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ABSTRACT 

The approach way of the innovation and the role of innovation managers within the firm are 

influenced by the increased pace of technological change and a series of megatrends.  

Innovation management provides results regardless of the industry or the companies size. The 

small sized companies, large companies, or high-tech companies do not have a special advantage 

because, in fact, the contribution to the increasing innovation depends on the quality of 

management effort. 

In the context of a continuously changing and transforming market, this study aimed to explore 

the perspectives of innovation management and the way that companies can deliver their 

innovation management practices, being prepared to face upcoming challenges. 
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1. Introduction 

Everybody knows the importance of the innovation, but the question is: how to achieve 

excellence in innovation management? One of the objectives of the present article is to answer to 

this question.  

As studies show, the successful organizations do not have a magic innovation formula, these do 

not get results doing one or several things better than others. The key of success is to do all 

things better. 

According to the definition of innovation, companies can be considered innovative if they meet 

certain criteria: launching new or significantly improved products or services, introducing new or 
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improved processes or organizational marketing methods. The term covers all types of 

innovators, product innovators, processes, organizational methods or marketing methods as well 

as companies with incomplete or abandoned innovations and refers to active enterprises (Maier, 

2017 a-c; Rothwell, 1992; Porter, 2001; Rose-Andersen, 2005; Brad, 2006; Robu, 2008, Maier, 

2016). 

The innovative organization is not only content with improving or changing what already exists. 

It aims to create new, special values and reward to create new, more productive and more 

effective configurations. An innovative company is receptive to innovation and perceives change 

as an opportunity rather than as a threat (Iancu, 2010, Maier, 2013 a).  

Organizations learn how to integrate innovation into their own development strategy and to 

match their own development strategy with the innovation process, which will achieve 

differentiated competitive advantages and will be able to "optimize" their effort in generating 

added value at the technologies, products and services levels (Rose-Andersen, 2005; Brad, 2006; 

Robu, 2008). 

The common element of all the studied innovation processes was the existence of an innovation 

strategy. The significant factor in consolidating the competitiveness on the market is not the 

better enforcement of existing business rules than other competitors, but the application of one or 

more of these existing rules (Iancu, 2010, Zhao, 2000; Garcia, 2002; Scotchmer, 2004; Prügl, 

2005; Valencia, 2010, Nicoară, 2013 a-c, Maier, 2015 a-b). Table 1 presents the components of 

an innovation strategy. 

Table 1.  Innovation strategy 

Components of an innovation strategy 

 

Vision 

Consists of the company's prospective search, its results, its structure and its size. 

The vision satisfies the human need to have a goal, a target for action, prefigures 

the future by answering the question: What will be the future of the company over 

"n" years? 

 

 

Objectives 

Represent goals that support the mission and ensure the achievement of the 

vision, quantified in at least one of the elements: time, investment, quality. For 

the objectives to be achieved, it is necessary for them to be correctly understood 

by the performers and to create intrinsic motivations, since it is known that if only 

extrinsic motivations act, interest for success can be stimulated only for short 

periods. 

 

Ways to 

achieve 

objectives 

It refers to the major approaches, with implications for the content of the 

company's entire business or its major components, based on which the possibility 

of rational fulfillment of fixed objectives is established. Among the strategic ways 

of innovation include: diversification, specialization or combining production, 
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design and assimilation of new products/services, processes, penetration into new 

markets, reorganization of distribution chain, improvement of  trading system, 

reshaping the company's activities, and work, computerization of company’s 

activities, etc. 

Resources 
Are provided in the framework of global strategies, in the form of investment 

funds, possibly specifying the weight of human and material resources. 

The 

deadlines 

embedded 

in the 

strategy 

It refers typically to: the starting date to implement the strategy, intermediate 

deadlines marking, the conclusion of significant progress in achieving the goals, 

the final term of the strategy. 

 

To successfully develop an innovation process, it must benefit from the advantages of a new 

element (a technological innovation, a new managerial or organizational process, etc.). It is 

almost impossible to try to penetrate a new market or to obtain a change in existing market 

shares, unless an innovation strategy based on a new organizational form, new management 

methods and organization of work, will take place after new rules compared to those existing on 

the market (Iancu, 2010; Zhao, 2000; Garcia, 2002; Scotchmer, 2004; Prügl, 2005; Valencia, 

2010; Maier, 2016 b).  

According to most specialists, innovation can be defined as the identification and confiscation of 

opportunities to create new products, services or processes (Mel, 2009), it is a process of ideas 

transformation and the possibility to put these ideas into practice, a planned and rational process 

(Arpaci, 2010), an evolutionary, non-linear and interactive process that requires intensive 

communication and collaboration between different actors (Aouad, 2010). 

Companies that have created competitive advantages, finalizing their successful market 

innovation process, have taken new actions such as a new distribution method, a new approach 

to selling, a new manufacturing method, etc. (Iancu, 2010). From managers point of view, the 

main purpose of innovation is to introduce change into the organization to create new 

opportunities or to exploit the existing ones (West, 1996; Wicks, 2004; Wu, 2008; Sisaye, 2010). 

2. Innovation management 

Innovation, in the current economic context, is one of the most important factor of success in all 

sectors of an organization and in all stages starting from research, development, manufacturing, 

distribution and marketing, maintenance, till product withdrawal and disposal or recycling. In 

order to take full advantage of the innovation effect, every organization needs to define and 

implement a good innovation management.    

Innovation management is a topic increasingly addressed in the literature (Oden ,1997; 

Panizzolo, 1998; Motwani, 1999; Tidd, 2001; Maier, 2013 b; Brown, 2004; Hidalgo, 2008; 
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Charterina, 2010; Maier, 2014; Olaru 2013 a, b). The growing pressure of global competition has 

led to the emergence of more challenges in innovation management in recent years. First of all, 

technological advances make it necessary to combine and accumulate more knowledge dispersed 

in the fields of science. The second one is that competitive pressure forces companies to 

accelerate development processes to shorten product life cycles. And finally, consumer 

preferences are becoming increasingly different, resulting in several models and product versions 

that lead to target markets and smaller production units (Olaru, 2014; Vadastreanu 2015 a-f; 

Armas, 2005; Amza, 2010; Vlachaki, 2010, Maier 2016 a-b). 

As the economic environment becomes more and more dynamic, with specific behavior, 

complex, nonlinear and adaptive, a new challenge faces the organizations: innovation as an 

essential part of daily activities. If, some time ago, quality and productivity were key elements to 

ensure the completeness of an organization, nowadays, achieving this goal involves adding to the 

competitiveness equation the parameter called innovation. Innovation is considered to be the 

engine of an organization's growth (Maier, 2013 a-c; Brad, 2006; Vlachaki, 2010, Maier 2015 a- 

b). 

Innovation management is a component of the organization's general management that through 

its policy and strategy, determines the management of an innovation process (Maier, 2012; 

Aghinii, 2013, Maier, 2014). A general design concept of innovation management as part of the 

organization's general management used in this standard is shown in Figure 1. 

 
Figure 1- Innovation management as a part of general management of the organization 
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(adapted fromAghinii, 2013) 

The organization must periodically assess the external and internal environment, both current 

and prospective. In analyzing the external environment, it is recommended that the organization 

take into account: market issues, legislation, innovation-specific regulations, including those in 

the field of intellectual property law, economic, social and technical aspects, namely standards, 

state of the art and development of science, etc. The organization must regularly review the 

current and future innovation capabilities. For this, it can take into account several important 

issues: which are the existing innovation management practices; the performances of equipment 

and the possibility of investing from internal or external sources; the level of innovation skills 

and knowledge embedded in the organization culture, business models (Olaru, 2016; Aghinii, 

2013, Maier, 2015 a - b). 

Being a managerial activity, the innovation process must be planned, implemented, monitored 

and controlled. The innovation process is specific to each organization and it differs depending 

on its type, size and degree of development (Kusiak, 2007, Dervitsiotis, 2010). The activities 

related to the innovation process must be determined, adapted to the size, structure and 

characteristics of the organization. 

Business performance developed through innovation is materialized by creating value that is 

reflected in the following results: revenue growth rate, operational profit growth rate, economic 

return rate, inventory turnover rate, employee growth rate, consolidation position on the 

competitive market. 

During the whole process of business development through innovation, it is necessary to 

periodically or continuously assess the innovation capability of the organization and the 

performance of innovation management. For organizations, the assessment of innovation 

capability and innovation management performance is needed to identify policies, strategies and 

actions that involve innovation to increase their competitiveness on the market (Aghinii, 2013). 

3. Conclusion 

 

The more intense competitiveness is, the companies become more innovative, due to the 

continuous impulse to remain on the market, to come up with something new and thus, to 

overcome competition. 

 

The innovation management system enables companies to make strategic planning and to 

implement them, therefore highlighting the differences between the actual performance of the 

company and its objectives. Choosing the best model for managing innovation is an essential 

step to maximize knowledge regarding the company's performance. 

 

A good innovation management provides a plus with a significant impact, in general; According 

to De Prato et al. (2015) innovation projects contribute between 6 and 30% of additional 



www.ijaemr.com Page 2409 

 

revenue, with an average of about 20%, which is significant compared to general revenue growth 

rates ranging between 5 and 10%. Innovation management also generates savings, close to 10% 

on average. In other words, while the importance of innovation is predictable, the question 

remain how to achieve excellence in innovation management. 

Bibliography 

1. Aghinii E., Ionescu F.(2013), Model de dezvoltare a 

afaceriiprininovareoglinditînstandardulpepărți SR 13547, A XIII-a Conferință Național 

ămultidisciplinară, Sebeș 

2. Amza, V. (2010), Dezvoltareamanagementuluiinovării ca parte integrantă a managementului 

strategic al firmei, Academia de Studii Economice, București 

3. Aouad, G. (2010), Facilitating innovation in construction, Construction Innovation, Vol. 10, 

Nr. 4, pp. 374-394 

4. Armas, I. (2005), Idei-ghidpentruconsultanțaîndomeniul management uluiinovării, 

Economiaseria Management, Anul VIII, Nr. 2 

5. Arpaci, I. (2010), E-government and technological innovation in Turkey, Transforming 

Government: People, Process and Policy, Vol. 4, nr. 1 

6. Bodemann, M, Maier D, Sandru M, Weber G. (2015), Risk Awareness after the Adoption of 

New Steering Model in German Public Administrations–a Case Study, Procedia Economics 

and Finance 23, 1046-1053 

7. Brad, S. (2006), Manualul de Bază al Managerului de ProdusînIngineriaşi Managementul 

Inovaţiei, Ed. Economică, Bucureşti 

8. Brown, C. (2004), Small Business Innovation Management 

9. Charterina, J., (2010), The pool effect of dyad-based capabilities on seller firms’ 

innovativeness, European Journal of Innovation Management, Vol. 13, Nr. 2, pp. 172-196 

10. De Prato, G., Nepelski, D. &Piroli, G. (2015). Innovation Radar: Identifying Innovations and 

Innovators with High Potential in ICT FP7, CIP &H2020 Projects. JRC Scientific and Policy 

Reports – EUR 27314 EN. Seville: JRC-IPTS 

11. Dervitsiotis, K. (2010), A framework for the assessment of an organisation’s innovation 

excellence, Total Quality Management, Vol. 21, Nr. 9, pp. 903–918 

12. Garcia, R., Calantone, R. (2002), A Critical Look at Technological Innovation Typology and 

Innovativeness Terminology: A Literature Review, Journal of Product Innovation 

Management, Vol. 19, Nr. 2, pp. 110-32 

13. Hidalgo, A. (2008), Innovation management techniques and tools: a review from theory and 

practice, R&D Management, Vol. 38, Nr. 2, pp. 113- 127 

14. Iancu , Ș. (2010), Inovareînindustrieșiserviciiînperioada 2008- 2010, ChestionarInovare – 

ManagementulInovării, http://www.agpitt.ro/procesuldeinovare.html - Institutul Național de 

Statistică 

15. Kusiak, A. (2007), Innovation science: a primer, Int. J. Computer Application in Technology, 

Vol.28, Nr.2-3, p.148 

16. Maier A., Brad S, Nicoară D., Maier D. (2013 b), Innovation by  developing human 

resources, ensuring the competitiveness and success of the organization, 2nd World 



www.ijaemr.com Page 2410 

 

Conference on Business, Economics and Management–BEM 2013, April 25 – 28 2013, 

Antalya, Turkey 

17. Maier A., Brad S., Fulea M., Nicoară D., Maier D. (2012), A proposed innovation 

management system Framework - A solution for organizations aimed for obtaining 

performance, International Conference on Management, Business, Economics and Finance, 

28-29 November 2012, Paris, France, World Academy of Science, Engineering and 

Technology, Special Issue 71, International Journal of Social and Human Sciences, p. 1581- 

1585, ISSN 2010- 376X/ ISSN 2010- 3778, 2012 

18. Maier A., Brad S., Nicoară D., Maier D. (2013 c), Business Success through Innovation 

Management; a Literature Review of Innovation Process Models, International Conference 

on Economics, Business and Marketing Management, February 27-28, Barcelona, Spain, 

World Academy of Science, Engineering and Technology, Special Issue 74, International 

Journal of Social and Human Sciences, p. 16-19, ISSN 2010- 376X/ ISSN 2010- 3778, 2013  

19. Maier A., Keppler T., Maier D. (2014), Innovation the new trend în today’ s challenging 

economy, The 13th International Conference on Informatics în Economy, IE 2014, 15-18 

May 2014, București 

20. Maier A., Olaru M., Maier D., Marinescu M. (2013 a) Achieving performance of 

organization by developing a model of innovation management, 8th European Conference on 

Innovation and Entrepreneurship, Sept 19-20 2013, Brussels, Belgium 

21. Maier D, Olaru M, Maier A, Eidenmuller T,  (2016 b) - Importance of Innovation in the 

Context of Changes Arising from Economic Globalization, 27th International Business 

Information Management Association Conference, Milan, Italy, May 04-05, 2016  

22. Maier D, Verjel, A, Bercovici A, Maier A, (2017 a) - Innovation Management System - a 

Necessity for Business Performance, 29th International-Business-Information-Management-

Association Conference, Vienna, Austria,  May 03-04, 2017  

23. Maier D., IrmerS.I., Astrid F., Maier A. (2017 c) - Development and operationalization of a 

model of innovation management system as part of an integrated quality-environment-safety 

system, Amfiteatru Economic, Volume: 19  Issue: 44  Pages: 302-314  

24. Maier D.,Maftei M., Kepler T., Maier A. (2016 b) - Study on the organizational resistance to 

innovation, International Business Information Management Association (IBIMA) 27th 

IBIMA Conference 4 – 5 May 2016 

25. Maier D., Maier A., Keppler T., Eidenmüllerd T., Vadastreanu A. M. (2015 a) - Innovation as 

a part of an existing integrated management system,  4nd World Conference on Business, 

Economics and Management–BEM 2015, April 30 – May 02,  2015, Kusasasi, Turkey 

26. Maier D., Olaru M., Maier A. (2013 a), Integrating concepts of innovation and creativity -  a 

key to excellence in business, 8th European Conference on Innovation and Entrepreneurship, 

Sept 19-20, 2013, Brussels, Belgium 

27. Maier D., Olaru M., Maier A., Eidenmüller T.(2016 a) Importance of innovation in the 

context of changes arising from economic globalization, International Business Information 

Management Association (IBIMA) 27th IBIMA Conference 4 – 5 May 2016 



www.ijaemr.com Page 2411 

 

28. Maier D., Olaru M., Weber G., Maier A. (2014), Business Success by Understanding the 

Process of Innovation, Proceedings of the 9th European Conference on Innovation and 

Entrepreneurship (ECIE 2014), Location Belfast, Ireland,  Pages: 534-538, Published 2014 

29. Maier, D, Sven-Joachim, I, Ceausu, R, Gavril, R,  Maier A. (2017 b) - Human Resource 

Management and Innovation Performance in Organizations, 29th International-Business-

Information-Management-Association Conference, Vienna, Austria,  May 03-04, 2017  

30. Maier, D., Maftei M, Keppler T, Maier A (2016 a)- Study on the Organizational Resistance to 

Innovation, 27th International Business Information Management Association Conference, 

Milan, Italy, May 04-05, 2016  

31. Mel, D., M. (2009), Innovative firms or innovative owners? Determinants of innovation in 

micro, small and medium enterprises, Policy Research Working Paper 

32. Motwani, J., Dandridge, T., Jiang, J., Soderquist, K. (1999), Managing innovation in French 

small and medium-sized enterprises, Journal of Small Business Management, Vol.37, No.2, 

pp.106-14 

33. Nicoară D, Maier A., Maier D. (2013 a), General aspects related to the technology transfer, 

the main source of innovation and development among economic operators, Annals of the 

„Constantin Brâncuşi” University of Târgu Jiu, Economy Series, Nr. 4, 2013  

34. Oden, H. W. (1997), Managing corporate culture, innovation, and intrapreneurship, 

Connecticut: Quorum Books 

35. Olaru M., Hohan A., Maier A., Maier D. (2013 a) – Metrics for innovation of product – the 

basis for continuous improvement of an organization, Science Journal of Business and 

Management, Vol. 1, nr 1, p. 26-30, SUA 

36. Olaru M., Maier D., Maier A., Bodemann M., (2014)- Integrated management systems, key 

factor for the sustainable development of an organization, The 13th International Conference 

on Informatics in Economy, IE 2014, 15-18 May 2014, București, România 

37. Olaru M., Maier D., Maier A., Nicoară D., (2013 b) Establishing the basis for the 

development of an organization by adopting the integrated management systems: 

comparative study of various models and concepts of integration, 2nd World Conference on 

Business, Economics and Management–BEM 2013, April 25 – 28 2013, Antalya, Turkey 

38. Olaru, M, Schmid, J, Sarbu, A, Maier, D.  (2016), A Study of the Impact of Investments in 

Economic Value of the Firm in International Competition, BASIQ International Conference - 

New Trends in Sustainable Business and Consumption, Konstanz, Germany  

39. Panizzolo, R. (1998), Managing Innovation in SMEs: A Multiple Case Analysis of the 

Adoption and Implementation of Product and Process Design Technologies, Small Business 

Economics, Vol. 11, Nr. 1, pp. 25- 42 

40. Porter, M., Stern, S. (2001), Innovation: Location Matters, in MIT Sloan Management 

Review, Vol. 42, Nr. 4, p. 28-36 

41. Prügl, R., Franke, N. (2005), Factors impacting the succes of tookits for user innovation and 

design, Working paper, Vienna University of Economics 

42. Robu, V. (2008), Instrumentepentrudezvoltarea de solutiiinovative in IMM-uri in 

vedereaasigurarilorcompetitivitatiiacestora, Seminar  “InterferenteEconomico- Sociale la 



www.ijaemr.com Page 2412 

 

Frontiera Inovarii” – Editia 1 “InovareaşicompetitivitateaînsectorulIMM din România”, 

Bucureşti 

43. Rose-Andersen, C. (2005), Innovation in Manufacturing as An Evolutionary Complex 

System, Technovation, Vol. 25, pp. 1093-1105 

44. Rothwell, R. (1992), Successful industrial innovation: critical factors for the 1990s, R & D 

Management, vol. 22, nr. 3, pg. 221-39 

45. Scotchmer, S. (2004), Innovation and Incentives, Cambridge, MA: MIT Press 

46. Sisaye, S. (2010), Organizational development and transformational learning approaches in 

process innovations, Review of Accounting and Finance, Vol. 9, Nr. 4, pp. 337-362 

47. Tidd, J., Bessant, J., Pavitt, K. (2001), Managing Innovation: Integrating Technological, 

Market and Organizational Change, JohnWiley& Sons, Chichester 

48. Vadastreanu A.M., Bot A., Maier D., Maier A. (2015 a)– Innovation the new challenge of 

today’s entrepreneurship, Science Journal of Business and Management, Science Publishing 

Group, New York, USA, 2015, ISSN: 2331-0634 

49. Vadastreanu A.M., Maier D., Maier A. (2015 b) – Business success by improving the 

innovation management, The 14 the International Conference on Informatics in Economy 

International Conference on Informatics in Economy, Education, Research & Business 

Technologies, April 25 -28 2015, Bucharest, Romania 

50. Vlachaki, E. (2010), Marketing Innovation Measurement, Master of Management in Business 

Innovation and Technology 

51. West, M.A., Anderson, N.R. (1996), Innovation in top management teams, Journal of 

Applied, Psychology, 81, 680-693 

52. Wicks, D. (2004), Older adults and their information seeking, Behavioral & Social Sciences 

Librarian, Vol. 22, Nr. 2, pp. 1-26 

53. Wu, H., (2008), When does internal governance make firms innovative?, Journal of Business 

Research, Vol. 61, pp. 141–153 

54. Zhao, F. (2000), Managing Innovation and Quality of Collaborative R&D, The Centre for 

Management Quality Research, RMIT University 

 

 

 

 

 


