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Chapter 16

Users as Innovators

After this chapter you should be able to:

• understand the role of users in the innovation process

• distinguish between different types of user and their contributions, including lead 
users, extreme users, co-development and crowdsourcing

• identify lead users through their defi ning characteristics.

LEARNING OBJECTIVES

Users Aren’t Passive

Although ‘need pull’ represents a powerful trigger for innovation, it is easy to fall into the trap 
of thinking about the process as a serial one in which user needs are identifi ed and then some-
thing is created to meet those needs. The assumption underpinning this is that users are passive 
recipients, but this is often not the case. Indeed, history suggests that users are sometimes ahead 
of the game: their ideas plus their frustrations with existing solutions lead to experiment and 
prototyping and create early versions of what eventually become mainstream innovations.

Eric von Hippel of Massachusetts Institute of Technology has made a lifelong study of 
this phenomenon and gives the example of the pickup truck – a long-time staple of the world 
automobile industry. This major category did not begin life on the drawing boards of Detroit 
but rather on the farms and homesteads of a wide range of users who wanted more than a 
family saloon. They adapted their cars by removing seats, welding new pieces on and cutting 
off the roof – in the process prototyping and developing the early model of the pickup. Only 
later did Detroit pick up on the idea and then begin the incremental innovation process to 
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298 Part 2  The Innovation Frontier

refi ne and mass produce the vehicle.1 A host of other examples support the view that user-led 
innovation matters, for example petroleum refi ning, medical devices, semiconductor equip-
ment, scientifi c instruments and a wide range of sports goods and the Polaroid camera.

Importantly, active and interested users – ‘lead users’ – are often well ahead of the market 
in terms of innovation needs (Figure 16.1). In Mansfi eld’s detailed studies of diffusion of a 
range of capital goods into major fi rms in the bituminous coal, iron, steel, brewing and railroad 
industries, he found that in 75% of the cases it took over 20 years for complete diffusion of 
these innovations to major fi rms.2 As von Hippel points out, some users of these innovations 
could be found far in advance of the general market.3

One of the fi elds where this has played a major role 
is in medical devices where active users amongst medi-
cal professionals have provided a rich source of innova-
tions for decades. Central to their role in the innovation 
process is that they are very early on the adoption curve 
for new ideas. They are concerned with getting solu-
tions to particular needs and prepared to experiment 
and tolerate failure in their search for a better solution. 
One strategy, which we will explore later, around man-
aging innovation is thus to identify and engage with 
such lead users to co-create innovative solutions. Tim 
Craft, a practising anaesthetist, developed a range of 
connectors and other equipment as a response to frus-
trations and concerns about the safety aspects of the 
equipment he was using in operating theatres.

FIGURE 16.1 Types of user-innovation
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Video Clip of an interview with Eric 

von Hippel in which he describes 

lead-user methods and their 

application in the 3M company is 

available on the Innovation Portal at 

www.innovation-portal.info

Audio Clip of Tim Craft describing 

the birth of his company, 

Anaesthetic Medical Systems, and 

its underlying philosophy is available 

on the Innovation Portal at 

www.innovation-portal.info.

www.innovation-portal.info
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User Involvement in Innovation – The Coloplast Example

One of the key lessons about successful innovation is the need to get close to the customer. At the 
limit (and as Eric Von Hippel and other innovation scholars have noted), the user can become a 
key part of the innovation process, feeding in ideas and improvements to help defi ne and shape 
the innovation. The Danish medical devices company Coloplast was founded in 1954 on these 
principles when nurse Elise Sorensen developed the fi rst self-adhering ostomy bag as a way of 
helping her sister, a stomach cancer patient. She took her idea to various plastics manufacturers, 
but none showed any interest at fi rst. Eventually, one, Aage Louis-Hansen, discussed the concept 
with his wife, also a nurse, who saw the potential of such a device and persuaded her husband to 
give the product a chance. Hansen’s company, Dansk Plastic Emballage, produced the world’s 
fi rst disposable ostomy bag in 1955. Sales exceeded expectations and in 1957, after having taken 
out a patent for the bag in several countries, the Coloplast company was established. Today, the 
company has subsidiaries in 20 and factories in fi ve countries around the world, with specialist 
divisions dealing with incontinence care, wound care, skin care, mastectomy care, consumer 
products (specialist clothing etc.) as well as the original ostomy care division.

Keeping close to users in a fi eld like this is crucial and Coloplast has developed novel ways 
of building in such insights by making use of panels of users, specialist nurses and other health 
care professionals located in different countries. This has the advantage of getting an informed 
perspective from those involved in post-operative care and treatment, who can articulate needs 
which may for the individual patient be diffi cult or embarrassing to express. By setting up panels 
in different countries the varying cultural attitudes and concerns could also be built into product 
design and development.

An example is the Coloplast Ostomy Forum (COF) board approach. The core objective 
within COF boards is to try to create a sense of partnership with key players, either as key cus-
tomers or as key infl uencers. Selection is based on an assessment of their technical experience 
and competence but also on the degree to which they will act as opinion leaders and gatekeepers, 
for example by infl uencing colleagues, authorities, hospitals and patients. They are also a key 
link in the clinical trials process. Over the years Coloplast has become quite skilled in identifying 
relevant people who would be good COF board members, for example by tracking people who 
author clinical articles or who have a wide range of experience across different operation types. 
Their specifi c role is particularly to help with two elements in innovation:

• Identify, discuss and prioritize user needs.
• Evaluate product development projects from idea generation right through to international 

marketing.

Importantly, COF boards are seen as integrated with the company’s product development sys-
tem. They provide valuable market and technical information into the stage gate decision process. 

INNOVATION IN ACTION 16.1

(continued )

www.innovation-portal.info
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300 Part 2  The Innovation Frontier

This input is mainly associated with early stages around concept formulation (where the input is 
helpful in testing and refi ning perceptions about real user needs and fi t with new concepts). 
There is also signifi cant involvement around project development, where involvement is con-
cerned with evaluating and responding to prototypes, suggesting detailed design improvements, 
design for usability, etc.

Such engagement may provide a powerful new 
resource for the ‘front end’ of innovation. One example 
is Goldcorp, a struggling mining company which threw 
open its geological data and asked for ideas about 
where it should prospect. Tapping into the combined 
insights of 1200 people from 50 countries helped it 
fi nd 110 new sites, 80% of which produced gold. The 
business has grown from $100 million (£60 million) in 
1999 to over $9 billion (£5.5 billion) today. Companies 
like Swarowski have recruited an army of new design-
ers using ‘crowdsourcing’ approaches – and in the 
process have massively increased their design capacity. 
Organizations like the BBC, Lego and the Ordnance 
Survey are increasingly engaging communities of soft-
ware developers, sharing source code and inviting them 
to ‘use our stuff to build your stuff’.

The approach also opens up signifi cant options 
in the area of social innovation, for example the cri-
sis response tool ‘Ushahidi’ emerged out of the Kenyan 
post-election unrest and involves using crowdsourcing 
to create and update rich maps which can help direct 
resources and avoid problem areas. It has subsequently 

been used in the Brisbane fl oods in 2013, the Washington snow emergency in 2011 and the 
aftermath of the tsunami in Japan in the same year.

Lead Users

Lead users are critical to the development and adoption of complex products. As the name 
‘lead user’ suggests, they demand new requirements ahead of the general market of other 
users, but are also positioned in the market to signifi cantly benefi t from the meeting of those 
requirements. Where potential users have high levels of sophistication, for example in business-
to-business markets such as scientifi c instruments, capital equipment and IT systems, lead users 

Case Study of Coloplast is 

available on the Innovation Portal 

at www.innovation-portal.info

Audio Clips of interviews with 

David Overton of the Ordnance 

Survey and David Simoes-Brown 

of 100% Open exploring issues 

of co-creating development ideas 

and ‘open innovation’ space are 

available on the Innovation Portal 

at www.innovation-portal.info

Video Clips of interviews with Michael 

Bartl of Hyve and Catherina van Delden 

of Innosabi exploring crowdsourcing 

are available on the Innovation Portal 

at www.innovation-portal.info

www.innovation-portal.info
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 Chapter 16  Users as Innovators 301  

can help to co-develop innovations, and are therefore often early adopters of such innovations. 
The initial research by Von Hippel suggests that lead users adopt an average of seven years 
before typical users, but the precise lead time will depend on a number of factors, including the 
technology’s lifecycle. One empirical study identifi ed a number of characteristics of lead users:4

• Recognize requirements early – are ahead of the market in identifying and planning for 
new requirements.

• Expect high level of benefi ts – owing to their market position and complementary assets.
• Develop their own innovations and applications – have suffi cient sophistication to identify 

and capabilities to contribute to development of the innovation.
• Perceived to be pioneering and innovative – by themselves and their peer group.

This has two important implications. First, those seeking to develop innovative com-
plex products and services should identify potential lead users with such characteristics to 

Collective User Innovation

An increasingly important element in the innovation equation is ‘co-creation’: using the ideas, 
experience and insights of many people across a community to generate innovation. For example, 
Encyclopædia Britannica was founded in 1768 and currently has around 65 000 articles. Until 
1999, it was available only in print version but, in response to a growing number of CD and online-
based competitors (such as Microsoft’s Encarta) it now has an online version. Encarta was launched 
in 1993 and offered many new additions to the Britannica model, through multimedia illustrations 
carried on a CD/DVD; like Britannica, it was available in a limited number of different languages.

In contrast, Wikipedia is a newcomer, launched in 2004 and available free on the Internet. It 
has become the dominant player in terms of online searches for information and is currently the 
sixth-most-visited site in the world. Its business model is fundamentally different: it is available free 
and is constructed through the shared contributions and updates offered by members of the public.

A criticism of Wikipedia is that this model means that inaccuracies are likely to appear, but 
although the risk remains there are self-correcting systems in place, which mean that if it is wrong 
it will be updated and corrected quickly. A study by the journal Nature in 2005 (December 15th) 
found it to be as accurate as Encyclopaedia Britannica yet the latter employs around 4000 expert 
reviewers and a rewrite (including corrections) takes around fi ve years to complete.

Encarta closed at the end of 2009 but Encyclopaedia Britannica continues to compete in this 
knowledge market. After three hundred years of an expert-driven model it moved, in January 2009, 
to extend its model and invited users to edit content using a variant on the Wikipedia approach. 
Shortly after that (February 2010), it discovered an error in its coverage of a key event in Irish history 
which had gone uncorrected in all its previous editions and only emerged when users pointed it out!

INNOVATION IN ACTION 16.2

www.innovation-portal.info
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302 Part 2  The Innovation Frontier

contribute to the co-development and early adoption of the innovation. Second, that lead 
users, as early adopters, can provide insights to forecasting the diffusion of innovations. For 
example, a study of 55 development projects in telecommunications computer infrastructure 
found that the importance of customer inputs increased with technological newness and, 
moreover, the relationship shifted from customer surveys and focus groups to co-development 
because ‘conventional marketing techniques proved to be of limited utility were often ignored, 
and in hindsight were sometimes strikingly inaccurate’.5

For example, IDEO, a global design and development consultancy, fi nds conventional 
market research methods insuffi cient and sometimes misleading for new products and ser-
vices, and instead favours the use of direct observation and prototyping.

Learning from Users at IDEO

IDEO is one of the most successful design consultancies in the world; based in Palo Alto, 
California and London, it helps large consumer and industrial companies worldwide design and 
develop innovative new products and services. Behind its rather typical Californian wackiness 
lies a tried-and-tested process for successful design and development:

• Understand the market, client and technology.
• Observe users and potential users in real-life situations.
• Visualize new concepts and the customers who may use them, using prototyping, models and 

simulations.
• Evaluate and refi ne the prototypes in a series of quick iterations.
• Implement the new concept for commercialization.

The fi rst critical step is achieved through close observation of potential users in context. As 
Tom Kelly of IDEO argues, ‘We’re not big fans of focus groups. We don’t much care for traditional 
market research either. We go to the source. Not the “experts” inside a (client) company, but the 
actual people who use the product or something similar to what we’re hoping to create . . . we 
believe you have to go beyond putting yourself in your customers’ shoes. Indeed we believe it’s not 
even enough to ask people what they think about a product or idea . . . customers may lack the 
vocabulary or the palate to explain what’s wrong, and especially what’s missing.’

The next step is to develop prototypes to help evaluate and refi ne the ideas captured from users. 
‘An iterative approach to problems is one of the foundations of our culture of prototyping . . . you 
can prototype just about anything – a new product or service, or a special promotion. What counts 
is moving the ball forward, achieving some part of your goal.’

Source: Derived from Kelly, T. (2002) The Art of Innovation: Lessons in Creativity from IDEO, 
New York: HarperCollinsBusiness.

INNOVATION IN ACTION 16.3

www.innovation-portal.info
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Extreme Users

An important variant which picks up on both the lead user and the fringe needs concepts lies 
in the idea of extreme environments as sources of innovation. The argument here is that the 
users in the toughest environments may have needs which by defi nition are at the edge – so 
any innovative solution which meets those needs has possible applications back into the main-
stream. An example would be antilock braking systems (ABS) which are now a commonplace 
feature of cars but which began life as a special add-on for premium high-performance cars. 
The origins of this innovation came from a more extreme case, though – the need to stop 
aircraft safely under diffi cult conditions where traditional braking could lead to skidding or 
other loss of control. ABS was developed for this extreme environment and then migrated 
across to the (comparatively) easier world of automobiles.6

Looking for extreme environments or users can be a powerful source of stretch in terms 
of innovation – meeting challenges which can then provide new opportunity space. As Roy 
Rothwell puts it in the title of a famous paper, ‘tough customers mean good designs’.7 For 
example, stealth technology arose out of a very specifi c and extreme need for creating an 
invisible aeroplane – essentially something which did not have a radar signature. It provided 
a powerful pull for some radical innovation which challenged fundamental assumptions 
about aircraft design, materials, power sources, etc. and opened up a wide frontier for 
changes in aerospace and related fi elds.8 The ‘bottom of the pyramid’ concept mentioned 
earlier also offers some powerful extreme environments in which very different patterns of 
innovation are emerging.

For example, in the Philippines there is little in the way of a formal banking system for 
the majority of people – and this has led to users creating very different applications for 
their mobile phones where pay-as-you-go credits are transferred between people and used as 
currency for various goods and services. In Kenya it is used to increase security: if a travel-
ler wishes to move between cities he or she will not take money but instead forward it via 
mobile phone in the form of credits which can then 
be collected from the phone recipient at the other end. 
This is only one of hundreds of new applications being 
developed in extreme conditions and by under-served 
users – and represents a powerful laboratory for new 
concepts which companies, like Nokia and Vodafone, 
are working closely to explore.9 The potential exists 
to use this kind of extreme environment as a labora-
tory to test and develop concepts for wider application, 
for example Citicorp has been experimenting with a 
design of ATM based on biometrics for use with the 
illiterate population in rural India. The pilot involves 
some 50 000 people, but as a spokesman for the com-
pany explained, ‘We see this as having the potential for 
global application.’

Video Clips of interviews with Girish 

Prabhu of Shristi Labs, a company 

specializing in such solutions, 

and Suzana Moreira of Mowoza, 

a social enterprise working in 

this space in southern Africa, are 

available on the Innovation Portal 

at www.innovation-portal.info

Case Study of jugaad innovation in 

the area of health care is available 

on the Innovation Portal at 

www.innovation-portal.info

www.innovation-portal.info
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304 Part 2  The Innovation Frontier

Jugaad Innovation

In a recent book Navi Radjou, Jaideep Prabhu and Simone Ahuja explore an approach to inno-
vation which is rooted in emerging economies like India, China and Latin America – but which 
draws on some long-established principles. Through a variety of case studies they suggest that 
crisis conditions often trigger new approaches to innovation, and that the pressure to be frugal 
and fl exible often leads to novel and sometimes breakthrough solutions. The phrase ‘scarcity is 
the mother of invention’ might be applied to examples such as the low technology design for a 
fridge which keeps food and liquid cool yet is based on a simple ceramic pot – the ‘mitticool’. 
Whilst this may seem a low-tech solution the problem in India is that around 500m people have 
to live with an unreliable electricity supply which means that conventional refrigerators are 
unusable. The simple device has been so successful it is now mass produced and sold worldwide 
providing employment for the village in which the idea originated.

‘Jugaad’ is a Hindi word which roughly translates as ‘an innovative fi x, an improvised 
solution born from ingenuity and cleverness’. Such an approach characterizes entrepreneurship – 
and examples of such innovation can be found throughout history. But the authors argue that 
the very different conditions across much of the emerging world are creating opportunities for 
jugaad innovators fi nding solutions to meet the needs of a large population for an increasingly 
wide range of good and services. In the process they are marrying very different needs with an 
increasingly wide range of networked technological options – for example, evolving new forms 
of banking based on mobile phones or deploying telemedicine to help deal with the problems of 
distance and skills shortage in healthcare.

Of particular signifi cance is the potential for such solutions to then fi nd their way back to 
the industrialised world as simpler, ingenious solutions which challenge existing high technology 
approaches. The potential for such reverse innovation to act as a disruptive force is signifi cant.

Source: Radjou, N., J. Prabhu, and S. Ahuja (2012) Jugaad innovation: Think frugal, be fl exible , 
generate breathrough innovation. San Francisco: Jossey Bass. Reproduced by permission of 
John Wiley & Sons Inc.

INNOVATION IN ACTION 16.4

Co-development

The potential for users, either as individuals or as groups, to become involved in the design 
and production of products has clearly been recognized for some time. However, these 
conceptions of user–supplier innovation all tend to depict a relationship in which suppli-
ers are able, in some way or another, to harness the experience or ideas of users and apply 
them to their own product development efforts. Many argue that we are seeing a dramatic 
shift towards more open, democratized, forms of innovation that are driven by networks 

www.innovation-portal.info
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of individual users, not fi rms.10 Users are now visibly active within all stages of the innova-
tion process, from concept generation through development to diffusion. Users may now be 
actively engaged with fi rms in the co-development of products and services and the innova-
tion agenda may no longer be entirely controlled by fi rms.

In innovation studies the term ‘user’ generally takes a supplier-centric perspective and in 
this context the ‘user’ (e.g. lead user, fi nal user, user innovation, learning by using) tends to be at 
the level of the fi rm. Users tend to be characterized as consumers whose needs must be under-
stood, as ‘tough customers’ who make exacting demands, or as ‘lead users’ who may modify 
or develop existing products in response to their exacting and non-standard needs, potentially 
foreshadowing future demand. It is also understood that users may be drawn into fi rms’ 
product development processes by developing and distributing supplier-designed ‘toolkits’.11

Users may be drawn into the linear model of innovation in this way, but some forms of 
user activity represent the emergence of a parallel system of innovation that does not share 
the same goals, drivers and boundaries of mainstream commercial activity. Users are seen 
as having an active role in seeking to shape or reshape their relationship with innovation, 
beyond the prescribed application or use, or developing an agenda that may confl ict with the 
producer. In this way the boundary between producers and users becomes less distinct, with 
some users able to develop and extend technologies or use them in entirely novel and unex-
pected ways. Innovation can become far more open and 
democratized. Such lack of compliance by users with 
producers and promoters of innovations need not be 
viewed as a deviant activity, but can become more cen-
tral to the processes of innovation and diffusion. This 
has potentially signifi cant implications for market rela-
tionships, business models and intellectual property.

Democratic Innovation and Crowdsourcing

In 2006, journalist Jeff Howe coined the term ‘crowdsourcing’ in his book The Power of 
Crowds. Crowdsourcing is where an organization makes an open call to a large network 
to provide some voluntary input or perform some function. The core requirements are that 
the call is open and that the network is suffi ciently large, the ‘crowd’. However, the potential 
inputs and functions of crowdsourcing are diverse, ranging from competitions for individual 
ideas through to collaborative peer-production of innovation.

Crowdsourcing can be implemented in many ways, but is typically enabled by ICT. Two 
common, but contrasting, approaches are peer communities and competitions and events.

Peer or User Communities

Within some communities, users will freely share innovations with peers, termed ‘free reveal-
ing’, for example online communities for open-source software, music hobbyists, sports 

Case Study of Nokia INdT, which has 

set up a ‘Living Lab’ to identify and 

meet the needs of rural populations 

in the Amazonas region, is available 

on the Innovation Portal at 

www.innovation-portal.info

www.innovation-portal.info
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306 Part 2  The Innovation Frontier

equipment and professional networks. Participation is driven mostly by intrinsic motivations, 
such as the pleasure of being able to help others or to improve or develop better products, 
but also by peer recognition and community status. The elements valued are social ties and 
opportunities to learn new things rather than concrete awards or esteem.12 Such knowledge 
sharing and innovation tends to be more collective and collaborative than idea competitions.

Sometimes, user-led innovation involves a community which creates and uses innovative 
solutions on a continuing basis. Good examples of this include the Linux community around 
operating systems or the Apache server community around Web server development applica-
tions, where communities have grown up and the resulting range of applications is constantly 
growing – a state which has been called ‘perpetual beta’, referring to the old idea of testing 
new software modules across a community to get feedback and development ideas.13 A grow-
ing range of Internet-based applications makes use of communities, for example Mozilla and 
its Firefox and other products, Propellerhead and other music software communities and the 
emergent group around Apple’s i-platform devices like the iPhone.14

Increasing interest is being shown in such crowdsourcing approaches to co-creating 
innovations – and to fi nding new ways of creating and working with such communities. 
The principle extends beyond software and virtual applications, for example Lego makes 
extensive use of communities of developers in its Lego Factory and other online activities 
linked to its manufactured products.15 Adidas has taken the model and developed its ‘mi 

Adidas’ concept, where users are encouraged to co-
create their own shoes using a combination of website 
(where designs can be explored and uploaded) and in-
store mini-factories where user-created and customized 
ideas can then be produced.

Competitions

In a competition, a problem or challenge is set, and potential solutions or ideas are invited. 
Rewards range from peer or public recognition and community status, but more commonly 

feature some extrinsic motivation such as free prod-
ucts or cash prizes for example Dell’s crowdsourcing 
platform Idea Storm, which received more than 15 000 
ideas, of which over 400 have been implemented. 
Contributions and rewards tend to be more individual 
and competitive than in peer or user communities.

In similar fashion Facebook chose to engage its 
users in helping to translate the site into multiple languages rather than commission an expert 
translation service. Its motive was to try to compete with MySpace, which in 2007 was 
the market leader, available in fi ve languages. The Facebook ‘crowdsource’ project began in 
December 2007 and invited users to help translate around 30 000 key phrases from the site. 
Eight thousand volunteer developers registered within two months and within three weeks 
the site was available in Spanish, with pilot version in French and German also online. Within 
one year Facebook was available in over 100 languages and dialects – and like Wikipedia it 
continues to benefi t from continuous updating and correction via its user community.

Case Studies of Adidas and Lego 

exploring these ideas are available 

on the Innovation Portal at 

www.innovation-portal.info

Case Study detailing some of 

Threadless’s work in this area is 

available on the Innovation Portal at 

www.innovation-portal.info

www.innovation-portal.info

3GC16.indd   3063GC16.indd   306 30/12/13   11:30 AM30/12/13   11:30 AM



 Chapter 16  Users as Innovators 307  

Another important feature of crowdsourcing across 
user communities is the potential for dealing with the 
‘long tail’ problem, that is how to meet the needs of a 
small number of people for a particular innovation? By 
mobilizing user communities around these needs it is 
possible to share experience and co-create innovation.

Case Study exploring the use of 

crowdsourcing to improve health 

innovation – opening up health 

care innovation – is available 

on the Innovation Portal at 

www.innovation-portal.info

www.innovation-portal.info
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308 Part 2  The Innovation Frontier

Summary

• User-innovation is much more than simply good market research or listening to 
customers.

• Users can contribute to all phases of the innovation process, acting as sources, designers, 
developers, testers and even the main benefi ciaries of innovation.

• Lead users are by defi nition atypical, but anticipate the needs of the majority, and rec-
ognize requirements early, expect high level of benefi ts and have suffi cient sophistication 
to identify and capabilities to contribute to development of the innovation.

• Crowdsourcing and democratic approaches to innovation began in Internet applications 
but have spread to other fi elds such as mass-customization of products, peer-to-peer 
banking and innovation for developing economies.

Further Resources

For user-innovation, the classic text is Eric von Hippel’s The Sources of Innovation (Oxford 
University Press, 1995) and his website (http://web.mit.edu/evhippel/). For more recent 
and broader reviews see Steve Flowers and Flis Henwood Perspectives on User Innovation 
(Imperial College Press, 2010) and the 2008 special issue on user innovation (International 
Journal of Innovation Management, 12 (3)). Frank Piller, Professor at Aachen University in 
Germany, has a rich website around the theme of mass customization with extensive case 
examples and other resources (http://www.mass-customization.de/); the original work on 
the topic is covered in Joseph Pine’s book Mass Customisation: The new frontier in business 
competition (Harvard University Press, 1993). For crowdsourcing, a good place to begin is 
the pioneer piece by James Surowiecki The Wisdom of Crowds: Why the many are smarter 
than the few (Abacus, 2005), and for a more recent overview, see Crowdsourcing, by Daren 
C. Brabham (MIT Press, 2013).

Particular discussion of fringe markets and unmet or poorly met needs as a source of 
innovation is covered by Clay Christensen Seeing What’s Next (Harvard Business School 
Press, 2007) and Ulnwick What Customers Want: Using outcome-driven innovation to cre-
ate breakthrough products and services (McGraw-Hill, 2005) .The ‘bottom of the pyramid’ 
and extreme user potential is explored in Prahalad’s work The Fortune at the Bottom of the 
Pyramid (Wharton School Publishing, 2006), and the idea of ‘jugaad innovation’ in Jugaad 
Innovation: Think frugal, be fl exible, generate breakthrough innovation, by Kevin Roberts, 
Navi Radjou, Jaideep Prabhu and Simone Ahuja, (Jossey-Bass, 2012). The website Next 
Billion (www.nextbillion.net) provides a wide range of resources and information about ‘bot-
tom of the pyramid’ and extreme user activity including videos and case studies.

www.innovation-portal.info
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Cases Media Tools Activities Deeper Dive

• Coloplast

• Jugaad 

innovation

• Instituto Nokia de 

Tecnologia (INdT)

• 3M: Lead User 

Methods

• Adidas

• Lego

• Threadless

• Opening up 

health care 

innovation

• Tim Craft, 

Anaesthetic Medical 

Systems

• Michael Bartl, Hyve 

• Catherina van 

Delden, Innosabi

• Girish Prabhu, Shristi 

Labs

• David Overton, 

Ordnance Survey 

• Suzana Moreira, 

Mowoza

• David Simoes-Brown, 

100% Open

• Conjoint 

analysis

• Guide to 

building 

and running 

learning 

networks

• Kano Method

• Partner 

Search

• Acquiring 

Technological 

Knowledge

• Active User 

Innovation

• Innovation 

Competitions

• Crowdsourcing

Summary of online resources for Chapter 16 –
all material is available via the Innovation Portal at

www.innovation-portal.info

Deeper Dive explanations of innovation concepts and ideas are 

available on the Innovation Portal at www.innovation-portal.info

Quizzes to test yourself further are available online via the Innovation 

Portal at www.innovation-portal.info

www.innovation-portal.info
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