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CHAPTER 08 Suggested additional reading

The following provide contemporary insights into the role of innovation in organizations and the relationship between marketing and R&D:

Trott, P. (2008), Innovation Management and New Product Development, 4th edn. London: FT Prentice Hall.

Dodgson, M., Gann, D., and Salter, A. (2008), Management of Technological Innovation: strategy and practice. Oxford: Oxford University Press.

Christensen, C. M., Anthony, S. D., and Roth, E. A. (2004), Seeing What’s Next: using the theories of innovation to predict industry change. Harvard Business School Press.

New product development processes in the context if service industries are discussed in the following:

Stevens, E. and Dimitriadis, S. (2005), ‘Managing the New Service Development Process: toward a systematic model’. European Journal of Marketing, 39(1/2): 175–98.

Smith, A. M. and Fischbacher, M. (2005), ‘New Service Development: a stakeholder perspective’. European Journal of Marketing, 39(9/10): 1025–48.

The methods used by organizations to search for new ideas are discussed in the following:

Matthing, J., Sandén, B., and Edvardsson, B. (2004), ‘New Service Development: learning from and with customers’. International Journal of Service Industry Management, 15(5): 479–98.

Olsen, N. V. and Sallis, J. (2006), ‘Market Scanning for New Service Development’. European Journal of Marketing, 40(5/6): 466–84.
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