you are looking for something. for example, we wanted to create
an adjustable mechanism for a product. So we wanted to adjust the product without needing to use an external motor as well, so here we needed to
start solving it mechanically but like then it starts… It starts with an idea. We then present the idea for a proposals. When the proposal is ready, we
make economic calculations and then we look at profitability, what would we need to reach break even, how many would we need to start to make,
which market is it currently for… Can we produce it ourselves or do we need someone else who produces it. So a pure profitability calculation.
When this is done and we choose to move on, then it goes back to the productboard council and then they create a project.
And in that project, there are six different steps where the first step is really about where one actually makes a drawing and make a prototype, Then
there are, four steps that it is really about, you make a prototype, you test so it works, you test it or you let someone test it. We let our customers test
it or we let people we normally work with to test it. Then we have a number of people, test people, that we let test the quality of the product. If I
remember correctly step five is… is… we set a final date for when it should be ready for production. But then it is a meeting, were we hand it over
to production and I have a meeting tomorrow with production where we are to hand over one .. or we are going to hand over four products for
production. When we leave for production you go through one, a template, I had hoped to print it for you but I didn't, I just came from our dutch
friends so I didn't take them with me. In this template there are the right parts, a drawing and a product specification. What the product consists of,
how should it be assembled, if parts are to be glued in some special way or what not. Then when they are ready, they sum it up and it is handed over
and then the absolute last step is that we put it into our systems, we have a production system called jeevs. J E E V S, and the production system
works through an ordering system so when we get an order for it, it is going to be produced. Then we feed this new product into the system. Then
we take out a list and then me and the CEO look at this list so that the right components are being produced. One thing is to develop and test it, but
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another thing is that you need to look if you are building it with the right parts. It may sound like nothing, but if we send a product to let's say a
private person or let's say someone in netherlands. where we sell our product without the logo, then it is just a product. And then they should get a
insurance certificate, so those who pick up the product should know if they should take the insurance certificate where it says twenty-five years with
the logo or take the insurance certificate with ten years without logo. This must be noted it in this specifications. The participants in the product
council is me, the CEO, quality manager, seller and marketing coordinator. Sometimes we take suppliers if we feel that they can help, if we have an
idea where we would like to do something new.
What are your key resources to become profitable in today’s market?
That you have clear role descriptions. Clear processes thinking. It's okay to make mistakes, it’s okay to test. You should know that it's okay to do
something wrong, just learn from it. And to have the right staff.
Do you have any processes when trying to create competitive advantage? If yes, which ones?
I think there is a culture in the company that we always try to get a little better. And that we must be a little better to succeed because we do not
have a multinational company. We have quite a risky owner and CEO which makes it possible to test things. Occasionally I feel like I have a little
to much mandate, “do I really dare to make a decision about this..”
How does your organization adapt to new consumer demands?
That our sellers are very close to the customers and picking up on things. That we are trying to scan the market and check for what end the
consumers are looking for.
Do you feel it is valuable to be structured when innovating? Why?
Yes, you have to, you have to have a process that you follow then maybe you can be a bit creative. The creative thinking should be quite free, there
should not be much control there. However, it should be documented, it must be. But really I believe in freedom, that one should be free to think
outside the box and bring in others who do not work with the product or someone that inspires.
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What do you feel is needed for your organization to create successful innovations?
They are one or two things, one in terms of innovation. To come up with something that is, an innovation, creative or something new. And the other
thing is to actually commercialize it. So one has to think about how to take it to the market, and then think about if there is any support in the post
market as well. If you can sell more products, spare parts or if we can assure that the insurances can hold up, and if we can keep what we promise
with this insurance. So there are many pieces to consider before you start. But we have, well, out of the 30 projects, 15 of them are quite large
projects where we just launched three and we will send them for production within two weeks.
What do you feel your organization needs to be able to increase the efficiency of your R&D activities?
For us to create successful efficient innovation, we need to work all project parallely. So it can be that you have some projects that are for 2020
and we already know that we will not get it done earlier. While it may also be like improvement projects that are considerably smaller but that are
about some form of innovation. So we are constantly trying to work on our improvements. How to work, how to document everything and how to
get all the staff involved in it.

Have you ever reached a point in the R&D process that led you to give up on a project?
It is more so that there has been delays’, but given up… If it is so, it is because we do not think it would been okay for our business and then moved
on from it or shut it down. it is often based on finance and the return of investment in those cases. If we see that we will not get back what we put
into to the project, or if see that with today's dealers we cannot sell it, even though the product is good, we will not move further with it today, but
maybe in the future.
Like, now we are doing a very cool technical product, with a very stylish design and everything. The problem was that the cost to produce it in
Sweden is to high. That means we need to find another producer in China. And even if we do, we have to do it in quite large volumes, and as of
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now we have a certain number of dealers and with that amount we cannot get enough items sold, which means that we have to think about this and
instead of moving forward or giving up, with this product we think “okey can we get it out to more retailers that aren’t our standard retailers?”.
How do you feel that you are utilizing the knowledge you have within your organization when doing R&D?
No, I think we can get better at that. I think we can get the production crew in on the R&D projects in an earlier stage but we are working very hard
at that at this moment. We need to try to involve them in the beginning of all processes. Because like the people who work in production do see how
to build the products but the maybe don't see how the market will react to it, but at some point production needs to be involved and the more they
get involved the better it gets with time. I think, now that we started working with the adjustable mechanisms it is not that many who work with it in
the company, three or four and then it is much smoother to involve them in the process.. But yeah, we have to find a way in which they can provide
their inputs and how we can ensure that what they bring us gives something and not just takes time off when they could be producing the product.
So the answer, the short answer is probably that we want to get better at it but we do it okey as of now.
Does the organization take advantage of knowledge and expertise of individuals that are working outside the organization when doing
R&D?
What we often do is meet the suppliers and see what they can do. So if we work with let's say a spring systems. I would go talked to another
company that makes them since they have a lot of knowledge about this because they produce them. We think we know a lot about our product, but
they also know a lot about the products and then we usually have a meeting together with them and discuss how we should develop a product in the
best way possible. So in the productboard council there are me, the vice president, finance manager, and CEO. We can make a project, so we have
different project meetings, and different people can also run a project, sometimes. Like Viktor, I think you met him, he can drive a project, for
example, or it maybe the coordinator to. So yes we do work with external expertise when we need to and moste often do.
So there are different internal people leading the project? how come?
Yes, since we are quite small, we must. We must have different areas of responsibilities, so… now we may have probably started 30 projects.
Maybe I have.. say I have ten of them the rest are assigned on the others.
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Do you have any specified basic guidelines and business activities when innovating?
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Do employees have the opportunity to be innovative even though it may not lead to other business opportunities?
Yes, we have worked with a proposal box, but now we try to make it more vivid and discuss it on our morning meetings. And then, since we work
with process-organized working methods, it means that when you stop with something, let's say that it is a lack of quality or something that doesn't
work, there is a part in that form where you can write “I think you can do this instead”. Then there was also occasions when someone came up with
good suggestions they have gotten appreciation, it can be money, we have fixed coffee (fika) for them and yes small things like that. Of course it
should be noticed that you have done something good but at the same time it should be part of the job. One does not want it to be just like “ice
cream and bananas”.
How do you motivate employees to be and stay innovative?
It is both appreciation and I believe that the strongest driving force is actually to see and be seen. If you see people and they feel important and
involved, then people are happy, and feel needed and when you feel that you are needed, then it is fun to come to work. Then they become a better
employees and better colleagues and you effect someone else and in that way the positivity grows.
Are there any restrictions that affects your R&D processes?
No, I do not think so. I do not think it is much that hinders the processes. However, what can hinder it is the time, if I am really honest, because you
have to work with the daily business as well. I think it is exciting with innovation, I think you should spend more time on it, but you have to get
“butter on the sandwich before you can eat beef fillet.”
How much resources do you allocate to R&D?
It's difficult, but in the process if we calculate the cost, percentage.. The working time if you count... how much does it cost ... we might use 5%,
give or take.
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How important is it that innovations are technology-based and adopts existing or new technology in an innovative way?
I think that the most important thing is that the end consumer understands the usefulness of the product. This means that if they under this, new
products or more of existing products will sell redargelss of the technology that is being used.
Have you ever had any concerns about an innovation during the development process?
Yes. Yes. Yes, in fact, things like if the profitability calculations are right, can we produce at the rate as we thought we could. In the system, we
know how much we can produce, and we can see how long time the part takes and the production time. But an estimate can be hard. like if we
would use a new material then maybe it goes faster, but it may also take longer time as well, you can't really see that beforehand. That is why you
do these tests before, to find out. It is always an uncertainty.
like this side product/ project we have, the mechanical one. our target price for it to the end consumer was 2,500 SEK. Right now we are at 5,000
SEK. So it is quite a big difference, so we have to think about it again. The idea is still good, it must be built in a different way or you have to make
some compromise with the components, or like if the dealers can lower their margins for this particular product, the price becomes a concern.
Are there any signs during the development process that worries you about the outcome of an innovation?
No, yes, maybe… especially when it comes to new products we have not done on a large scale, then I can be and feel a little bit worried. Have we
counted on the right amounts of fabric for example. It is something that can show afterwards, we can get a lot of fabric over or it can be much more
expensive because we have to use a lot more.
At what stage do you decide to stop working on an innovation that is showing signs of failure?
No...no, it might be that you are forced to shut down something absolutely. I usually think when it has gone so far that it has become a project. So
for the innovation process, that list can be of 100 activities and in this case we have included 30 so a lot disappears right in the beginning of the
process so as i mentioned before, profitability maybe. Or the idea was not so good or that we had to prioritize something else. We work with three
things, what to stop doing, what to start doing and what to improve. And there are a lot of literature on this and a lot of ted talks about this. I mean if
you continue to do stupid things then you know that it will only be stupid things. And then what things should be improved, are about which are
actually worth refining and investing more in because you can get more out of them. And what new ones should be added. And then the final thing
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is really to dare to prioritize and dare to try out what does and what does not work. It can be about removing a service or closing down a factory,
then you have to think it through and look at if doing so, why? Today it might not be great but in 5 years the timing would be right.

Have you ever acted upon these signs of failures?
Yes. We've done that. We have done that with one wooden product that you drew, it was too expensive to make it and it was too difficult to put it
together. There was a market, there was an interest and there was something that would fill a gap that didn't exist. We also have tried to make a
product with a plastic base instead of wood. It was no good, So we stopped that
How have you handled innovation failures and acted upon them?
Actually, you do the same thing, you document and try to draw conclusions from what happen. But then it still shows as a completed project in the
system, as a constantly bad reminder that you messed up.
What is your organizations perspective/ take on innovations that fail and the company’s efforts in such cases?
Actually, it is important that it stays in an innovation process and does not go out to production. But then I think that the innovation process itself is
at least as important as the outcome. It is at least as creative, it can give a thought and ideas about solving other things.
How do you work to prevent innovation failures?
I would say that is it the structure in the innovation processes and that you work with the different parts of the processes.
How do you plan to encourage your employees when innovations fails?
I do not think that that is a problem we have. I can see this problem in very research intensive areas. Where the processes are very long, so when the
processes have been going on for three years, but then one discovers that there was an unwanted side effect or something. Then I can understand
that there is a need for encouragement. I worked with some people who had worked on a project for ten years, and then they threw out everything.
It's ten years of their lives that just disappear and it's tough. That is more about motivation, In our processes there are a lot that comes from ideas, so
we have quite a high success rate and we have quite a good mix of large and small projects.
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Company 2.
So could you tell me a little bit about your organization?
This company has been around for 40 years, so it is a pretty old company, (it started with creating name tags) as of now we have one type of
product that we sell the most quantities of, which is like 90% of are turnover. We are a corporate group that exist in Sweden, Norway and Denmark.
At this company we are about 34 employees and our turnover is about 38 million SEK. Even though I only started 5 months ago, a came with the
promise that there is an ability to product develop and try new markets.
What are your key resources to become profitable in today’s market?
When talking about factors I feel that it is important to always start with what kind of target group we are trying to reach out to. We as a company
work with distributors and these distributors then work with different agencies or companies that want mechanizing PR products and presents for
different events or occasions. It is therefore crucial for us to product develop within this area of interest for the company’s strategies, business plan
and goals. We work with what we call our identity, brand and what we stand for. We cannot lose our own identity and our place in the market. For
us it is important to see in which target market do we exist, for which target group and why.
Do you have any processes when trying to create competitive advantage? If yes, which ones?
For us it is about our margins and unfortunately, I have seen that historically that the machines we use are not working at its full capacities and what
is positive with this is that I can come up with products that I think can be developed sold to our distributors and can think about different products
that could be developed and basically go nuts without breaking any barriers, this all due to us being a smaller organization with not a lot of
processes. However, this has also affected us a business since the mind set has always been the same and everybody has been satisfied with there
we are and felt that it is enough. But, today this company has different visions, which is to grow the business and our turnover but also just do more
to strengthen our positions on the market. To be able to do this we do need a bigger variety of products and a mix of different products, so basically,
we are newbies at this as an organization. But are trying to gather the right competences within the firm and try to have what we call our innovation
groups once a month and our ambition is to have new products each year now to our distributors.
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How does your organization adapt to new consumer demands?
This is very interesting, because that is something we need to be better at. Meaning that we need to be more present with our distributors, listen to
all inputs because as of now all ideas comes from just us. We are the once thinking about, obey how do we create increase our distributors sales,
what do are distributors sell, how do they sell it, how does our customers’ customer buy these types of products. What we produce, manufacture and
deliver often has a context to it. Where individuals that use are products are often very representative in what they are doing, and they name and
what they are needs to be highlighted. Previously we have only thought about just the product and not conceptual or where our products should be.
So here we need to be better at inspiring our customers to what type of products they can use. Our distributors maybe don’t ask so why are you
buying these type of products and so we need to inspire our distributors more. We really need to be able to conceptualize the products we do sell
today.
Do you feel it is valuable to be structured when innovating? Why?
I think this depends on where you are in the development process. If you are in the early ideation phase I feel it is important that there are room for
errors that that people are allowed to just brainstorm, but it needs to happen something at this stage. All ideas need to be brought to the table. Then
we need to stick to what we can and are expected to deliver, we have our manufacturing machines and material we use and sure a lot of
prerequisites, but we also have a lot of these things that limits us. Were we are today, and in 2020, we need to do more with the capacity that we
actually possess to be able to do more things in different scopes. By just using our way of looking at it, our identity, brand and what we stand for.
Newly we launch a product by just looking at what if we can create any added value in the field we are in and here we just feel that this just has to
be right and therefore we move really fast from idea to looking at the materials and purchased it, when to production with it and design, where we
though that is was really good and then we went out on trips meet the distributor and agents to try the idea and then we went to an even bigger target
group were the product was perceived very good. That is basically how we work but we always start with focusing on if our distributions can have
it in their range of products and if it has a context.
What are your R&D activities? How do you go about these activities?
Like our little innovation group, we not really processed based or controlled by different R&D models. NABS, like the innovation model, I have
worked a little bit with that one. So like we are touching upon different models maybe, since we try ideas, we try materials, we try to make a price
point and look at the margin of cost, and like what is important for us that we developed products were we have a high efficiency rate. So that we do
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not create more administration or build higher cost structures. We take responsibility in being profitable and efficient here and have work flows that
are not that complicated. This is due to us having a very thigh margin and need to be able to extract more of our existing size of our operations, like
our manufacturing machines and the people that are employed. Not to add more roles and employ more people for new products that we developed,
because there no profit with that.
So like the innovation group honestly like looks at new product developments and new fields of opportunities for us were we in some sense start
from what we have, like our equipment and material we have. Then we maybe try new materials, like we honestly google a lot to see what is
happening in our market segment, what can be done, are their other people who has done the same or similar products. This because even though it
is good to feel that okay, we are going down the same path as someone else, but we also want to be new when we come up with something to put in
our pip line.
What do you feel is needed for your organization to create successful innovations?
I honestly just believe that the organization needs try and get all the power that is available and take advantage of everybody that works in our
organization. This because it not really a one man’s job to be the innovator, but there are maybe one or more people that should inspire others to
feel that it is okay to think outside of the box and come up with new ways. I think this corporation is generous and always tests if like our equipment
can do something, it is okay to play a little bit and see and it is okay to make a bad call, but that call can lead to something else that is right.
However, we also need to look at what others our doing in other target groups. The thing with us is that we always feel that we want and need to try
our products on different people instantly to be able to evaluate the product and the processes.
What do you feel your organization needs to be able to increase the efficiency of your R&D activities?
We need to get out all the positivity with our new developments to the whole organization, because even though we are a small company like here
we are only 18 employees and even though everybody sees what it is going one. We need to gather everybody and talk about okay what has happen,
what did customers mention and like in some way make everything go back into the organization again. Like look at how good we are and what we
can accomplish if we just try something new and put our minds into it, and in that way stimulate and motivate them to try out new things and ideas
and that my door is always open let us try everything. And like innovation is not only about product it can also be different business models because
that is a type of innovation as well.
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Have you ever reached a point in the R&D process that led you to give up on a project?
Like as previously mentioned, with like our brand identity, we should never be associated with having low- budget products and what leaves our
company need to be a high quality product, everything from how to use the products to the disposal of it. So, we need to stay at a certain level and
we should not be associated with anything less. So back to the question. Quality is a big aspect and if that is not set to our standards we change
something or give up on a project.
How do you feel that you are utilizing the knowledge you have within your organization when doing R&D?
Honestly like the spread of our organization knowledge, we talking to each other face to face, and have our monthly meetings were we discuss
everything that is going on.
Does the organization take advantage of knowledge and expertise of individuals that are working outside the organization when doing
R&D?
Really really bad, honestly like very poorly and like that is something that we have identified, which is good. But it is honestly a shortage from our
part because we have chosen not to engage our customers, however we have started with it now. We want to meet the people that even develops our
equipment and the material we use because we feel that they have a lot of knowledge they could share that would help us. This may honestly be
because of pride or like just say that okay we are a company with a small variety of products and we don’t need other people to help us evolve.
Do you have any specified basic guidelines and business activities when innovating?
We just look at what type of end customer we are targeting, so that it is really clear, and that the development needs to have a context to it and what
our distributors are selling today. But like are distributors sell a wide range of products but like try to really have in mind and make a high-end
product.
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Do employees have the opportunity to be innovative even though it may not lead to other business opportunities?
There are honestly no limitations or hinders for employees to be innovative, there are always encourage to think freely. However, the challenge I
think, has been to understand the profit of it because everybody has been in a mood were they are like, this is what we do, period. But like I have
really started to make them understand that there is so much more that we can do.
Sure this can be stimulated by having an idea box or giving people like movie checks and other things, we may need to give this type of reward but
I honestly think that we should not have to give something in order to receive this. It should come from the employees because they see the joy and
fun of it. Like our innovation group is not just a limited about of people that are there regularly but the different employees get the opportunity to
become involved.
How do you motivate employees to be and stay innovative?
As I said though maybe encourage them and showing them the results of other innovation. But also like in the phase we are in now, with the
changes I have installed, by having an idea box or giving people like movie checks and other things to get them going.
Are there any restrictions that affects your R&D processes?
No never like restrictions but there has never been an open dialogue about innovation, R&D activities or other business ventures previously.
How much resources do you allocate to R&D?
It is hard to honestly say like a specific number or hours, but like. Me who is responsible for product development I literally put like 10 % of
everything that I can into product development and different activates, 20 % to create more efficiency and the rest on the market strategies. But due
to very positive results, I am now trying to put even more into it. We have the resources and the money but the will has not been there, but that is
changing now more and more because people realize that it is fun
How important is it that innovation are technology-based and adopt existing or new technology in an innovative way?
Not so much honestly, because we want work a lot with product development based on the already existing technology, equipment and machinery
that we have. But to take a step in the right direction we need to me more digitized within the company to be able to have an ongoing process that
we can follow.
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Have you ever had any concerns about an innovation during the development process?
No, like not really, because like our processes are short and quick and has always been. But like because we have been okay with just doing what
we always have there has not been a high degree of innovation because it has not been needed. Which is maybe why, but we need to start trying
new products on new market and broaden our product portfolio for sure.
Are there any signs during the development process that worries you about the outcome of an innovation?
Honestly, like no. The last product development we did just grew bigger and bigger and we all trusted our gut that it would be good. So we went
from having a through, sketching up the idea goring through different design options, testing it on all the materials we have and can use, going to
production with it and then testing it. We worked very fast through all these steps which is why I feel we did not have or could see any signs of the
outcome, other than that it would be good. But that is also like demand all of us hade like okay we want to have this product all done within a week.
To be able to test it and get the response we want and need. The only thing that could have affected something is testing new materials, like we did.
At what stage do you decide to stop working on an innovation that is showing signs of failure?
I think it is always in the beginning of the development process and not during production, but we think like okay there is a 95% chance that it will
work, we never fail. However, a big challenge we have now is how to put a price on the product because we do not know what people will pay. It
becomes trick because we are selling B2B to our distributors and they need to have a margin but like then the product can’t be too expensive, so if
we fail in doing this right then maybe the innovation was all for nothing.
Have you ever acted upon these signs of failures?
Not but like I think that maybe, in the future we need to really focus in the price of margin of the product and because we are testing new materials
and going way out of our comfort zone they may come a time that have need to stop something.
How have you handled innovation failures, and acted upon them?
We haven't really failed any innovations just yet.
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What is your organizations perspective/ take on innovations that fail and the company’s efforts in such cases?
That it is okay that the development is not right from the beginning because then we have learned something out of it, the hard this is doing the
same mistake over and over. But for us to be able to move forward we need to start trying new things.
How do you work to prevent innovation failures?
That you have to include the whole organization and company, what are we doing, what did we do, what happen, what have we learned and so
forth. But that is also why I am very thankful for this company not being so big in these development processes because it is so much easier to have
clear communication.
How do you plan to encourage your employees when innovations fail?
Through talking to everybody share all of the experience, these things went great, what did we do, what happened and how was the ide received but
also share if something did not work too. I think something that hinder the innovation within an organization is if management has to high
restrictions and demand from the beginning that it has to be right from the being, people need to know that 100 ideas are needed and maybe 10
projects for to go into the market.
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Company 3
So could you tell me a little bit about your organization?
We are currently 15 employees and have been up and running for about 30 years. We work with product development, construction and design off
different products and not so much with mechanical developments but more products and creating consumer products. Now our turnover is about 15
million SEK.
What are your key resources to become profitable in today’s market?
You need to have creative people, it is often about further developing a product that exists or creating something totally new, so there needs to be
people that have the ability to think of new things. Which can be a challenge for us as a company to find.
Do you have any processes when trying to create competitive advantage? If yes, which ones?
Like, we only have processes that are needed to be able to develop new things, we do like a competitive analysis, we brainstorm new things, we
know a lot about development processes and that is something we do, which I think we do better than others.
How does your organization adapt to new consumer demands?
We always man the project with that the competencies that that customer needs, since our employees know different things. Our employees have a
background in different industries to so like we try to match it with the needs, so they know a lot about different production processes, like a lot of
them know about, plastics, or different sheets of metal, molding. So like if we would get a job within those areas we put forth the right person for
the job, so we have the right person in the right place.
Do you feel it is valuable to be structured when innovating? Why?
Yes, I think so, but like our customers have different methods like some of them are extremely messy when creating and don’t follow any structured
even thought it was given to them, but people who are like this, also get the results so I think, the messiness gives high creativity to.
What are your R&D activities? How do you go about these activities?
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Like, honestly, I don’t know what to answerer to that questions… we do like different studies of competitive products on the market, studies of
things that already exist. Then we have a step of conceptual propositions, then we like adapt certain development process after how the product will
be produced.
So, you do have certain steps you do take during R&D?
Yes, we do, but they are not so very documented with headlines of what to do but we more so start with the customers idea if they have something,
sometimes the customers have no idea what so every, so we step into the process at different times in the development process.
Like 90% of our product developments we start with moving from an already existing product so, this product is already so locked to its process and
function. Both like how it functions to like for example in a part of a car, so here it becomes hard to start from the beginning of a product
development process. So, like here you start with were the product is and within those already existing frames to try to come up with something
new. So here we don’t really brainstorm as we may do when there is no product to begin with.
What do you feel is needed for your organization to create successful innovations?
In our case I feel it is like about our knowledge in the product and production processes, because that is what our customers expects from us and
without it our innovations would fail.
What do you feel your organization needs to be able to increase the efficiency of your R&D activities?
Honestly, I don’t think so, I feel we are as efficient we could be in our processes and activities because that is what we work with every single day.
Have you ever reached a point in the R&D process that led you to give up on a project?
We absolutely have.
So, at which stages did you give up?
Like in can be anywhere in the process and at any times, like it can be because of the technical difficulties being so technical that we don’t know
how to solve it and go further, it can be that the market that was identified for the product does not exist for the product that was developed. Like we
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or the customer say that a certain thing can be sold, but we realize later that it can’t. A lot of people are convinced that this product we can really
sell a lot of, but later when the prototypes are done, and we go to different fairs and test the product there is a realization that nobody wants to buy
the developed product. We can honestly come pretty far with a product before we realize that we should have given up. But as I said it can also be
due to technical difficulties and like the cost struct, we are not able to go done in costs that are needed so there is no way to go beyond that.
How do you feel that you are utilizing the knowledge you have within your organization when doing R&D?
Very good.
Can you tell me why you think that is?
We are a pretty small company that works together, and because of that we can also call in other experts within other fields that we have if we
would need help or are stuck with somethings, which we often do. I think fore bigger organizations it must be really hard to do this and sometimes I
wonder how they manage it, and if they could do it the same way.
Does the organization take advantage of knowledge and expertise of individuals that are working outside the organization when doing
R&D?
Pretty good. We have a large network and sometimes we do hire resources that we don’t have, or we use old contacts in areas we are not super
familiar with or know a lot about. So, it can be like old customers and suppliers that we use. Like it is often someone we have had previous contact
with
Do you have any specified basic guidelines and business activities when innovating?
No not really, because as I mentioned before we don’t know at which stage the development will start out at, and like don’t have creating headings
to all the different steps but we do like follow or like almost always look at different studies of competitive products on the market, studies of things
that already exist, then like the a step of conceptual propositions, then we like adapt certain development process after how the product will be
produced. Be these can all change and there are not specified guidelines of like this is how we always do it, but mostly it goes like what I just
mentioned.
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Do employees have the opportunity to be innovative even though it may not lead to other business opportunities?
Yeah like all of them have the possibility to be creative but like the projects sometimes have such developed frames that it is hard to get the creative
developments that the employees desired to have all the time. But like outside of these frames that may come with certain developments there are
no restrictions.
How do you motivate employees to be and stay innovative?
I think having projects that stimulates them.
Are there any restrictions that affects your R&D processes?
Internally within the company I don’t think so. It is the customers’ requirements of the projects that gives the frames of the projects and that affects
who will work with it or not. But in the processes of working, no.
How much resources do you allocate to R&D?
I would say like, 95% maybe, that is basically what we work with every single day because those are the services that we provide.
So, do you feel their are any positives or negatives with that?
Yeah that we have a routine of developing things, to develop products, we can with a good margin estimate what time one needs to spend on a
project.
How important is it that innovation are technology-based and adopt existing or new technology in an innovative way?
No that’s is not necessarily that important to us, but some weight is put into it.
Have you ever had any concerns about an innovation during the development process?
The time aspects are the biggest concern for us during development. Because we work with really short time schedules and need to be in the frame
of mind of that the customer has envisioned.
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Are there any signs during the development process that worries you about the outcome of an innovation?
Yes.
So what type of signs are they for you?
The products final cost.
At what stage do you decide to stop working on an innovation that is showing signs of failure?
We honestly really specifically try to point this out to our customers, unfortunately. And sometimes the customers proceed with it anyways due to
objective strategic reasons and finishes the product anyways and sometimes they stop the product completely. We as a company never stop it fully,
because we are hired to do the job.
Have you ever acted upon these signs of failures?
As I said we really strongly advised them to not go further with something and this is often due to the technological developments not going as
planned.
How have you handled innovation failures, and acted upon them?
We always document what when wrong and if we know why I specify that too. Then, if something failed during, we often change the project
manages and the group if the innovation still needs to be further developed. But I am very thorough and objective and write project documentations.
What is your organizations perspective/ take on innovations that fail and the company’s efforts in such cases?
I think we handled our self’s pretty good and i happy that sometimes did point out that sometimes should be stopped.
How do you work to prevent innovation failures?
We don’t really work with preventing anything, we have our customer project and we do our documentation.

XXXIX

How do you plan to encourage your employees when innovations fail?
Like... honestly there are rear times were employees get disappointed. But like sure we do a brief resume of the project and say that we did the best
we could. Like often it is not our personal fault that something went wrong.
How do you mean that it is not your fault?
Like it is often that the construction cannot be realized and what they want to do cannot be done. They often come with a specific requirements list
that is too hard to fulfill. But like should that be something that we say the first day, like okay this is too much or too hard to develop. Because
honestly sometimes it can be done to. We don’t always see it from the beginning. Sure, we can have a feeling or fear that something will not work
out but maybe there is a possibility to still develop what they want along the way. But then sometimes it can go months and we realize that okay we
couldn’t make or create it, the question is then if we should say something or not, and honestly I don’t know.
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Company 4.
What are your key resources to become profitable in today’s market?
Yeah, that is quite a big questions. So this answer will be quite generic and open as well.. The most important factor is to build some sort of passion.
Something that you really care about. If you don’t have that fire within you for it, then if I am really honest, it doesn’t matter what you are doing, it
won’t be good. You need to have a passion for something. This passion could be many different things, my passion is to manage a company and it
doesn’t matter that much if I sell eggs, or balls or computers. But for me the passion is the company as a whole, the big picture and seeing it grow.
Some have a passion to play games and then they become a game developer and then there is a risk to work with your hobby. But for me it is more
about managing and letting a company grow than what the company actually is doing. So the passion is the most import part, it's just a question
about how to find yours. And there are some basics or foundations that you can argue about all the time… For me, I look at factors like… This is
very individual, but I want to work with something that can scale up. So, I will never open a little shop at the corner. If I were to do that, I would
instantly start thinking about how can I create a thousand of theses shops? But if I don’t believe in the fundamental basics of the company that can
be scaled up then it is of no interest to me. I also look for something were i have the time factor with me as well.
This means, you can start a company today that are selling SMS. Yeah, there are some companies that are earning money on that. But we both know
that SMS are dying, but there are companies that are earning money on it today. So for me it is very important to start something were i got the time
factors with me. So next year, the market will have grown. That will make me… Even if I won’t make it today, I will know that the market will
continue to grow next year so even if I just take a small part of the market, but in six years maybe the market is five times bigger. So, I look to that
as an important factor. And I also look at structures, like what we have built here. Even if you get a billion tomorrow, it will still be a challenge for
you. Where do we start? How do we put this together? This will take time, I need a lot and you cannot do that in a week. Compare with a consultant
firm, I need to find 10 people and now we got a company that is selling a service. That is a different thing, you don’t build much in a structural
value. I think you can succeed with anything as long as you have a passion. And then these underlining things… that I look at after years, this gives
me a bigger value if I succeed here instead of succeeding with something further down the line. I like to work with things that can be international,
that can grow. Beside passion, it is not about the idea. It is in many cases irrelevant. The other important part is the team around you when you start
and when you work. I have created companies that have had over 400 other competitors and still grown on the marker. You can find other
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perspectives that makes you better at this, or at that. Or do something a bit difference. The right team can make an awful idea amazing and an
amazing idea with a bad team will never succeed.
Do you have any processes when trying to create competitive advantage? If yes, which ones?
No, we don’t look at it like that, but there is a working processes from a company but… Competitive advantage most likely is located a step up, in
the strategy. Fact is, what are our competitors? Amazon, google and Microsoft. Ah, good luck. So when I sat down and looked at this, well most
people call us insane. Who wants to go up and take that fight? But it is always like this, if you have a big ship in the sea. It will never be able to pick
up all the passengers. So if you take Europe, they might take 70% of it, but the other 30 are worth a lot. I just need a small part of that. So our
strategy is more about finding unique selling points, in our offer to customers so we are relevant in this fight. Because the first question I get is
“Why would I choose you over amazon?”. If I don’t have a good answer there, the conversation will then be over. Because they have such huge
advantage today, and they are very good. But processes, well one of our big USP are the regulated partners such as banks and governments. You
maybe have seen the news about 1177 that released their data and “transportstyrelsen” had fucked up to left and right with their data. And this is
becoming more and more severe. There is even a national aspect on it, it has become illegal for a government units to have this type of data on
another countries data servers. That means that office 365 will be illegal for all the government units, and what will they do now? WE don’t have
any options, since everyone quit, there are only Americans left. So the big parts we are motivated by is that we should be able to handle a bank, to
let them have modern technological structures, it should be automatically, as well as it should have a high regulated standard. That makes this a lot
more complicated. They are almost contradictions, and there we get a unique part. There we got a lot of structures to build this. We got nine IOScertificates. Everything should be handled proper. And there are people coming here in a few days to check that we are doing everything as we said
we would. Is the documents correct, how is the handling to the customers, how do you communicate? There are a lot of processes there, that doesn’t
just happen, but there is also a follow up on them by external powers.
How does your organization adapt to new consumer demands?
Well, we are one of the only companies that are doing this. So, our innovation is not necessary as a product to the customer anymore, it is more
about how to combine the automatically and regulated structures to allow banks and such to utilize it. How we are putting these pieces together to
make it work. I don’t know any other Swedish company that is doing this. I don’t know any in Europe, but you can look at amazon and them. They
have a lot of what we have, but there are other challenges that they cannot allow. Things that the financial institute demands. So, short answer, it is
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more in this than that we sit down and think about new services, since innovation comes in so many different ways. You can innovate within a
whole supply chain, where you innovate in the beginning, and during the process things can change while the outcome of the product still can end
up the same, but ten times faster, then you have a whole new value for the customer, so innovation can come in other parts of the chain then just in
the final product.
Do you feel it is valuable to be structured when innovating? Why?
That is a really good question, if I am honest. I think it is very individually. If you are in a big company where everyone comes and works from 9-5.
There I think you need structures to help people to find their way to find innovation. This must come from management. Sometimes there are chief
officer innovation executives within a company, some might think he just sits there and think of ideas all the time. But that guy or girl often works
with how can we get out the most of our 100 000 employees, how do we get out the most of them? There, I think there is a lot of structures. The
other part, in smaller companies, the more wild and crazy it is, the better. I was in the gaming industry before, they had creative environments and
beds because people stayed the night because they played until 4 in the morning. They had another mind set, and they didn’t have structure in the
same way, but there it is more about to “create” creativity in another way. So with innovation... it is very difficult, what every company needs to be
doing. SO when you graduate now, you will go around and be thinking about a lot of ideas and all the thoughts of, should I get a job or should I
move around. And I think that every individual is so unique in this aspects.
What are your R&D activities? How do you go about these activities?
Actually, we have had a huge innovative journey, since we developed things that none else in Europe has. Today, our challenge is more about being
able to deliver towards the customers. Now we don’t have time to innovate more, how do we take care of them in a good way?. And we come back
to the structures and the right employees and the right parts, how do we react and we have gone from having from small companies to the really big
companies as our customer base. And that is a completely different world. Suddenly we need customer teams, service manageress, customer centre
people that needs to.. Suddenly we got so much structures and processes and other stuff that needs to fall into place. And of cause, when we look at
the service part, with having… I cannot say we are sitting there and getting the craziest ideas, but of course we get ideas, and interesting ideas to
deliver to the customers. They are rarely revolutionizing, the things we came up with. It can be that someone else found out how to do it, but we do
it in another way. And again, how would a bank do this or how would companies that work with the military use this? And then again, the
innovation might not come with the services itself but, our innovation is more about how they would make it work combining these things together.
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What do you feel is needed for your organization to create successful innovations?
It is a lot about structures and processes. To get new people, and it is important that they get into it fast. Without the right documentation, that will
be impossible, without the right documentation, should someone guide someone around… you need to be able to read the instructions by yourself to
be fast at work and have the right tools for it. The phase we are in right now, were good in, but the part we try to improve is hard, because we are
growing and we’re getting big companies than we previously didn’t have. It takes time, long cycles towards a customer, takes a lot of energy, and
the challenge is that we should systematically deliver, that means that we need to have structures and processes that doesn’t make us too heavy, so
we don’t get stuck but still do the right things every time.
What do you feel your organization needs to be able to increase the efficiency in your R&D processes?
This was answered in the previous question.
Have you ever reached a point in the R&D process that led you to give up on a project?
Yes. I think many times, when this happens… Things happens so fast today, that it is very easy to miss the steps required before innovating. On one
side, we need to innovate a lot, so we need to be able to try a lot of things fast but then it is a “fail fast concept”. These five things just took us three
weeks, and now we can look at thing six to ten now instead. But many times, the whole plan hasn't been thought through, and the full picture has
not been seen, so you get to far into a project and then you realize that this might not fit the market, you forgot or weren’t paying attention to get the
proper input from customers. A classic example is Ericsson. They are one of the biggest, and they were building a full stacker for 50 billion SEK
but nobody wants it and they put god knows how many millions on it but nobody wants it. And when they are talking to the customers, they
realized that nobody wants a full one, what they want is moulding, since it is impossible to change the broken part. That is something they realized
after 8 billions. So it was because they didn’t know their customers good enough. So the value you are delivering, or the way you are delivering it
didn’t work. There, one could talk a lot about how could that happen on such a huge scale. We might do many small scaled project that… I think
our case is more, we got many things in motion. Suddenly a big company wants to use us, and then we go oh, that is what we need. But others times
customer maybe just put a requirement somewhere and it is missed out. And I think, that happens a lot.
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How do you feel that you are utilizing the knowledge you have within your organization when doing R&D?
I think it is okay. Every part of the company creates their matrixes about expertise, so we look at what we need, and what we got and how we can
match it. So we don’t get hurt on one front. So three weeks ago, we got a new concept here, “educational friday”. This is that every week, between
15-17 we just take a beer, talk and go through what has happened during the week? Also, every second week this education friday is between, 1317. The employees choose whatever they feel they need to learn with some guides lines from the unit manager. The thought is... we got some online
courses to learn what we are doing here, and sometimes someone has a lecture about things that are needed in the company, spreading the
knowledge. Or you can be at your computer and just do Linux academy or whatever it might be, if they want to improve on different aspects there.
We have a difficult future ahead of us, I saw numbers about... that we will have a lack of competence in this field all over the world. And everyone
in the world needs to work with this now. Before you had developers and system developers but now you need to understand the whole new journey
about the automatically field. We do not stand a chance to hire away this problem. So now there are people coming from all over the world here,
that have some knowledge and attitude and they are working with education others here at our company. So, if we can get that education to spread
here that would be even better.

Do employees have the opportunity to be innovative even though it may not lead to other business opportunities?
Well, again, a bit of a boring answer. On one side, yes. If you take this… we put 10% of their working hours on whatever you like to do to learn. I
would say that yes, this time is there. And maybe a customer will come and put some new requirements, and maybe now we need to learn a new
program so we ask around and see who is willing to learn about it. The more boring part of it is, that we are in a heavy deliverance period, and this
period isn’t a month. This is most likely for the... well... How do we build this so that the customers are happy, and how will we move forward? Our
innovation happened here like 3-5 years ago, and now oh shit, now customers’ actually wants this. How do we deal with that?. Well, it did look
good when it just sat there and idle, but now they actually want to use it. Then it is about a lot more.. I think we are a bit innovative, as I said, we
have nine ISO-certificates that we need to follow. Almost any company would be digging their own grave with that, due to all the processes.
However, i feel that it still fosters strange innovation. It needs to happen without the ISO systems being to heavy. We need to be agile towards our
customer and still be able to show these processes. Some companies might have 14 day before they can lift their little finger, so we look into how
we can do it in maybe 3 days. Spotify was a big innovation. Today it is more underneath the surface.. It does look the same now as before. They
might have added some radio and things, but it's not that innovative that makes you go oh! But what they are doing now, is more evolutionizing.
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Have you ever had any concerns about an innovation during the development process?
Money. Well, the drawback with this type of business is that it is very capital driven. There are millions. So a part of the innovation journey… We
can like… remember when Spotify started, I even called an investor of mine and said “That, we should do that for videos”. That will be so big. And
it wasn’t just me that saw that. Everyone understood, that this will be big. But the challenge there… Netflix, you and I could sit down and start
building Netflix tomorrow. The app and everything. The problem is the content, that isn’t cheap. How many millions do you need to spend? How
much do you need to build the app and how much do you need to put on the app? And he fought hard about that. I would never build a company
where someone could pull the rug from underneath me. They are all dependent on other people's content. Now on Netflix they are doing their own
content, and that is because they cannot be dependent on other people's content. Now Disney is there and taking back theirs, since now they want it
back. You are fully dependent on other people's content. So if they said no tomorrow, then its dead. It was a really amazing app here before, that
had all channels on on app. All of them, more modern and better than anything we got today. This was 5 years ago. TV4 said, no. You are not
allowed to have TV4 channels, we gonna have them by ourselves. So they had to pull out of Sweden. It all fell because someone in a company
called TV4, and they said no one morning. For me the problem is just the money, as long as I have the money I can buy it. People will want to
deliver the things I want to buy. They won’t retake things just because they see me as a competitor.
Are there any signs during the development process that worries you about the outcome of an innovation?
Nah, well. That is an everlasting fight. I can put it like this, amazon and Microsoft got a bit deeper pockets than me, It is a reason why most people
don’t want to try this. Since it is a continuous struggle. If it isn’t the money, then it is more about the resources, like the right people at the right
place or it is the business itself. They are to early, so they cannot get the money into the company, and then you are back at the capital issue. You
can see here in Sweden, is so much better now then it was before. The capital is not that difficult to get here in Sweden as it was when I was
younger. First time I gathered money for a capital was 2001, so it is much easier today.
At what stage do you decide to stop working on an innovation that is showing signs of failure?
Well, yes, you must do it. If you have done this for long enough, you will reach that point. You can think like this, if you do 10 ideas, then you want
5 or more that are good but some are bound to fail. This is part of the learning processes. The older you get the wiser you get. But yes, but I won’t
say it is every day, but you do prioritise differently the other day, we did a project and it was going well, but it had served its purpose and now we
got other things.. We started as a website hotel, and now we have sold it all because it doesn’t match our current strategy.
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So where in the processes does this happen?
It doesn’t need to be bad, it can just be a strategy change that makes it happened. When you take project that goes wrong… How bad… I don’t think
there is a magical answer to it, there are so many different entree variables to it. And different goals. I think there are many different goals.. I think
that many times it is because you haven’t spent the time needed to understand what you did in the beginning. Or the young companies are moving
around to much. They might be very opportunistic “Oh shit, heres money, and here”. And we need to get the money, and then you get… lost. And
go for the short profit and lose out the long term. Sometimes it might be just forced to, the capital, or lose an employee that was the key resource for
this.
How have you handled innovation failures, and acted upon them?
We do a lesson learned. We don’t do that only on a failed project, we try to always do that. Lesson learned. So we got a forum, and maybe there is
someone that knows more about the project where they come forth with the good, the bad and the ugly. And trying to spread the knowledge about
it. What do we need to improve.
How do you work to prevent innovation failures?
That is a lot about systematic processes. You try to get suggestions for improves, divations, where someone says that it is good or bad. In lesson
learned it is more about try to get an improvement, maybe we don’t have time to do it, but we try to put the knowledge out there and spread it. It is
so important to do this systematically, but it is easy to just move pass and miss it, we all are stressed or things goes faster and faster. So everyone
got a big list with things to prioritize. I think it is very easy to jump over the processes of improvement since there is so much that needs to be done
after it. One need to reflect on it, and try gain knowledge and spread it.
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Company 5.
What are your key resources to become profitable in today’s market?
You need to always work with improvements and developments. You need to have a world view to see what changes are happening in the short run
and long run.
Do you have any processes when trying to create competitive advantage? If yes, which ones?
We are competitive, yes... First, and most important, we are looking at the market so see what it wants and doesn’t want. What is the market mature
to take. In short, how new things are received on the market.
How does your organization adapt to new consumer demands?
Yeah, we do have our products as a base. But sometimes we can receive specific requests from a customer, and then we try to be so accommodating
as possible. And then look at, is it possible to do these changes that they are… That you try to help, serve and accommodate what the customer
wants, in what way is actually possible for the firm.
Do you feel it is valuable to be structured when innovating? Why?
Well... You should have both, you should not get stuck in old structures, since the answers can be outside them. But, sure, the classic wheel model,
evaluate… plan, do, evaluate and… What was the last, oh yeah, reflect. To continuously working with this and no get stuck somewhere. That type
of structures are needed.
What are your R&D activities? How do you go about these activities?
No, well, it is that wheel model I just talked about. We use that all the time in order to find solutions. For example, the product we have, we do not
produce the parts for it, it is more about how we put things together that is our innovation. And there, we are always looking for ways on how to
improve. It can be to use another types of the parts we currently are using, a variation of them or new things that have just entered the market. Or
maybe the wood component is better to use? And what type of wood will do it better in the place it will be used? If it is in China, or Sweden or
maybe Spain, it will need different types of wood. So we cannot “lock down” the product, and just produce it in one way, it needs to be tested and
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improved all the time. So we look at the market, and that markets requirements. In that way, we are working with new innovation with an old
product, and sometimes it leads to a completely new innovation, based on customers’ requirements.

What do you feel is needed for your organization to create successful innovations?
That everyone has the same mindset, that nobody is getting stuck in the development and have a goal to reach new goals. And people need to dare
to talk about it. And not just sit there quietly because you are second guessing your idea. And not want to share it with people. That is why it is
important to dare to talk about it, to are to bring the idea into the spotlight or the improvement. It is important that everyone is working with it, and
not just a small group.
What do you feel your organization needs to be able to increase the efficiency of your R&D activities?
”Long break..” One thing that is a problem is to get the time to work on these things. That all the employees should have the possibility to work
with this.
Have you ever reached a point in the R&D process that led you to give up on a project?
Yes, In the beginning we had the vision of having everything made out of wood even the parts that are now made out of metals. When it was made
out of wood, it was loud and less efficient, so. Yeah.. Yes, it happens
How do you feel that you are utilizing the knowledge you have within your organization when doing R&D?
That is a good question… This company… Well, always meetings every Monday, where we bring up all the ideas and questions that we have about
the company and the products. And improvements. Sometimes we talk about different business trips, what they have seen and learned during them.
Does the organization take advantage of knowledge and expertise of individuals that are working outside the organization when doing
R&D?
Yes, we do that. We build a lot of networks. And are working a lot with other companies. And we are searching for other companies as well, just to
find new ideas and to always try to improve.
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Do you have any specified basic guidelines and business activities when innovating?
No, we don’t. Not at all. Try and error more or less.
Do employees have the opportunity to be innovative even though it may not lead to other business opportunities?
Yes, since it is part of our everyday activity.
How do you motivate employees to be and stay innovative?
By really listening to their suggestions and show that you are interested in their ideas and thoughts about improvements. That is one way to
motivate them, to dare, that everyone dare… And to bring up references that can work as suggestions and inspiration and improvements. In that
way, it stimulates people and makes them want to work with improvements. It's not only about the products, it's about the companies working
processes. It is easy to get stuck at the products, but there are more than that. Like marketing, or finding new customers, and things like this, think
outside the box, but that sounds so boring to say, so don’t write that.
Are there any restrictions that affects your R&D processes?
No, wouldn’t say there are any at all.
How much resources do you allocate to R&D?
That is a hard to answer. I don’t know exactly, since we are working with it all the time, and don’t have extra time on the side to work. We try new
things all the time and so… I cannot set a time or money on it.
How important is it that innovation are technology-based and adopt existing or new technology in an innovative way?
How important it is? Hm… It is kinda important yes, the market needs to be ready for it. Yes, it is important, if you take our products… well… It
should synchronise.. Well, the only real answer I can give is, yes. Hahah.
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Have you ever had any concerns about an innovation during the development process?
Any concerns... well, yes all the time. It's about if the market really is ready for the product we are creating. If we have succeeded to create an
innovation that is attractive on the market. Is this really what the customer wants? This worry is always there, since we are a bit of pioneers on the
market, it didn’t existed before, there are nobody in the world that have similar products. So we did wonder if the outcome will be in our favour,
will the customers want this? So that type of concern about if we have been able to read the market is always there. There is a lot of money involved
in making a product so, this is important.
Are there any signs during the development process that worries you about the outcome of an innovation?
Hm... No. Signs. What could that have been, in our case… I’m not sure about this actually. Nothing specific like that, in the process… It would
have been if something changes on the market that would change things for our product, like if the wood is dangerous
or something, then it all would fall apart. Otherwise no, not really.
At what stage do you decide to stop working on an innovation that is showing signs of failure?
Well... What stage... That can be different time to time during the process or the end product. It shows that, no it doesn’t work. This wasn’t what
they wanted, and then you gon all the way. Of cause you can stop it in some stage, like if we are working on some construction and it shows it was
too heavy, it aren’t stable enough or costs too much, then it change. So sometimes we stop it during the calculations.
Have you ever acted upon these signs of failures?
”...” (Thinking) In our case, yes mostly during the calculations. It has happened that we noticed that the material was wrong, so we stopped, thought
about it, and redid it with new material.
How have you handled innovation failures, and acted upon them?
”...” (Thinking) We take a step back, or something like that, go back to where the split happened. Maybe you cannot see the full picture, or try to
learn about the failure, maybe look over the material or the construction of things. We don’t any specific way to do a follow up, but we try to look at
the spot it failed and try find new ways for it. But we always look at what we did, and what and we do better next time so we can improve?
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What is your organizations perspective/ take on innovations that fail and the company’s efforts in such cases
Oh... What to answer to this. We are working all the time with innovations and developments. So.. I like in most cases this happens almost all the
time, haha. But we succeed as well, don’t worry. It is always happening when working with innovation but… I don’t have any good answer… I
want to focus on, well everyone involved knows this will happened, and if a failure happens and we need to learn from it. And more important is to
know that it is okey to fail, and learn from it. You won’t be fired for it, so you shouldn’t worry to much, just a bit. Hahah.
How do you work to prevent innovation failures?
To learn from past mistakes. It is that simple.
How do you plan to encourage your employees when innovations fail?
No... Well, it is a part of the job. In order to get a good product, then failure is a part of it. And this is something people needs to learn. You won’t
make it on the first try. A failure in the processes and products. This is the natural part of innovation. And if you know this, learn this, then you
won’t be afraid of try again and again and again. It’s just about making everyone fully aware of this.
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Company 6.
So could you tell me a little bit about your organization?
Of course, we are a company that produces different office equipment that you can use for different places in your office, without saying too much
haha. Last year our turnover was about 18 million SEK and we have 16 employees today, we always try to create the most innovative equipment we
can based on consumers needs and today we have several distributors that sell our products.
What
are
your
key
resources
to
become
profitable
in
today’s
market?
I honestly think it is about constantly trying to be on the forefront of all product development and constantly try to be innovative. Because without it
it can be hard to stay on the market and for people to know who you are as a company. So a good staff, having enough resources that you can
allocate to different areas like development activities and always leading by example so that people become encouraged and are start doing what
they are “seeing”. Because if you do this you will get a lot more in return and it is also important that no matter what you do you try to stay in your
“lane” because if you deviate too much then maybe another company is more focus and consumers will notice them more, so i would also say
stability.
Do you have any processes when trying to create competitive advantage? If yes, which ones?
So we do have our FR 2000/ FTI REPA systems that we need to follow since we are certified by them, meaning that it is a wiring systems that
sustains our quality, the environment and the working environment within our company. This so that the company has structures to follow and it
also helps with our ruintes. So like, this is the process or the standards as we say, are very flow oriented and is a reflection how something is
produced throughout the organization from beginning to the end. So you can say that this is like the equivalent to the ISO 9001 system. So i would
ultimately say that since we follow our systems it is how we gain our competitive advantage, because like in the end, i feel that we are clear with
how
our
products
provides
benefits
and
offer
good
and
real
value
for
others.
How
does
your
organization
adapt
to
new
consumer
demands?
I would say that we do that through amgin for having modularity, this because i mostly listen to our distributors who meet the end customers and

LIII

adapt certain things or change certain products or create new products based on those needs or wants that do occur. This so that products do become
somewhat changed so that the product does not always look the same.
Do you feel it is valuable to be structured when innovating? Why?
Yess, otherwise we would not have the systems we do, we need to structure our processes so i would say very much so, this may also be due to us
using certain machinery. However we still try to provide the freedom of developing idees, and we often move forward with them. I often become
eager in getting things done with like different prototypes to see if it could actually work, so like we don’t always go with full processes when
trying to come up with new things.
What
are
your
R&D
activities?
How
do
you
go
about
these
activities?
I would say that as most companies do we follow like the ideation stage, creating a prototype, seeing how it could work and the make a decision
based on different factors like, resources and times. But like i feel that we have employees focusing on just innovation that go about looking at how
the market is, what we can do and are capable off, but we also take in other external knowledge that we try to see if they could help us come up with
better and new things.
What
do
you
feel
is
needed
for
your
organization
to
create
successful
innovations?
I feel that we always need to stay true to how we are, meaning that we always focus on the comfort of the product, and that it really does satisfy a
need that our customers’ customers want and need in their work life. This could be through creating something totally new but we know a lot about
the comfort and the ergonomics of individuals so we try to not deviate too much from “just” satisfying their needs by staying true to ourselves. But
we can still be very creative with shapes, patterns are of course some function as well.
What do you feel your organization needs to be able to increase the efficiency of your R&D activities?
Hmm.. i don't know because we are “limited” to a number of products today there is only so much one can do within the range and product category
we are in, and like we don't want to innovate just because we should. But like during the development stages maybe do even more research so that
when we get to prototyping or production it runs smoothly through the processes. So being even more thorough than we are today.
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Have you ever reached a point in the R&D process that led you to give up on a project?
I think this is hard, like totally giving up is just wasting resources that you have used but yes i think we have, and i would say that it is because the
comfort is not what we though i would be, or a product did not meet our expectations and did not end up as we thought it would. And honestly, like
the margin, our products are in a higher product range and cost a little to produce and therefor to buy so products cannot be to expensive. But
mostly during like the development stage because there we often have an estimation, or even in the very beginning because we try to be very
thorough and not have come to production and realize it like costs to much.
How do you feel that you are utilizing the knowledge you have within your organization when doing R&D?
I think honestly.. not very well. Because it is basically one individual who is responsible for innovation so their knowledge is very utilized. But yeah
we could be a lot better and like get production employees involved in the process more and like the “whole” organization in different steps because
all of us have some type of experience that could contribute to the innovation that is being developed, since we have different groups that work with
different things, like fabrics and assembling.
Does the organization take advantage of knowledge and expertise of individuals that are working outside the organization when doing
R&D?
Yess, will talk with our distributors and customers to see if expectations are meet.

Do you have any specified basic guidelines and business activities when innovating?
As a mention before we have the different FR and FTI processes of how production goes from starting a project to having a finished product. so it
basically has a flow of developing an ide, looking at fabrics, manufacturing, production and ordering parts and so on. But there are then several
things we need to have in mind so that everybody who is involved in the process is fairly treated and the processes too.
Do employees have the opportunity to be innovative even though it may not lead to other business opportunities?
If i am being honesty, not really because we have people that are responsible for carrying innovation and product development forward and not
everybody has that opportunity. This is.. when i think about it because we have daily routines that we need to do first and foremost and therefore it
is better that someone has certain responsibilities also has responsibility of innovation too so that everything else gets done as well.
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How do you motivate employees to be and stay innovative?
As i previously mentioned, this is something that we can improve on because not a lot of people are involved and therefor don't get motivated with
it either.
Are there any restrictions that affects your R&D processes?
Hmm… i don’t know really but because we have our systems that provide guidelines maybe we can’t deviate too much. But like the innovation
responsible does not have any restrictions when he innovates and what we is allowed and not allowed to do. But like finance can also be a factors or
not having the time or engagement that is needed for a development to move further.
How much resources do you allocate to R&D?
This is hard..but like i don't really have a straight number to give you but sure we do but some resources on it, like time, money and employees.
How important is it that innovations are technology-based and adopts existing or new technology in an innovative way?
Since we work with office equipment and comfort we are not really technology focused and it does not affect us or the products that much. The
only thing that could be more technologically advanced would be if we would like create new mechanisms for our engines or something like that.
Have
you
ever
had
any
concerns
about
an
innovation
during
the
development
process?
Yess, i think mostly due to the developments not having the comfort we want it to have, or if it would be too expensive to produce or if what we
have in mind cannot be generated or developed. So it is mostly like in the ideation phase or production phase because then and there we can also
calculate the numbers because we often go off of what we have done previously.
Are there any signs during the development process that worries you about the outcome of an innovation?
During development when comfort is not coming through in the way we though or just simply the cost calculations of a product that we are
interested in producing is not as we thought it would be. This is often when changing fabrics or if you have not done something previously so you
don't know the outcome.
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At what stage do you decide to stop working on an innovation that is showing signs of failure?
I think this is often when we have a prototype that is not meeting the expectations we or someone we work with has of the product. Because if
something is showing the wrong sings here we only lose money moving forward with it.
Have you ever acted upon these signs of failures?
Yes i have, because if in the long run is not profitable or not what we thought we kill the ide and move on.
How have you handled innovation failures and acted upon them?
We just dokument what we did and why we think it did not work and where in the process and because of what reasons, because we need
documentation due to the process we have.
What is your organizations perspective/ take on innovations that fail and the company’s efforts in such cases?
As mentioned as long as it is stopped like during development and not further on.. or like later in the process we learn from it and move forwards,
but like it haha “hurts” when you lose money and things like that.
How do you work to prevent innovation failures?
I would say that we have our structure we follow so that it goes from point A through all the steps to point B. Always trying to have a good idea that
we somewhat think is manageable in the beginning so that you know right up front how the outcome can be.
How
do
you
plan
to
encourage
your
employees
when
innovations
fails?
Since there are only a few people working with it i haven't really seen that there is a need for encouragement..But i think if it would be needed we
just go through the steps that i mentioned before when we do the dokumentation.
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