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1 Introduction 

Innovations are a fundamental pillar for profitable company growth. Profitability can 

be reached by three set screws: volumes, costs and prices.1 The control over the price 

is strongly related to unique selling propositions. Therefore innovations are an essen-

tial set screw for successful and profitable companies.2 This will be stressed out by sev-

eral studies, e.g. according to Stern et al. (2007 p. 5), with product innovations are 

higher profits possible than with old products (s. figure below). 

 
Figure 1 Turnover and income return of different product groups for German companies according to 

Stern et al. (2007 p. 5)  

Successful innovations and in this way economic success are often related to an effi-

cient innovation management The innovation management as well as the economic 

success will be supported by clear and well defined strategies,  ideas and creativity of 

the employees.  Ideas and creativity are not only supporting the innovation process, 

they are fundamental for innovations. Therefore a huge effectiveness and efficiency of 

                                                       
1Cf. Disselkamp (2005 p. 29). 
2Cf. Disselkamp (2005 p. 30). 
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innovation management that integrates idea management can be assumed. Effective-

ness and efficiency can be improved by controlling of the innovation process too. Last 

but not least patents are an important result of the innovation process. Therefore the 

management of this should also be integrated in the innovation process. These are 

general views and statements in respect of all markets, products, services etc. For 

companies in separated markets or industry segments arise some questions in the 

scope of innovations. Do these general statements and views fit to them? How does a 

process look like and what kind of tools and/or methods should be used to be success-

ful?         

1.1 Problem description 

The German drive technology industry is dominated from SME's and must supply its 

products to customers around the world. In addition this industrial segment is chal-

lenged by competitors from many other countries as well as from customers with very 

different needs. Therefore SME's are faced to two main questions.  First challenging 

question "what will be the best strategy to create competitive advantage?", second: 

"what are the necessities to carry out this strategy effectively and efficiently?".        

1.2 Focus 

Based on an analysis of the industrial segment the structure and essential needs and 

boundary conditions will be derived. In addition a suitable strategy to reach a competi-

tive advantage will be analyzed and assessed. For this strategy a suitable innovation 

management process as well as a toolbox for SME's to implement this process into the 

company will be developed.      

1.3 Research method and proceedings 

A market analysis and descriptive research based on secondary data (market and eco-

nomic) will be carried out at first. In this analysis descriptive statistics will be partly 



 

3 

used to deduce dependency, needs and challenges for the German drive technology 

industry. In addition the structure of this market will be analysed.  

For the definition of suitable strategies and structures of innovation processes a de-

scriptive research based on secondary data and literature (books, articles and other 

publishing's) to deduce possible solutions, aims and objectives will be carried out in 

the second step. This will be focused for use in SME's. Afterwards an assessment and 

selection of the best solution (strategy and innovation process) by use of value benefit 

analysis and Pugh matrix will follow. The results of assessment will be evaluated by use 

of descriptive research based on secondary data and literature (books, articles and 

other publishing's).  

The development of a suitable innovation management process with focus on SME's is 

the following step. For this descriptive research based on secondary data and literature 

(books, articles and other publishing's) to deduce an pragmatic innovation manage-

ment process in combination with a suitable method/toolbox for SME's is used, as well 

as the evaluation of the innovation management process and methods/toolbox use 

descriptive research based on secondary data and literature (books, articles and other 

publishing's). 

 

  


