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Chapter  6

INTRODUCTION

Traditionally international business has been 
considered business transactions between par-
ties from more than one country. The focus is on 
cross border activities and an important aspect of 
international business is the collaboration which 
occurs between domestic and foreign partners. 
One text states “Global business is fundamentally 
about not limiting yourself to your home country 
but treating the entire globe as your potential 
playground (or battlefield)” (Peng, 2010: 8). This 
concept is true to many aspects of international 

commerce and non perhaps more than innovation, 
research and development.

William H. Chesbrough (2003: 1) in his book 
defines open innovation as “the use of purposive 
inflows and outflows of knowledge to acceler-
ate internal innovation, and expand the markets 
for the external use of innovation, respectively.” 
Open innovation involves the international search 
for new ideas and collaboration in utilizing that 
knowledge to meet human needs. Few would 
disagree that innovation is vital to sustain and 
advance current activities or that it can be vital to 
growing new businesses. “Open innovation means 
that companies should make much greater use of 
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external ideas and technologies” (Chesbrough, 
2006a: 1).

The challenge for organizations operating in 
a global environment is to meet the evolution 
of the marketplace, social needs and the needs 
of customers in the best possible way. Open in-
novation allows organizations to draw from the 
global pool of knowledge to design products and 
business modes that provide value.

Twenty-first century innovation is different 
from innovation in past eras. This chapter looks 
at several SME’s that are organizational innova-
tors: some are creating new products or services, 
some are commercializing existing products in a 
new and relevant way, while others are opening 
new markets. The reader can explore the nature 
and characteristics of the emerging organizational 
forms that are being built through global networks 
and frameworks. The chapter identifies the im-
plications of these changing business constructs 
for our collective future.

Open innovation requires shedding a number 
of assumptions and traditional ways of doing busi-
ness. Companies that embrace open innovation 

believe that smart people work inside and outside 
their companies and rather than attempting to dis-
cover technologies themselves, open innovators 
believe they need not originate ideas and research 
to profit from them (Chesborough, 2006b).

The methodology imposed in this chapter is a 
series of case studies. Case studies are employed 
in order to be able to provide a more complete 
assessment, one which is holistic and takes into 
consideration the contextual environment. The 
aim is to provide an empirical understanding from 
which an improved understanding may emerge. 
Despite the inherent limitation of generalizing 
from a limited number of cases, it contributes to 
an understanding of how a new breed of global 
innovators operate.

BACKGROUND

Globalization has been accompanied by increasing 
consumer concern about the health consequences 
and working conditions under which goods are 
produced. Consumers want to know “are com-

Figure 1. Why fair trade is important



 

 

15 more pages are available in the full version of this document, which may

be purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/global-innovators-open-innovation-serves/60507

Related Content

Implications for Website Trust and Credibility Assessment
Yahya M. Tashtoush, Aisha Zaidanand Izzat M. Alsmadi (2012). International Journal of E-

Entrepreneurship and Innovation (pp. 17-33).

www.irma-international.org/article/implications-website-trust-credibility-assessment/75438

An Integrative Perspective of Mobile Advertising for SMEs
Hanna Komulainen, Annu Perttunenand Pauliina Ulkuniemi (2019). International Journal of Media

Management and Entrepreneurship (pp. 48-61).

www.irma-international.org/article/an-integrative-perspective-of-mobile-advertising-for-smes/232702

A Review of the Social Entrepreneurship Phenomenon
Andrea Carolina Silvaand Carlos Poza (2016). Handbook of Research on Social Entrepreneurship and

Solidarity Economics (pp. 1-26).

www.irma-international.org/chapter/a-review-of-the-social-entrepreneurship-phenomenon/153233

Megatrends in Electronic Business: An Analysis of the Impacts on SMEs
Marko Ovaskainenand Markku Tinnilä (2011). International Journal of E-Entrepreneurship and Innovation

(pp. 1-15).

www.irma-international.org/article/megatrends-electronic-business/52779

Social Entrepreneurship: Does Institutional Environment Make a Difference?
Susana Bernardino, José Freitas Santosand José Cadima Ribeiro (2016). Handbook of Research on

Entrepreneurial Success and its Impact on Regional Development (pp. 513-538).

www.irma-international.org/chapter/social-entrepreneurship/141425

http://www.igi-global.com/chapter/global-innovators-open-innovation-serves/60507
http://www.irma-international.org/article/implications-website-trust-credibility-assessment/75438
http://www.irma-international.org/article/an-integrative-perspective-of-mobile-advertising-for-smes/232702
http://www.irma-international.org/chapter/a-review-of-the-social-entrepreneurship-phenomenon/153233
http://www.irma-international.org/article/megatrends-electronic-business/52779
http://www.irma-international.org/chapter/social-entrepreneurship/141425

