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I. OBJECT OF STUDY, RATIONALE AND RESEARCH OBJECTIVES

I. 1. OBJECT OF STUDY

The objective of this thesis is to study the process of implementing internal idea management initiatives and their influence on the development of an innovation culture in large organizations1. Its content responds to the generic question: how does the implementation of an internal idea management initiative influence the development of an innovation culture in large organizations?

The acceleration in globalization and the resulting increase in competition, as well as an increase in market complexity, uncertainty and turbulence, characterized, among other aspects, by shorter product life cycles, changing customer demands and intense and radical technological advances, have created an environment in which it is difficult, if not impossible, to maintain a competitive advantage over a long period of time. Consequentially, some companies, in particular large organizations, are changing the way processes are organized and are focusing resources to achieve transitory competitive advantages (McGrath, 2013).

Furthermore, during the last decade of the 20th century, possibilities associated with the convergence between the exponential increase in computer capacity and the widening use of the internet applied to all subsystems of business management, from production and finance through to sales and marketing, together with the way work was organized, underwent an unprecedented analysis in search of increased productivity. Yet eighteen years later, the focus of business innovation is aimed at leveraging technology to increase the versatility and effectiveness of human capital.

The capacity of the internet to promote worldwide flow of information and knowledge creates the conditions for a more enriching and open ecosystem, but also a much more complex one. Technological disruption and social transformation have gone hand-in-hand in recent decades and caused radical changes to the viability of business strategies. This continuous change, happening with unprecedented speed, forces organizations to better anticipate and be more prepared to adopt new ways of creating, innovating, manufacturing, commercializing and even financing.

These changes are making companies more permeable to the outside world and its ideas. This new approach can be seen in the concept of open innovation, a term coined by Henry Chesbrough (2003), who describes it as the paradigm of innovation which assumes that firms can and should use both internal and external ideas, as well as consider both internal and external paths to market, as organizations look to advance (Domingo, 2013).

Similarly, competitive advantage is usually obtained by making good use of technology, but it has a short life cycle, since products and services are almost immediately copied by competitors (Fawcett, Brau, Rhoads, Whitlark and Fawcett, 2008). For this reason, organizations are looking at their employees as a source of competitive advantage which will allow them to differentiate themselves for longer periods of time (Fawcett et al., 2008; Bolino, Valcea and Harvey, 2010). This sustainability is gained by knowing how to exploit the tangible productive resources available, achieved through the knowledge, skills and attitudes of people. From this perspective, the participation of all members of the organization would not only increase the idiosyncratic nature of the competencies developed for the generation of sustainable and difficult-to-imitate competitive advantage but would also produce adaptive advantages, given that new ideas would serve to solve problems or satisfy evident or dormant needs detected outside and inside organizations. If this imperative is not fulfilled, ideas would not be selected. Consequently, an innovation culture not only fosters innovation, but also becomes an adaptive system which favors the growth and survival of organizations. Ultimately, it means the innovation culture forms part of the DNA of the whole organization, and not only in silos (Morcillo, 2007).

I. 2. RATIONALE

There were three main reasons for selecting this subject (the process of implementing internal idea management initiatives and their influence on the development of an innovation culture in large organizations). The first reason is related to the researcher’s own curiosity about the subject, which has increased through his professional activity, given that since 2011 he has been involved in his own and third party projects which have required the implementation and use of idea management platforms (crowdsourcing). This first reason is, therefore, linked to a personal need.

The researcher’s professional activity in the areas of entrepreneurship and business consulting as well as teaching, has allowed him to be in contact with a significant number of company directors who have shared their concern about how to develop an innovation culture in their organizations, and particularly, whether an internal idea management initiative is the best way to approach it. So, the second reason is driven by the interest of others, which we hope to have responded to in this doctoral work.

Lastly, the third reason is related to the lack of empirical studies carried out. It is true that over the last 15 years open innovation processes have been broadly studied from many perspectives, such as: leveraging external knowledge and experience through crowdsourcing platforms for generating ideas and solving problems (Howe, 2006a, 2006b; Brabham, 2013); managing external and own intellectual property (Chesbrough, 2003 and 2006; Resnick, 2011; Chesbrough and Ghafele, 2014); or emphasizing the importance of the business model as the key aspect for capturing value from innovation (Chesbrough, 2003 and 2006; Boudreau and Lakhani, 2009; Teece, 2010). However, there are few studies which provide empirical evidence of the use of collaborative technologies and their associated processes within organizations as an element which favors the participation of all employees in the innovation process. Some of these examples describe how the wikis can be used throughout the different stages of the innovation process from idea generation to commercializing the product or service developed (Standing and Kiniti, 2011), or how Swarovski created the i-flash community for generating and selecting employee ideas (Füller, Lenz and Pirker, 2010), or how the implementation of an internal ideas management platform was the element which allowed a service company to change its organizational culture (Scupola and Nicolajsen, 2014).

To conclude, the most recent state of the art literature on the object of study also appears to lack analysis (Zuchowski, Posegga, Schlagwein and Fischbach, 2016) of the phenomenon in the context of the organization, using qualitative research methods. As laid out in chapter 5 of this research, said methods are considered to be as the best way to contribute towards the body of knowledge in the area of internal crowdsourcing and its influence in the development of an innovation culture.

I. 3. RESEARCH OBJECTIVES

Our research aims to achieve three main objectives and six related operational objectives.

Main objectives:


1. Advance towards achieving a best practice guide for implementing an internal idea management initiative, as well as a model which integrates the different analytical and decisional units, and which schematically represents the respective decisions.

2. Propose an innovation culture model and estimate its reliability and validity, as a necessary step for working on the third objective.

3. Explore the impact internal idea management initiatives have on the development of an innovation culture.



Operational objectives:


a. Understand the characteristics, and key factors of an internal idea management initiative, as well as the rationale behind it.

b. Develop or select a model which groups together the main components of idea management initiatives.

c. Develop or select an innovation culture model and estimate its reliability and validity.

d. Test which components of an innovation culture are strengthened in organizations where an internal idea management initiative has been implemented.

e. Assess similarities between the behaviors developed by the organizations analyzed when implementing an internal idea management initiative.

f. Check whether the influence of these type of initiatives in the development of an innovation culture is similar or not in the organizations analyzed.



II. RESEARCH METHODOLOGY AND STRUCTURE

II. 1. METHODOLOGY

The basic research methodology applied in this research has been contemporary multiple case studies (Eisenhardt, 1989; Yin, 1989, 1998) with an essentially inductive -and partially deductive- scientific approach (Yin, 1998). Yin (1989: 13), defines a case study research as “an empirical inquiry that investigates a contemporary phenomenon within its real-life context, especially when the boundaries between phenomenon and context are not clearly evident”. These are common circumstances in the object of study of this research (table 0.1).

As with any research, an empirical work must be undertaken starting with the knowledge already reached by scientific community (Edmondson and McManus, 2007). Therefore, prior to data gathering and the analysis process, the relevant literature on organizational culture, innovation culture and internal crowdsourcing was reviewed. This provided a clearer understanding of current issues in the field, how the issues are being addressed by researchers, what is yet to be answered, and how new research can contribute to the body of knowledge (Hart, 1998). Accordingly, a structured literature review to identify the key issues was conducted, to steer the research process and, more importantly establish how the empirical findings enrich understanding of current internal crowdsourcing practices and its impact on an innovation culture.

As a consequence of this literature review, we selected both the internal crowdsourcing model (see figure 8.1 in chapter 8) of Zuchowski et al. (2016) as a way of synthesizing the analyzed internal idea management initiatives, allowing the schematic representation of the main components which characterize these initiatives and their respective decisions, and the innovation culture framework developed by Rao and Weintraub (2013). See appendix IX for a brief description of this framework.

To empirically estimate the reliability and validity of said innovation culture model, the company DicereGlobal provided us with an extract from their database which they create to help the Spanish Association for Quality (Asociación Española para la Calidad in Spanish or AEC) to measure the Innovation Culture Index (ICI) in Spain, which bases its results on the Innovation Quotient Instrument developed by Rao and Weintraub (2013).

With the 12,496 observations of that database2, once the representativity of the sample and the validation of measurement scales had been confirmed, a multivariate analysis was carried out consisting of a first phase, in an Exploratory Factorial Analysis (EFA) and concluding with a Third-Order Confirmatory Factorial Analysis (3O-CFA).

Once the model was validated, an instrument will be built to empirically check which elements, factors and dimensions of it are strengthened in an organization where an internal idea management initiative has been implemented. By doing this we also respond to the generic question of the thesis.

To look at the object of study in its entirety, as already mentioned, the contemporary multiple case study methodology was used. It is considered the best approximation given the need to study the phenomenon in its actual organizational context, reinforced by the way in which the research question has been formulated, linking it to the “how” (Yin, 1989; Arias, 2003). Its application in this research is based on an exploratory, descriptive and explanatory study.

To do this, we will investigate the internal idea management initiatives implemented by four large organizations with headquarters in Spain, and we will analyze their impact on the development of an innovation culture, using many different qualitative and quantitative sources of evidence simultaneously. We will carry out a longitudinal study to better understand the rationale and key factors of its implementation and evolution over time.

From the perspective of the phenomenon under study, the unit of analysis considered are large organizations with presence in Spain that have implemented an internal idea management initiative. The following four large organizations have been studied: MADRID CITY HALL, BANCO SABADELL, ENDESA and REPSOL GROUP. The selection of the cases is based on a theoretical sample, rather than statistical and random, to enable an analytical (not statistical) generalization of the results (Yin, 2003) and, therefore, it does not follow the rules of a random sample with statistical generalization capability.

In this sense, the scientific focus of the empirical study is fundamentally analytic induction through replication logic (analytical generalization) and partially deductive, in so far as it starts with the theoretical propositions to be confirmed, previously obtained from the review of available literature.

For this purpose, following the methodological design proposed by Villarreal (2007, 2017) and Villarreal and Landeta (2010), based on the findings of the literature review (Eisenhardt, 1989; Maxwell, 1996; Yin, 1998, 2003), several sources of evidence will be used, to be obtained in two complementary phases of research. The first one, essentially qualitative, will be carried out to describe the rational and characteristics behind each stage of an internal idea management initiative in the four cases analyzed. Using methodological triangulation to validate the data, we will gather the evidence from: (i) internal and external documentation review; (ii) multiple in-depth interviews with key informers; (iii) use of physical, technological and cultural artefacts for recording interviews and for producing photographs. In addition, we will obtain a review of the case report to develop by key informers.

For the second -quantitative- phase, we will build an instrument based on the innovation culture model of Rao and Weintraub (2013), to empirically test what elements, factors and dimensions of said model evolved as a direct influence of each initiative. Using a Likert-type response scale with degrees of influence ranging from 1= without influence to 5= very positive, the questionnaire allowed the analysis of the initiative’s influence on each of the 54 items corresponding to the six dimensions of the innovation culture framework selected.

Table 0.1. Case studies data







	Purpose of research

	Understand motivations, characteristics and key factors of an internal idea management initiative.

Analyze which aspects of an internal idea management initiative have a positive impact on the development of a culture of innovation in four large organization and its inherent components.




	Methodology of research

	Multiple holistic case studies. Descriptive, exploratory and partially explanatory study.




	Unit of analysis

	Four organizations which have implemented an internal idea management initiative.




	Geographical coverage

	Spain




	Type of sample

	Logical and theoretical sample (capacity of transferability of the phenomenon studied), non-random (sampling and statistical generalisation).




	Sample

	Madrid City Hall, Banco Sabadell, Endesa and Repsol Group.




	Evidence-gathering methods

	Documentary review (documentation and archives). Multiple semi-structured interviews with open and closed questions.

Use of physical, technological and cultural artefacts.




	Information sources

	Internal: reports and studies.

External: publications, reports, own websites and other websites.




	Key informers

	Relevant employees, project managers and directors dealing with the internal idea management initiatives.




	Methods of analyzing the evidence

	Essentially qualitative:

• Search for key factors

• Search for critical difficulties

• Identification and description of the steps to implement such an initiative.

• Analysis of critical decisions.

Partially quantitative (descriptive and ANOVA).




	Scientific approach

	Analytical induction through replication logic (analytical generalization).




	
	Deductive processes insofar as they arise from the literature review.




	Evaluation of the methodological rigor and quality

	Validity (constructive, internal and external), reliability, consistency (contextual and theoretical – interpretative).




	Date conducted

	January 2015 – August 2017





Source: Own elaboration based on Villarreal and Landeta (2010).

Inspired by Yin (1998), Villarreal and Landeta (2010) and Villarreal (2017), in table 0.2 we summarize the rigor and quality assessment tests used in these multiple case studies.

Table 0.2. Assessment of case studies rigour and quality








	Test

	Tactic

	Phase of the investigation



	Constructive validity

	Prior analysis of the conceptual context and theoretical framework (theoretical triangulation).

	Review of the literature




	Structural design of the main conceptual elements based on the internal crowdsourcing model of Zuchowski et al. (2016) and the Innovation Cultural model of Rao and Weintraub (2013) (theoretical models).

	Design of the research




	Use of different methods for gathering the evidence (methodological triangulation):

	Evidence gathering




	• Documentary review.

	



	• Multiple in-depth interviews.

	



	• Use of physical, technological and cultural artefacts.

	



	Use of multiple sources of information (data triangulation) to confirm evidence in different sources:

	Evidence gathering and analysis




	• Internal and external, direct (primary) and indirect (secondary).

	



	• Varied typology: documentation, files, interviews, questionnaires, real physical context.

	



	• Diversity of key informers faced with the same questions.

	



	• Critical assessment of evidence compared by source.

	Evidence gathering Design of the research




	Quasi-simultaneous and unified process of evidence gathering and analysis.

	Gathering and analysis Composition




	Establishment of chain of evidence. Feedback of case report by key informers.

	All




	Review of case reports by key informers General and instrument flexibility of the research through cyclical review of the field study

	



	Internal validity

	Creation of explanation (systematic comparison of the literature structured on the theoretical models).

	Individual and overall analysis




	External validity

	Eclectic and inclusive approach to the theoretical perspectives and focuses on internal crowdsourcing and culture of innovation

	Design of the research



	
	Establishment of unit of analysis and selection of the cases based on the potential of knowledge on the phenomenon studied (influence of an internal idea management initiative in the development of a culture of innovation).

	Identification of unit of analysis and selection of case




	General design and evidence gathering




	
	Selection of evidence-gathering methods (methodological triangulation) based on the potential for understanding the phenomenon under study.

	Overall analysis and conclusions




	
	Application of replication logic (analysis of other case studies) to arrive at analytical generalization.

	Composition and conclusions




	
	Consideration of the results of the research as an initial hypothesis for studies in future lines of research.

	



	Reliability

	Creation of a study protocol and monitoring of guidelines as a guide for action.

	General design and data gathering




	
	Preparation of a database that will organize, integrate and synthesize the information obtained from the different sources of evidence.

	General design and data gathering




	
	Ethical commitment on effort, time, dedication and specific activities of the key informers involved.

	General design, gathering and analysis




	
	Rigorous assessment of ethical aspects in obtaining and analyzing the evidence.

	



	Theoretical- interpretative consistency

	Prior understanding of the phenomenon and the context according to key informers (high degree of empathy with the frameworks of reference of the sources of information).

	General design and data gathering




	
	Use of techniques (starting protocol, open questions, semi-structured interviews) that will allow dialectic initiative by key informers.

	



	
	Critical filtering of the contextual knowledge based on relevant conceptual and theoretical elements established in the theoretic model.

	



	Contextual consistency

	Attention to relevant contextual elements for explaining the phenomenon to be studied, even those not explicitly set out in the original model.

	Evidence gathering




	
	Consideration of the generic environment of the unit of analysis and critical assessment of the evidence based on the (macro) context.

	Data gathering and analysis




	
	Consideration of the specific environment of the unit of analysis and critical assessment of the evidence based on the (micro) context.

	Data gathering and analysis





Source: Own elaboration based on Villarreal and Landeta (2010).
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Therefore, the thesis has been divided into three parts. The first one, “theoretical framework or state of the art of the research”, is made up of three chapters, which present a structured literature review relevant to internal crowdsourcing and innovation culture research to identify key issues and gaps.

In order to adequately understand the innovation culture concept and its implications for the key success factors of innovation, in the first chapter we will introduce the concept of organizational culture, as the first scientific dimension of the research. Thus, we will make a journey through its conceptual evolution, with a view to delineating its meaning. We will analyze its use in business management and those elements which characterize it. Lastly, we will describe the levers which allow an organization to carry out a cultural change.

In the second chapter, we will firstly review the principles of business innovation, starting with the definition of the innovation concept, followed by a review of the types of innovation and how they are managed, and ending with the barriers to developing an innovation process. Secondly, from the definitions of the innovation culture, we will identify the determining factors which the various authors consider favor or impede an organization being more innovative. Next, we will carry out a synthetic exercise to identify what the measuring instruments of the innovation culture described in literature are, and, subsequently, through an evaluation process, using validity, feasibility, parsimony and ease of interpretation and use criteria, we will select the most suitable instrument for measuring an organization’s innovation culture.

In the third chapter, we will analyze the conceptual framework of crowdsourcing, in which the internal idea management initiatives are included, with a view to identifying the key components that drive an innovation culture in those organizations that rely on this type of initiatives. We will look at the evolution of the crowdsourcing concept, comparing it with other similar collaborative models, to end with an in-depth analysis of the internal crowdsourcing model, which will allow us to select the model to be used in this thesis as an element of synthesis of the internal idea management initiatives.

The second part will deal specifically with “the empirical analysis of the research”. It consists of two chapters.

Although its not the main objective of this research, to lend greater rigor to the selection of the innovation culture model in the second chapter, in the fourth chapter we will describe the procedure followed for empirically testing its validity and feasibility. In order to do so, as already described in the previous epigraph, we will use an extract from a database used to measure the ICI in Spain, to first confirm the representativity of said sample and validate the measuring scales and then, secondly, carry out a multivariate analysis, an EFA in a first stage, and conclude with a 3O-CFA.

In the fifth chapter, “research methodology design: multiple case study”, we will select, adapt and theoretically justify this research methodology as the most suitable for the study objectives and circumstances. To do this, we will formulate the design stages and factors in the case studies of this scientific research: the questions the research seeks to answer, the selection of cases and identity of the unit of analysis, the preparation of evidence gathering, the analysis of the evidence and the creation of a report with the study’s conclusions. In this way, it will become our very own manual, with recommendations from methodological experts. This is all reflected on the case studies datasheet (table 0.1) of the empirical study.

The third part, “case studies of large organizations in Spain” will focus on developing the empirical study of large organizations with presence in Spain which have implemented internal idea management initiatives using contemporary multiple case study as a scientific research methodology. It consists of two chapters.

In the sixth chapter, “results of the multiple case study in large organizations: their internal idea management initiatives”, we will carry out an in-depth study of the cases of four large organizations which decided to implement internal idea management initiatives. For this, we will create a profile for each of them and then proceed to analyze them individually and collectively. We will analyze the reasons for implementing this type of initiatives, along with the key success factors. We will explore the impact that each initiative has had on the development of an innovation culture in each organization studied. Then, we will test if the perception of said influence is similar among the organizations and evaluate the degree of similarity between the behaviors developed by the organizations during implementation. We will conclude with the study results.

In the seventh and final chapter, we will present our most significant conclusions in direct response to the operational objectives of the research, the implications, the limitations and avenues for future research. We will close with the bibliography.

In the appendices relating to the empirical study we will show an individual analysis of each case (appendices I, II, III and IV), which complements the individual description carried out in the sixth chapter, as well as the chain of evidence of the case studies (appendix V), which will include the field instruments used (letters, questionnaires, scripts for the interviews etc) and the structure of the database used (internal crowdsourcing model). Moreover, in line with the empirical test of the innovation culture model selected, we will present the main results of the cross validation, the variable correlation matrix, frequency distributions and the main statistics of each of the items of the InnoQuotient instrument questionnaire (appendix VI), as well as the results of the EQS program corresponding to the 3O-CFA carried out (appendix VII). Given that we are applying to obtain the International PhD mention, three appendices in English have been added. Appendices VIII, IX and X constitute a complement to the introduction (summary) and conclusions chapters written in English, so as to help two expert doctors belonging to non-Spanish higher education institutions or research centres to appraise the thesis with more detailed knowledge. We will also include a glossary which covers those acronyms and abbreviations most used in this research.
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I. OBJETO DE ESTUDIO, MOTIVACIÓN Y OBJETIVOS DE LA INVESTIGACIÓN

I.1. OBJETO DE ESTUDIO

El presente trabajo de investigación tiene como objeto de estudio el proceso de implantación de iniciativas de gestión de ideas internas y su influencia en el desarrollo de una cultura de innovación en grandes organizaciones3. La temática de este objeto respondería a la cuestión genérica, ¿cómo influye la implantación de una iniciativa de gestión de ideas internas en el desarrollo de una cultura de innovación en grandes organizaciones?

La aceleración de la globalización y la rivalidad competitiva que lleva asociada, así como el incremento de la complejidad, la incertidumbre y la turbulencia en los mercados, caracterizados, entre otros aspectos, por el acortamiento en el ciclo de vida de los productos, las demandas cambiantes de los clientes y la intensidad y radicalidad de los avances tecnológicos, han creado un entorno en el que mantener una ventaja competitiva durante un largo periodo de tiempo es difícil de lograr, sino imposible. Como consecuencia, algunas empresas, especialmente grandes organizaciones, están abordando cambios en la forma de organizar sus procesos y disponer de sus recursos para obtener ventajas competitivas transitorias (McGrath, 2013).

Por otro lado, si bien durante la última década del siglo XX, las posibilidades asociadas a la convergencia entre el aumento exponencial de la capacidad de computación y la extensión de Internet aplicadas a todos los subsistemas de la gestión empresarial, desde la producción y las finanzas a la comercialización, junto a la forma de organización del trabajo, fueron objeto de un análisis sin precedentes en la búsqueda de una mayor productividad; dieciocho años después, el foco de la innovación empresarial se dirige a cómo utilizar las tecnologías disponibles para que la contribución del capital humano sea más versátil y eficaz.

La capacidad que ofrece Internet para propiciar el flujo de información y conocimiento a escala global crea las condiciones de un nuevo ecosistema más enriquecedor y abierto, pero también mucho más complejo. La disrupción tecnológica y la transformación social que han ido de la mano en las últimas décadas han provocado mutaciones radicales en la viabilidad de las estrategias empresariales. Este entorno de continuos cambios y a un ritmo sin precedentes, exige a las organizaciones anticiparse, prepararse y adoptar nuevos enfoques respecto a sus procesos de creación, innovación, fabricación, comercialización e incluso, financiación.

Estos cambios son los que están llevando a las organizaciones a ser más permeables al mundo exterior y sus ideas. Este nuevo enfoque se recoge en el concepto de innovación abierta acuñado por Henry Chesbrough (2003), quien lo describe como el paradigma de la innovación que asume que las empresas pueden y deben usar ideas tanto internas como externas, así como rutas de mercado internas y externas conforme avanzan sus productos y tecnologías (Domingo, 2013).

Asimismo, las ventajas competitivas solían obtenerse mediante la explotación de la tecnología, pero las mismas tienen una vida corta, ya que de forma casi inmediata son replicadas por los competidores (Fawcett, Brau, Rhoads, Whitlark y Fawcett, 2008). Por esta razón, las organizaciones están volviendo la mirada hacia sus empleados como una fuente de ventajas competitivas que les permitan diferenciarse de forma más duradera (Fawcett et al., 2008; Bolino, Valcea y Harvey, 2010), ya que esa sostenibilidad en el tiempo la proporciona la pericia con la que se explotan los recursos productivos de naturaleza tangible, que depende de los conocimientos y habilidades de las personas, así como de sus actitudes. Desde esta óptica, la participación de todos los miembros de la organización no solamente incrementaría el carácter idiosincrásico de las competencias desarrolladas para la generación de ventajas competitivas sostenibles y difícilmente imitables, sino que, también, produciría unas ventajas adaptativas, dado que las nuevas ideas vendrían a solucionar problemas o a satisfacer necesidades latentes o patentes detectadas fuera y dentro de las organizaciones. De no cumplir con este imperativo, las ideas no se seleccionarían. En consecuencia, un modelo de cultura de innovación no sólo fomenta la innovación, como es natural, también se convierte en un sistema adaptativo que favorece el crecimiento y la supervivencia de las organizaciones. En definitiva, se trata de que la cultura de innovación forme parte del ADN de toda la organización, y no solo en silos aislados (Morcillo, 2007).

I.2. MOTIVACIÓN

La elección del objeto de estudio (el proceso de implantación de iniciativas de gestión de ideas internas y su influencia en el desarrollo de una cultura de innovación en grandes organizaciones) está motivada fundamentalmente por tres razones. La primera razón está relacionada con una inquietud personal del investigador sobre el tema, que se ha visto acrecentada a través de su actividad profesional, puesto que desde el año 2011 ha estado vinculado a proyectos propios y de terceros que han requerido la implantación y uso de plataformas de gestión de ideas (crowdsourcing). Por tanto, esta primera razón está vinculada a una necesidad personal.

La actividad profesional del investigador, tanto en el área de emprendimiento y consultoría empresarial como en la docencia, le ha permitido estar en contacto con un amplio grupo de directivos de empresas que le han transmitido su preocupación sobre cómo desarrollar una cultura de innovación en sus organizaciones y, en particular, si una iniciativa de gestión de ideas internas sería la forma óptima de abordar dicho proceso. Luego, la segunda razón se sustenta en un interés ajeno, que esperamos haber respondido con este trabajo.

Por último, la tercera razón estaría relacionada con la escasez de estudios empíricos realizados. Si bien, durante los últimos 15 años los procesos abiertos de innovación han sido ampliamente estudiados desde múltiples perspectivas, tales como: aprovechar el conocimiento y la experiencia externos mediante el uso de plataformas de crowdsourcing para la generación de ideas y la solución de problemas (Howe, 2006a, 2006b; Brabham, 2013); gestionar la propiedad intelectual externa y propia (Chesbrough, 2003 y 2006; Resnick, 2011; Chesbrough y Ghafele, 2014); o enfatizar la importancia del modelo de negocio como el aspecto clave para capturar valor de la innovación (Chesbrough, 2003 y 2006; Boudreau y Lakhani, 2009; Teece, 2010); sin embargo, hay muy pocos estudios que proporcionen evidencia empírica sobre la utilización de tecnologías colaborativas y sus procesos derivados dentro de los límites de la organización como elemento dinamizador de una cultura organizacional que favorezca la participación de todos los empleados en las etapas iniciales del proceso de innovación. Algunos de esos pocos ejemplos describen como las wikis pueden usarse a lo largo de las diferentes etapas del proceso de innovación desde la generación de ideas hasta la comercialización del bien o servicio desarrollado (Standing y Kiniti, 2011), o como Swarovski creó la comunidad i-flash para la generación y selección de ideas por parte de sus empleados (Füller, Lenz y Pirker, 2010), o como la implantación de una plataforma de gestión de ideas internas fue el elemento que permitió a una empresa de servicios cambiar su cultura organizacional (Scupola y Nicolajsen, 2014).

En conclusión, el estado del arte en la literatura más reciente sobre el objeto de estudio también parece demandar trabajos de esta naturaleza, en los que analizar dicho fenómeno en su contexto real, el de la organización, mediante métodos de investigación cualitativa que, como se detalla en el capítulo 5 de este trabajo, se ha considerado como la manera más adecuada para progresar en la comprensión de cómo abordar la implantación de una iniciativa de gestión de ideas internas y explorar su impacto en el desarrollo de una cultura de innovación en grandes organizaciones.

I.3. OBJETIVOS DE LA INVESTIGACIÓN

Nuestro trabajo de investigación pretende alcanzar tres objetivos principales y seis objetivos operativos derivados de los principales.

Objetivos principales:

1. Avanzar en la consecución de una guía de buenas prácticas para la implantación de una iniciativa de gestión de ideas internas, así como, de un modelo que integre las diferentes unidades analíticas y decisionales, que facilite su representación con sus respectivas decisiones de forma esquemática.

2. Plantear y contrastar empíricamente un modelo de cultura de innovación que permita abordar el tercer objetivo.

3. Explorar el impacto que las iniciativas de gestión de ideas internas tienen en el desarrollo de una cultura de innovación.

Objetivos operativos:

a. Comprender las motivaciones, las características y los factores clave de una iniciativa
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