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ABSTRACT

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

KeywoRDS
Brainstorming, Creativity Techniques, Crowdsourcing, Innovation Culture, Lateral Marketing, Mind 
Mapping, Morphological Analysis, Reverse-Assumption Analysis

Thisarticle,originallypublishedunderIGIGlobal’scopyrightonJanuary1,2020willproceedwithpublicationasanOpenAccessarticle
startingonFebruary3,2021inthegoldOpenAccessjournal,InternationalJournalofR&DInnovationStrategy(convertedtogoldOpen

AccessJanuary1,2021),andwillbedistributedunderthetermsoftheCreativeCommonsAttributionLicense(http://creativecommons.org/
licenses/by/4.0/)whichpermitsunrestricteduse,distribution,andproductioninanymedium,providedtheauthoroftheoriginalworkand

originalpublicationsourceareproperlycredited.



International Journal of R&D Innovation Strategy
Volume 2 • Issue 1 • January-June 2020

2

1. INTRoDUCTIoN

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

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

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

Thepaperisstructuredasfollows:
Section2focusesontheimportanceofgenerationofideasforinnovationinnew

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

2. GeNeRATIoN oF IDeAS FoR INNoVATIoN

Generation of ideas is the first step towards new product development (Carson,
2007).Companiessearchfornewproductideassystematically.Companiesdoalotof
introspectionandgeneratehundreds–eventhousands–ofideastofindafewgood
ones.Companiesmaygenerateideasfornewproductdevelopmentfromanumberof
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