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1. Introduction
Until recently, the conceptualization of the modern industrial corporation — whether
Dupont, General Motors or IBM — was that its success depended on developing and
commercializing its own technological innovations (Chandler, 1977, 1990). However, beginning
with von Hippel (1988), innovation researchers have begun to consider a broader range of
sources of innovations that might be commercialized by firms. Other researchers, such as Teece
(1986) and Chesbrough (2003), have even suggested that firms do not need to commercialize
their own innovations. Finally, research on phenomena such as open source and free software
(e.g. von Hippel, 2007) has shown that some economically significant technological innovations
are both created and diffused entirely outside the control of firms or other for-profit actors.
This view of innovation creation and commercialization as spanning firm boundaries (or
outside them entirely) has been concentrated in three major streams of research: user innovation
(UI) (von Hippel, 1988, 2005), cumulative innovation (CI) (Scotchmer, 2004; Murray &
O’Mahony, 2007) and open innovation (OI) (Chesbrough, 2003, 2006; Laursen & Salter, 2006).
When compared to the traditional vertically integrated innovation (VII) model, these three
distributed views of innovation also place greater emphasis on cooperation between actors (both
individual and corporate) in the creation and commercialization of such innovations.
However, within each of these three streams are multiple distinct innovation modes that
differ in the path of knowledge between actors, degree of cooperation, and assumed institutional
context. For some key variables, the similarities across streams — as when firms rely on external
sources of innovation (part of both UI and OI) — can be greater than the similarities between
multiple modes within a given stream.
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Here we identify and contrast the multiple innovation modes within open, user and
cumulative innovation research. We identify the supply, demand and institutional conditions that
are associated with each mode, and develop a general taxonomy of creating and commercializing
innovations that includes alternatives both inside and outside the firm. From this, we suggest
opportunities for future research within and across the modes.
2. Distributed Perspectives on the Innovation Process
Decades of research has identified how firms develop technical inventions into technological
innovations, and then commercialize these innovations through an internal process of R&D,
production and distribution. Such research has established both technical and business aspects of
the innovation process, as exemplified by the industrial giants of the mid-20th century (Freeman,
1982; Chandler, 1990).
However, beginning with the work of Allen (1983) and von Hippel (1988), researchers have
identified anomalies that did not conform to this stylized model of VII. From this early work,
considerable research over the intervening two decades has focused on documenting the
existence of a more distributed model — in which innovation outside the boundaries of the firm
supplements or even supplants the integrated process of innovation commercialization — and
also to explain how and why such distributed innovation occurs. (Here we use “distributed
innovation” as a metacategory for prior research on innovation that crosses organizational
boundaries or take place entirely outside an organization.)
Three distinct and largely disjoint streams of distributed innovation research have emerged:
OI, UI and CI (Table 1). Within each stream, there are multiple modes that differ on how a new
or improved technology is commercialized. These three major streams link to existing research
on innovation creation, but differ from that research in their assumption as to the origins and
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commercialization of such innovations. They also differ dramatically with each in both their
domain and their underlying assumptions, as will be discussed below.
Insert Table 1 here
2.1.

Defining Innovation, Commercialization and Diffusion
As conceptualized by innovation scholars, the industrial innovation process comprises both a

technical component (invention) and also the commercialization of that technology (innovation).
Schumpeter (1934: 88) concluded that technical inventions “not carried into practice … are
economically irrelevant,” while Freeman (1982: 7) argued that “inventions … do not necessarily
lead to technical innovations. In fact the majority do not. An innovation in the economic sense is
accomplished only with the first commercial transaction.”
However, innovations can have economic or societal impact even if disseminated through a
non-commercial process that Rogers (1995) has labeled the diffusion of innovations; an example
of this would be Project GNU of the free/open source software movement, developed without
regard to any commercial implications (West & Gallagher, 2006).1 A definition of innovation
that subsumes such cases is given by Roberts (2007: 36): “Innovation is composed of two parts:
(1) the generation of an idea or invention, and (2) the conversion of that invention into a business
or other useful application.”
Different researchers have used different definitions as to which technical changes qualify as
an “innovation.” Some researchers adopt a relatively narrow technical or economic scope for
“innovation,” such as those that limit it to discontinuous or radical innovations that are “new to
the world.” Research in OI, UI and CI generally uses a broad definition of innovation. Consonant

1

Not all open source software is non-commercial, because a significant fraction of open
source software projects are sponsored by firms to help them commercialize their own
inventions or those of voluntary contributors (West & O’Mahony, 2008).
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with the OI, UI and CI literatures, we adopt the Nelson and Winter (1977: 48) definition that
“any nontrivial change in a product or process, if there has been no prior experience, is an
innovation.”
2.2.

Streams of Distributed Innovation Research
Overall, the different literature streams on OI, UI and CI all reject as incomplete the

traditional paradigm of the vertically integrated firm, pointing to the prevalence of innovation
that relies on multiple sources of knowledge not controlled by a single firm. Originally motivated
by one or more anomalies — gaps between the actual practice and the accepted VII model of
innovation creation and commercialization — each stream is based on a fundamental rejection of
one or more of the premises of that model.
The streams are similar in that much of the early work has focused on documenting the
existence, prevalence and societal impact of the associated phenomenon. However, they differ in
their assumptions and core research questions, including the presumed path for creating and
commercializing innovation. In addition to differences between streams, there are also important
differences between the modes within each stream (Table 2).
Insert Table 2 here
Here, we outline the basic premises for each of these three major streams, as well as the
distinct innovation modes within each of the streams.
Open innovation (OI). Research on OI assumes that firms are often better off
commercializing external sources of innovations, and finding external paths for commercializing
internally sourced innovation. The core research questions are how and when firms can
commercialize the innovations of others and commercialize its valuable innovations through
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others. OI is therefore especially concerned with which economic (pecuniary) implications and
opportunities are provided by external sources of innovation and commercialization.
Although OI as conceived by Chesbrough (2003) is like UI in examining the extraorganizational sources of innovation, both the research motivation and the presumed motivation
of key actors are considerably different. In OI, profit-maximizing firms seek to find the optimal
flows of knowledge into and out of the firm to advance their technology (Chesbrough, 2006). OI
is the innovation stream most similar to VII, combining with and supplementing the practices
and concepts of the integrated model (Chesbrough, 2006). Unlike UI and CI, some approaches to
OI allow for — if not depend on — achieving economies of scale, as when Intel designs
standardized microprocessor components that are used as external innovations by systems
integrators (West, 2006).
Most research on OI is split between two distinct modes, based on the direction of innovation
and knowledge flows (West & Gallagher, 2006; Enkel et al., 2009). Since Chesbrough (2003),
most research has focused on the outside-in (OI-inbound) approach for firms to access external
innovations to reduce cost or increase opportunity. For example, Laursen and Salter (2006)
found that internal innovation and the search for external innovations were direct substitutes,
while the depth of external search was greatest earliest in the product life cycle. Neyer et al.
(2009) considered the social integration processes used by medium-sized firms to incorporate
external innovations.
A much smaller body of research has considered how firms — consistent with Teece (1986)
— use intellectual property (IP) protection to market their innovations for commercialization by
others (OI-outbound). A rare example is the study of Lichtenthaler (2009: 326), which concluded
that “higher transaction rates in the markets for technology strengthen the positive effects of
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[outbound] open innovation strategies.” Conversely, Fabrizio (2006) used patent data to
conclude that university efforts to monetize scientific discoveries — an OI practice consonant
with Chesbrough (2003) — also slowed the cumulative production processes of open science.
Some research considers both modes, often by examining both sides of the dyadic exchange
between buyers and sellers of innovation. An example is when Christensen (2006) looks at the
choices made by consumer electronics makers in response a radical innovation in amplifiers:
including the choice of vertical integration or OI-inbound for sourcing the new technology, and
the decision whether to utilize OI-outbound for some or all of their revenues.
User innovation (UI). Research on UI assumes that users have the knowledge and
motivation to create innovations that solve needs unmet by existing producers. The core research
questions focus on tools, processes and policies to enable such innovation, both to unleash the
potentially innovative ideas they have, and to find a way for those ideas to be diffused to others.
UI is different from VII, OI and CI in that it primarily focuses on the users of technology
(individual, community and corporate) rather than the producers. Instead of the monetary profit
presumed by most firm centric research, UI examines how users benefit from using their new or
improved products and service. Studies of UI are thus predicated on the assumption that users
will satisfy their own needs, if enabled by various design and policy choices. One such choice is
the modularity of product design and, in particular, the provision of “user toolkits” to facilitate
user experimentation and innovation (von Hippel & Katz, 2002; Franke & von Hippel, 2003;
Jeppesen, 2005). Other choices include firm policies to encourage and solicit such innovation
(von Hippel, 1988), and government IP policies that enable experimentation (von Hippel, 2005).
With this stream, four modes correspond to distinct paths for commercialization or other
forms of diffusion. In the first path (UI-input), firms solicit user innovations as input for new or
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improved commercial products, whether through user suggestions or fully elaborated prototypes
(Franke & Piller, 2004; Lüthje & Herstatt, 2004; Jeppesen & Frederiksen, 2006). An example is
3M, a classical VII firm, which successfully generates new product ideas by identifying lead
users in target and other markets, thereby greatly outperforming traditional innovation projects
(Lilien et al., 2002). Producers can moreover outsource a part of the innovation process to users
by providing toolkits for innovation. For example, Nestle FoodServices’ toolkit enables custom
food design by restaurants with direct prototyping and testing based on learning-by-doing —
instead of the traditional approach of continuous and imperfect “translation” between users’
recipes and Nestle’s prototypes (von Hippel & Katz, 2002).
In another mode (UI-self), users may utilize the tools and alternatives to meet their needs but
not seek to commercialize or otherwise disseminate those innovations. This might include
traditional user-innovators that innovate to solve their own needs by making incremental
improvements (cf. Hollander, 1965; Bogers, 2009). For example, Lüthje (2004) reports that the
majority of innovators among outdoor sports enthusiasts does not transfer the innovative ideas to
producers, and apparently do not share within a community. Moreover, Bogers et al.
(forthcoming) identify users as post-implementation adapters, which include cases of users
(mostly firms) that adapt (or re-invent) a producer’s innovation after it has been implemented (cf.
von Hippel & Tyre, 1995; Pisano, 1996). UI-self also takes place when users are given the tools
to alter a product based on their specific needs, as in the case of “embedded toolkits” in which
users can adapt a product to their needs while they are using it (Steiner et al., 2009).
Moreover, users may freely reveal their innovations without regards to commercialization
prospects (UI-share), whether out of altruism, reciprocity, or in hopes of accelerating their own
problem-solving efforts (Shah, 2006; von Hippel & von Krogh, 2006). It has also been argued

-8-

that sharing their innovations (both design and outputs) with others can be economically
beneficial for users (Harhoff et al., 2003; Baldwin & von Hippel, 2009), while a large user
community may attract producers to enter the newly defined niche (Baldwin et al., 2006). Based
on a common interest in creating and disseminating innovations, individuals and firms may form
a self-identified innovation community (West & Lakhani, 2008). Sharing among users occurs in
information goods, such as open source software (e.g. Lakhani & von Hippel, 2003), as well as
in physical goods, such as sports-related products (e.g. Franke & Shah, 2003). Users can share
innovations both horizontally, thus operating independently of any sponsoring firm (von Hippel,
2007), and vertically, with upstream producers (de Jong & von Hippel, 2009).
Most recently, Shah and Tripsas (2007) identified another path for direct commercialization
(UI-startup), in which users — typically after engaging in a collective creative activity within a
user community to identify a need and refine its solution — become user-entrepreneurs to serve
heterogeneous niche markets in industries with low entry barriers. An example from their study
is the Baby Jogger Company, established by a user-entrepreneur who invented the jogging
stroller to be able to roll his son along with him while jogging, while Yahoo! is also given as an
example of a firm founded by user-entrepreneurs. Shah and Tripsas (2007) distinguish two types
of user entrepreneurs. End-user entrepreneurs use a product in their daily life — similar to UIself and UI-share (with the subsequent commercialization being the key difference).
Professional-user entrepreneurs are embedded in an organization and use a product in their
professional life; their commercialization path is to develop a spin-off in a completely different
industry — matching the OI-outbound spin-off pattern identified by Chesbrough (2003, 2006).
Cumulative innovation (CI). Research on CI assumes that unmonetized knowledge
spillovers between rivals play a crucial role in advancing technological progress and thus in

-9-

improving societal welfare. The central research questions focus on documenting the value of
such flows and evaluating alternative IP policies that encourage or impede these flows. Such
research often (implicitly or explicitly) has implications for IP policy, with a particular emphasis
on patent regimes. The earliest CI research focused on rivalrous firms seeking to increase
revenues and profits through technological innovation, normally when that technology is
immature or otherwise not fully commercialized.
The initial focus of CI research considered cases where various parties successively refine a
single technology until the improved technology is widely used by a range of producers (Allen,
1983; Nuvolari, 2004). The other pattern of CI is when firms build upon a common, everincreasing pool of enabling science, as in biopharmaceutical drug discovery (Murray &
O’Mahony, 2007; Scotchmer, 2004). Within CI, a significant body of research models the impact
of IP protection regimes upon incentives for initial and subsequent innovators (e.g. Scotchmer,
1991; Bessen, 2004).2
Two modes of CI research share a common perspective on the existence (and societal
benefits) of interfirm spillovers, but they differ on the degree of cooperation manifest in these
spillovers. In some cases, CI is fueled by explicit cooperation and intentional knowledge sharing
between firms and other researchers (CI-share), including those linked to the norms of open
science (David, 2002; Murray & O’Mahony, 2007). Firms may also share knowledge when the
innovation is complementary rather than core to their primary business, as in Nuvolari’s (2004)
study of pumping engines. In other cases, direct competitors build upon each other’s knowledge
spillovers to advance the state of the art (CI-rival). This may occur when efforts to build barriers

2

While this research has been variously described as “collective invention” or “cumulative
innovation,” both categories consider the cumulative process of incremental innovation with
contributions by rivalrous (or semi-rivalrous) inventors. Here we use the most recent term.
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through IP prove unsuccessful (e.g. Allen, 1983). Alternately, consistent with von Hippel and
von Krogh’s (2006) typology of free revealing, firms may resign themselves to spillovers after
concluding that such knowledge is not cost-effective to protect.3
3. Characteristics of Distributed Innovation Modes
While the different streams of distributed innovation research have overlapping critiques of
the integrated innovation process, they differ significantly in their enabling assumptions about
the sources, incentives and success criteria for creating and diffusing innovations. Here we
contrast how the streams differ in terms of the locus of innovation creation, paths to
commercialization, and the enabling assumptions (and thus domain boundaries) under which
they can occur.
3.1.

Locus of Innovation Creation
In the earlier paradigm of the VII firm, all knowledge is internalized and controlled by the

firm, which is more efficient due to failure of markets and the inability to appropriate benefits of
innovation (cf. Chandler, 1977, 1990; Teece, 1986). In contrast, the OI, UI and CI streams focus
on innovation that combines knowledge created at different loci, across multiple stakeholders in
a value network (von Hippel, 2005; Chesbrough, 2006; Murray & O’Mahony, 2007). Figure 1
gives a representation of the most commonly discussed flows in these three streams.
Insert Figure 1 here
Distributed loci of innovation creation. While the focal firm can have an internal
innovation process (as in VII), the distributed innovation streams particularly emphasize one or
3

Although UI research has generally been characterized as cooperative and collaborative,
some researchers have identified examples of rivalrous UI. For example, as argued by
Baldwin and von Hippel (2009), the incentive to freely reveal decreases if the users compete
with one another, which can for example happen in the case of competing firms or competing
sportspeople (Franke & Shah, 2003; Baldwin et al., 2006).
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more of the external stakeholders in the firm’s value network as a main source of innovation.
More generally, research in the area of OI-inbound argues that there can be several sources of
external innovation and thus knowledge inflows. In fact, it generally considers the widest
possible variety of external sources of innovation — including customers, suppliers, competitors
and complementors — to be of potential value for the firm (Chesbrough & Rosenbloom, 2002;
Laursen & Salter, 2006; Poetz & Schreier, 2009). For example, P&G is very successful at
“crowdsourcing” (as a general type of OI-inbound) by drawing on any of these sources —
thereby enabling that a large part of their new products originate from the outside — while
innovation intermediaries like InnoCentive tap into any type of actor, as long as it has the
relevant knowledge to solve a particular innovation problem (Lakhani et al., 2007; Howe, 2008).
Suppliers. Among the various actors in a firm’s value network, suppliers are particularly
acknowledged by OI research to play an increasingly important role in the innovation process
(Chesbrough, 2003), as also exemplified by the embeddedness of specialized technology
suppliers in the open innovation system during the transformation to digital technology in sound
amplification (Christensen et al., 2005). More generally, there is evidence of important
differences in terms of learning and innovation processes for suppliers vis-à-vis users (Pisano,
1996; Jensen et al., 2007; von Hippel & Tyre, 1995). The role of suppliers as the sources of
innovation was highlighted in even earlier research, when von Hippel (1988) concluded that
suppliers will supply innovation if they can appropriate the benefits from selling material or
components that are complementary to the innovation (see also VanderWerf, 1990). Suppliers of
external innovations are usually organizations, but firms can also cultivate individual suppliers
who — in contrast to user-innovators — may be seeking financial or other rewards (von Hippel,
1988; West & Gallagher, 2006).
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Science. The sources of external innovations, especially in OI-inbound, can also be nonprofit entities, including universities and government laboratories (West et al., 2006). Prior
research has established the importance of external science as a complement to a firm’s
innovation processes in general (e.g. Cohen & Levinthal, 1990; Etzkowitz & Leydesdorff, 2000;
Laursen & Salter, 2004) and university-industry collaboration in particular (e.g. Lee, 1996;
Perkmann & Walsh, 2008). Firms can draw upon the knowledge spillovers inherent in the
process of open science (which has parallels to UI-share and CI-share), which emphasizes
openness in enabling the cumulative process of scientific discovery (David, 1998, 2002).
However, since the Bayh-Dole Act, American universities have sought to monetize those
spillovers, potentially delaying the cumulative innovation discovery process of open science
(Fabrizio, 2006).
Users. Users are considered to be an increasingly important external source of innovation, by
both OI-inbound and UI-input. However, these external stakeholders may also innovate
independently of the firm, which may include collaborative efforts to collectively produce
innovations — as clearly shown by the research of von Hippel (2005, 2007) and others.
Empirical research in this area has mostly shown that individual users (UI-self) and user
communities (UI-share) innovate by cumulatively building on their local knowledge and
expertise (Franke & Shah, 2003; Lakhani & von Hippel, 2003; Lüthje, 2004; Lüthje et al., 2005).
In addition, intermediate users and other organizational users may also act as a source of
innovations (Bogers, 2009; de Jong & von Hippel, 2009). The role of user-innovators is often
important for a focal firm because (as shown by UI-share and UI-startup) users innovate
independently from producers (Shah & Tripsas, 2007; von Hippel, 2007), while (via UI-input)
they can also assist to a producer-innovator (Lilien et al., 2002; von Hippel & Katz, 2002;

- 13 -

Jeppesen & Frederiksen, 2006). In OI-inbound, users can help firms complete their product
offering by providing missing pieces of the whole product solution (West & Gallagher, 2006)
Rivals. A firm’s competitors can also be an important source of innovation, which is the
central argument of CI-rival (Allen, 1983), also supported by CI-share (Nuvolari, 2004) and OIinbound (Chesbrough, 2006). This viewpoint has parallels to research on inter-firm collaboration
as well (e.g. Mowery et al., 1996; Hagedoorn, 2002). Next to formal collaboration, such
knowledge sharing might also take place through informal channels (Allen, 1977; von Hippel,
1987; Schrader, 1991). Given the weak property rights associated with knowledge (cf. Arrow,
1962; Liebeskind, 1996), knowledge “leakage” might be unintentional (as in CI-rival), although
it might also be disclosed to rivals on a voluntary basis (as in CI-share). Lhuillery (2006) finds
that R&D intensive and collaborative firms in high-tech sectors are more likely to engage in
knowledge “leakage” or disclosure. Moreover, knowledge might be disclosed not only to
competitors but to public laboratories as well (cf. OI-outbound).
3.2.

Paths for Commercializing or Diffusing Innovations
The research streams of OI, UI and CI — as well as the innovation modes within them —

differ not only in their assumptions of the locus of innovation creation, but also in the relevant
commercialization or diffusion paths (cf. Table 2). More precisely, the integrated innovation
stream and the various modes of distributed innovation streams differ along two dimensions: the
locus of innovation creation and the locus of innovation commercialization — as defined by
whether that creation or commercialization happens inside or outside the focal firm (Figure 2).
Insert Figure 2 here
We thus distinguish the two parts of the innovation process, namely the conception of a new
technology or invention and the commercialization of that invention (Schumpeter, 1934;
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Freeman, 1982). In the latter category, we also include non-commercial diffusion of inventions
as they often have an economic impact (Rogers, 1995; Roberts, 2007). The figure additionally
makes a distinction between inside (internal) or outside (external) creation and
commercialization, referring to whether the creation and/or commercialization are performed by
a focal firm in the value network or by some other external stakeholder (cf. Figure 1).
Created inside, commercialized inside. This includes the traditional VII model, which is
based on internally developing new ideas, developing those ideas into new technologies, and
commercializing them as products to their customers. Thus, both the creation and the
commercialization is entirely internalized and controlled by the focal firm (cf. Chandler, 1977,
1990; Teece, 1986). Examples of this would be Dupont’s research into organic chemistry in the
1920s and 1930s, that both discovered and developed high-volume manufacturing processes for
products such as cellulose, Freon, Teflon, acrylic plastics (Lucite), and lacquer-based automotive
paints (Chandler, 1990: 183-187).
Created outside, commercialized inside. The clearest example of a focal firm
commercializing an externally created innovation is OI-inbound, which deals with how firms can
access external innovations to reduce cost or increase opportunity (Chesbrough, 2003; Almirall
& Casadesus-Masanell, 2010). For example, Laursen and Salter (2006) explore to what extent
UK manufacturing firms rely on external knowledge — such as from suppliers, customers,
competitors and universities — for their internally commercialized innovations. OI-inbound
considers any external expert as a possible locus of innovation creation (Chesbrough, 2003;
Lakhani et al., 2007), while UI-input specifically identifies user communities as valuable sources
of innovative knowledge (Dahlander & Wallin, 2006; Jeppesen & Frederiksen, 2006; West &
Lakhani, 2008). During product development, firms can also solicit innovations from lead users

- 15 -

or through innovation toolkits — getting the original idea or even prototypes from users — but
they subsequently commercialize those innovations internally (cf. Bogers et al., forthcoming).
Thus, although UI generally rejects the VII paradigm, user innovations may end up being
commercialized through processes that are partly or largely vertically integrated — as in the case
of 3M or Nestlé (Lilien et al., 2002; von Hippel & Katz, 2002). Even in cases where userinnovators launch a firm that relies on user innovations (UI-startup), the end result may be a selfsustaining firm that practices VII to a degree similar to other established firms, as when
Josephine Cochrane founded what became the dishwasher manufacturer KitchenAid or when
mother Julie Aigner-Clark founded the Baby Einstein Company, later bought by the Walt Disney
Company (Shah & Tripsas, 2007).
Created outside, commercialized outside. Considerable OI, UI and CI research has
established that innovation is created outside of a focal firm, and many of these innovations are
commercialized (or otherwise diffused) outside the firm as well. In particular, the UI-share mode
assumes that no focal firm is required to diffuse (or use) an innovation and that there is often no
commercialization at all.4 Consequently, the research on UI-share tends to focus on the noncommercial diffusion of innovations by users. This might be spread directly to peers via word of
mouth, as when users of stressed-skin panels freely revealed their innovations to other builders
instead of keeping them proprietary, thus providing a cheap diffusion mechanism (Slaughter,
1993; von Hippel, 2005). Or it may be diffused to other users via communities, as with the new
musical timbres created by users of a computer-controlled music synthesizer (Jeppesen &
Frederiksen, 2006). More generally, in UI-share, users can join communities to develop and

4

UI-self is not included in Figure 2 because it emphasizes efforts by user-innovators to
improve their own situation without trying to help others, and thus does not entail any
commercialization or diffusion.
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freely reveal their innovations, as for example also shown in studies of software and sport-related
products (Franke & Shah, 2003; Baldwin et al., 2006; von Hippel, 2007).
Created inside, commercialized outside. While research on distributed innovation often
examines getting external knowledge into the firm, a much smaller amount of research considers
the case in which the focal firm internally develops an innovation that is commercialized
externally (cf. Chesbrough et al., 2006; Enkel et al., 2009; van de Vrande et al., 2009). However,
as an important exception, research in the OI-outbound mode investigates which mechanisms a
firm can deploy to externally commercialize an internally developed technology when there is a
misfit between the technology and the firm’s commercialization capabilities or its business
model. Chesbrough’s (2003) research on efforts to commercialize its PARC discoveries would
fit into this category, as when Xerox licensed technologies to spin-off companies including
Documentum, Komag and SynOptics.
Created and commercialized at or across firm boundaries. Not all innovation creation or
commercialization fits neatly into a simple inside/outside classification. For example, the
concept of “co-creation” (Prahalad & Ramaswamy, 2004) is an extension of UI-input or OIinbound that involves joint development of an innovation at the boundary of a firm, i.e. between
a firm’s employees and external stakeholders such as users (e.g. Neyer et al., 2009). Some forms
of CI-share also involve the cooperative solution of key innovation problems. For example, West
& Gallagher (2006) classify as UI-input the “pooled R&D” model of firm cooperation in open
source development, because the member firms are able to build upon the common technology
with their own products; however, the joint development of a shared platform by multiple firms
could also be classified as CI-share. If the shared technology is also available as a separate
product — as with the Eclipse open source development environment — then the
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commercialization is also taking place jointly at the boundary between multiple firms. In other
cases, innovation is created or commercialized across firm boundaries. The best example of this
is the CI-rival mode, as individual firms use industry spillovers as input to their VII creation and
commercialization efforts. Allen’s (1983) example of iron and steel makers is representative of
this pattern. This simultaneous multiple invention or commercialization effort is often
accelerated by the processes of open science (cf. David, 2002), as can be found in biomedical
research (e.g. Murray & O’Mahony, 2007).
3.3.

Boundary Conditions
The different modes of distributed innovation assume different preconditions for when such

innovation takes place — across both streams and modes. Table 3 gives an overview of the
supply, demand and institutional preconditions for these various modes.
Insert Table 3 here
Industry maturity. Vertical integration is often the direct and indirect outgrowth of industry
maturation. As the rate of change slows and opportunities for technological differentiation
decrease, firms seek competitive advantage through control their value chain or other
complementary assets (Teece, 1986). Eventually, mergers, exits and other sources of
consolidation give firms the scale (often by creating oligopolies) necessary to perform their own
R&D (Allen, 1983; Utterback & Suárez, 1993).
Access to knowledge. There are important differences across the research streams with
respect to access to relevant knowledge for successful innovation. Murray and O’Mahony (2007)
argue that access is one of the conditions for knowledge accumulation in the area of CI. This is
similar to much UI research, although access to external knowledge is not relevant if the required
knowledge is locally available (Lüthje et al., 2005). In UI-self, users use their local sticky
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knowledge to meet their heterogeneous needs — and they innovate if the costs of producing the
innovation are low enough (Bogers et al., forthcoming) — while UI-share moreover depends on
a users’ decision to (freely) reveal the innovation (Harhoff et al., 2003) — if the costs of
distribution are low enough (von Hippel, 2007; Baldwin & von Hippel, 2009). In CI-share, such
conditions might have to be more formally institutionalized, for example through cross-licensing
or patent pools (e.g. Shapiro, 2001), while CI-rival relies on involuntary spillovers. In UI-input,
sticky knowledge moreover implies that firms need to build platforms to access users’
knowledge and innovations, based on experimentation and learning-by-doing (von Hippel &
Katz, 2002; Dahlander & Wallin, 2006; Jeppesen & Frederiksen, 2006). OI-inbound, on the
other hand, does not rely on any given pool of knowledge, but relies on the fact that there are
enough expert stakeholders available, with an innovation that fits the firm’s business model.
Markets for innovation. In the case of OI-outbound, the innovation is locally available in
the focal firm, so that successful commercialization does not depend on access to knowledge but
mostly on a market need for the innovation (Chesbrough, 2003). The markets for innovation,
more generally, are an important (institutional) condition for various modes of distributed
innovation. Weak markets for innovation may prompt VII (cf. Teece, 1986), while strong
markets allow OI-inbound to thrive. Market dynamics also play a role in UI and CI, as the
general need for creating a non-existing technology is what gives rise to innovation creation by
users and rivals, respectively. More specifically, when a user’s need are not met by any product
on the market, the incentive to create a new innovation increases, as in UI-self, while an
innovation is more likely to be diffused if the market of users (and producers) is non-rivalrous, as
in UI-share (cf. Harhoff et al., 2003; von Hippel, 2007; Baldwin & von Hippel, 2009). In the
case of UI-startup, there are moreover several conditions that need to be met before a user-
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innovator decides to commercialize the innovation. Shah and Tripsas (2007) propose that UIstartup will be more prevalent in markets with small-scale niches and high demand variety, while
turbulent markets with new products and uncertain, ambiguous and evolving needs also make it
more likely.
Appropriability and IP. An important difference across research streams is how
appropriability regimes — specifically the strength of IP rights — might foster or hamper
distributed innovation. CI relies on a weak IP regime, in order to facilitate knowledge spillovers,
whether voluntary (CI-share) or involuntary (CI-rival). In contrast, OI (especially OI-outbound)
thrives on the basis of strong IP protection (e.g. licensing), and may be difficult to achieve in, for
example, developing countries where de jure IP laws are not enforceable, creating weak de facto
appropriability. Conversely, UI generally assumes weak appropriation (if not appropriability) of
intellectual property rights (IPRs), based on the free revealing of users (UI-share), either to other
users or to other stakeholders, such as producers (von Hippel, 2007; Baldwin & von Hippel,
2009; de Jong & von Hippel, 2009). Thus, differences in the strength of appropriability
correspond to important differences across the modes of distributed innovation research.
Community size. Another condition is the size of the population of firms creating or
commercializing innovations. CI relies on a large enough population of innovation creators,
while OI can only take place when there are enough buyers or sellers. This is to some extent
different for UI, which may require only a few users with strong needs and useful knowledge. In
UI-self, there is moreover just a single user-innovator, which innovates whenever the benefits
exceed the costs of innovating — mostly based on expected benefits and costs of knowledge
transfer (von Hippel, 2005; Baldwin & von Hippel, 2009; Bogers et al., forthcoming). However,
a minimum effective network size is relevant to innovation in user communities (UI-share) and
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to innovation in a community of competitors (CI-share or CI-rival). Similarly, UI-startup
typically depends on collective creative efforts in user communities (Shah & Tripsas, 2007).
4. Discussion
4.1.

Contribution
We believe this paper makes three primary contributions.
First, it identifies and contrasts different innovation modes within each of the open, user and

cumulative innovation streams of research — differences that in the latter two cases have been
downplayed, if not ignored, in the past. By demarking these differences within the streams, as
well as identifying the similarities across modes in different streams (most notably OI-inbound
and UI-input), future research can more precisely apply, develop and extend this increasingly
influential research.
Second, the paper contrasts the demand, supply and institutional conditions that apply to each
mode of innovation. We show how these conditions are shaped by issues as industry maturity,
knowledge access, markets for innovation, appropriability regimes, and community size. This
offers a theory-based rubric for bounding the domain for each mode’s normative
recommendations and causal predictions, as well as implications for policymakers seeking to
stimulate the incidence of a specific mode. Such greater theoretical precision would support calls
(e.g. Bogers et al., forthcoming) for an increased focus on the micro-foundations and causal
relationships that enable innovation creation and commercialization across the modes.
Third, it demonstrates the importance of broadening the conceptualization of just where
innovation and inventions can be found, but also the path by which they get commercialized.
Research since von Hippel (1988) has emphasized sources of innovation created outside the firm,
while more recent research on CI (e.g. Scotchmer, 2004) and co-creation (Neyer et al., 2009) has
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considered creating innovations at the boundary (or jointly across the boundary) of a given firm.
However, innovation modes that share a common source for creation (e.g. UI-input and UIstartup) have important differences due to different paths for commercialization.
With the notable exception of OI-outbound research inspired by Chesbrough (2003), little
research has considered the converse case, of creating innovations within the firm but
commercializing them outside the firm. Similarly, the emphasis on commercialization paths
entirely outside the firm has considered non-commercial motivations such as open science and
free software, but such voluntary activities also have the potential to advance the firm’s
pecuniary interests by providing complementary goods and services (Jeppesen & Frederiksen,
2006; West & Gallagher, 2006). Together, we believe this suggests a more general model of
commercialization, by fully relaxing the commercialization paths assumed by vertical integration
(and even the OI, UI and CI critiques) to include all possible sources and outlets for innovation.
4.2.

Suggestions for Future Research
Beyond enabling the more precise application of existing innovation modes, this taxonomy

suggests opportunities to consider research that combines multiple modes. For example,
Chesbrough (2006) suggests that the optimal firm strategy is to combine the VII, OI-inbound and
OI-outbound innovation modes. Von Hippel (2005) has advocated that firms practicing UI-input
integrate such efforts with UI-share, while Shah and Tripsas (2007) argue that UI-self and UIshare may lead to UI-startup if other alternatives are blocked. However, there is no theoretical
reason to assume that combinations of modes are limited to a single stream. For example, despite
very distinct assumptions about motivations and conditions, the use of OI (both OI-inbound and
OI-outbound) is likely linked to the process of open science (cf. UI-share and CI-share).
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Research can moreover consider the existing and potential overlaps between multiple modes.
Do the differences between UI-input and OI-inbound extend beyond the former’s presumption of
a user “scratching a personal itch”5 and the latter’s emphasis on pecuniary motivations? Which
one most accurately predicts the outcomes of external innovation processes such as usergenerated content or crowdsourcing? Do either help explain the related (and taxonomically
adjacent) phenomenon of innovation co-creation?
The overlap between multiple related innovation modes also offers the opportunity to further
investigate the degree to which supply, demand or institutional conditions are predictors of the
likelihood of the various modes. For example, as less restrictive IP policies have been argued to
be essential antecedents to CI-rival (Scotchmer, 2004) and UI-share (von Hippel, 2005), a quasiexperiment or cross-sectional comparison would be expected to show lower incidence of these
modes in countries with stronger IP policies. This raises even more possible empirical questions:
Are other innovation modes (e.g. OI-inbound, UI-input) more likely, and will overall innovation
increase or decrease? Also, is the incidence of some modes positively (or negatively) correlated
to each other? Similarly, research in developing countries where distribution channels provide
high entry barriers would be expected to encourage innovative startups to use OI-outbound (cf.
Teece, 1986), while weak IP institutions could render that approach impractical.
Other research can consider whether the innovation is core or complementary to the focal
firm’s business. As noted above, firms have consciously managed efforts by external innovators
to provide (and non-commercially diffuse) complementary goods, whether by non-profit
innovation communities or ecosystems of for-profit firms (cf. Vanhaverbeke, 2006; West &

5

The exact, oft-quoted axiom of user innovation in open source software by Raymond (2001:
32) is: “Every good work of software starts by scratching a developer's personal itch.”
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Lakhani, 2008). Is there a theoretical reason why this external sourcing has been less often
identified for core innovations, or is this another possible (and perhaps already extant) mode of
external innovation?
Finally, a systematic taxonomy offers the advantage of suggesting as-yet unidentified modes
of innovation. Not surprisingly, many of the most novel opportunities for research (and practice)
are at the boundaries of the internal and external alternatives. Recently, researchers (and
managers) have been excited by co-creation of innovation, but what about cocommercialization? Are there opportunities to methodically combine the best of external and
internal diffusion efforts for externally (or internally) created innovations? Are there
preconditions, key variables or best practices that generalize beyond a particular case? What role
do boundary spanners play in bridging the internal and external divide — whether employees
working in open source projects (Henkel, 2009) or consultants acting as innovation
intermediaries (Sawhney et al., 2003)? Are there aspects of boundary spanning from creation that
generalize to commercialization?
Along these lines, we believe our work is complementary to (and could be integrated with)
that of Baldwin and von Hippel (2009), who mathematically model how the locus of innovation
creation will depend on the relative magnitude of communication and design costs. For their
category of “open collaborative innovators,” they use open source software as an exemplar, but
West and O’Mahony (2008) note important differences in the collaboration model depending on
whether the open source sponsors have commercial or non-commercial motivations (i.e.
corresponding to the inside/outside commercialization bifurcation of Figure 2). Thus, we believe
that a similar opportunity exists to rigorously model the conditions for commercialization, as
well as the choice of different paths linking innovation creation to commercialization.

- 24 -

5. References
Allen, R. C. 1983. Collective invention. Journal of Economic Behavior & Organization, 4: 124.
Allen, T. J. 1977. Managing the Flow of Technology. Cambridge, MA: MIT Press.
Almirall, E., & Casadesus-Masanell, R. 2010. Open versus closed innovation: A model of
discovery and divergence. Academy of Management Review, 35: 27-47.
Arrow, K. J. 1962. Economic welfare and the allocation of resources for invention. In National
Bureau of Economic Research (Ed.), The Rate and Direction of Inventive Activity:
Economic and Social Factors: 609-625. Princeton, NJ: Princeton University Press.
Baldwin, C. Y., Hienerth, C., & von Hippel, E. 2006. How user innovations become commercial
products: A theoretical investigation and case study. Research Policy, 35: 1291-1313.
Baldwin, C. Y., & von Hippel, E. 2009. Modeling a paradigm shift: From producer innovation
to user and open collaborative innovation, Harvard Business School Working Paper No. 10028.
Bessen, J. 2004. Holdup and licensing of cumulative innovations with private information.
Economics Letters, 82: 321-326.
Bogers, M. 2009. The Sources of Process Innovation in User Firms: An Exploration of the
Antecedents and Impact of Non-R&D Innovation and Learning-by-Doing, Unpublished
doctoral thesis. Lausanne: Ecole Polytechnique Fédérale de Lausanne.
Bogers, M., Afuah, A., & Bastian, B. forthcoming. Users as innovators: A review, critique and
future research directions. Journal of Management.
Chandler, A. D., Jr. 1977. The Visible Hand: The Managerial Revolution in American
Business. Cambridge, MA: Harvard University Press.

- 25 -

Chandler, A. D., Jr. 1990. Scale and Scope: The Dynamics of Industrial Capitalism.
Cambridge, MA: Harvard University Press.
Chesbrough, H. W. 2003. Open Innovation: The New Imperative for Creating and Profiting
from Technology. Boston, MA: Harvard Business School Press.
Chesbrough, H. W. 2006. Open innovation: A new paradigm for understanding industrial
innovation. In H. W. Chesbrough, W. Vanhaverbeke, & J. West (Eds.), Open Innovation:
Researching a New Paradigm: 1-12. Oxford: Oxford University Press.
Chesbrough, H. W., & Rosenbloom, R. S. 2002. The role of the business model in capturing
value from innovation: Evidence from Xerox Corporation's technology spin-off companies.
Industrial and Corporate Change, 11: 529-555.
Chesbrough, H. W., Vanhaverbeke, W., & West, J. (Eds.). 2006. Open Innovation: Researching
a New Paradigm. Oxford: Oxford University Press.
Christensen, J. F. 2006. Whither core competency for the large corporation in an open innovation
world? In H. W. Chesbrough, W. Vanhaverbeke, & J. West (Eds.), Open Innovation:
Researching a New Paradigm: 35-61. Oxford: Oxford University Press.
Christensen, J. F., Olesen, M. H., & Kjær, J. S. 2005. The industrial dynamics of open
innovation: Evidence from the transformation of consumer electronics. Research Policy, 34:
1533-1549.
Cohen, W. M., & Levinthal, D. A. 1990. Absorptive capacity: A new perspective on learning and
innovation. Administrative Science Quarterly, 35: 128-152.
Dahlander, L., & Wallin, M. W. 2006. A man on the inside: Unlocking communities as
complementary assets. Research Policy, 35: 1243-1259.

- 26 -

David, P. A. 1998. Common agency contracting and the emergence of 'open science' institutions.
American Economic Review, 88: 15-21.
David, P. A. 2002. The political economy of public science: A contribution to the regulation of
science and technology. In H. Lawton Smith (Ed.), The Regulation of Science and
Technology: 33-57. London: Palgrave.
de Jong, J. P. J., & von Hippel, E. 2009. Transfers of user process innovations to process
equipment producers: A study of Dutch high-tech firms. Research Policy, 38: 1181-1191.
Enkel, E., Gassmann, O., & Chesbrough, H. W. 2009. Open R&D and open innovation:
Exploring the phenomenon. R&D Management, 39: 311-316.
Etzkowitz, H., & Leydesdorff, L. 2000. The dynamics of innovation: From National Systems and
'Mode 2' to a Triple Helix of university-industry-government relations. Research Policy, 29:
109-123.
Fabrizio, K. R. 2006. The use of university research in firm innovation. In H. W. Chesbrough,
W. Vanhaverbeke, & J. West (Eds.), Open Innovation: Researching a New Paradigm: 134160. Oxford: Oxford University Press.
Franke, N., & Piller, F. T. 2004. Value creation by toolkits for user innovation and design: The
case of the watch market. Journal of Product Innovation Management, 21: 401-415.
Franke, N., & Shah, S. 2003. How communities support innovative activities: An exploration of
assistance and sharing among end-users. Research Policy, 32: 157-178.
Franke, N., & von Hippel, E. 2003. Satisfying heterogeneous user needs via innovation toolkits:
The case of Apache security software. Research Policy, 32: 1199-1215.
Freeman, C. 1982. The Economics of Industrial Innovation (2nd ed.). Cambridge, MA: MIT
Press.

- 27 -

Hagedoorn, J. 2002. Inter-firm R&D partnerships: An overview of major trends and patterns
since 1960. Research Policy, 31: 477-492.
Harhoff, D., Henkel, J., & von Hippel, E. 2003. Profiting from voluntary information spillovers:
How users benefit by freely revealing their innovations. Research Policy, 32: 1753-1769.
Henkel, J. 2009. Champions of revealing: The role of open source developers in commercial
firms. Industrial and Corporate Change, 18: 435-447.
Hollander, S. 1965. The Sources of Increased Efficiency: A Study of DuPont Rayon Plants.
Cambridge, MA: MIT Press.
Howe, J. 2008. Crowdsourcing: Why the Power of the Crowd Is Driving the Future of
Business. New York, NY: Random House.
Jensen, M. B., Johnson, B., Lorenz, E., & Lundvall, B.-Å. 2007. Forms of knowledge and modes
of innovation. Research Policy, 36: 680-693.
Jeppesen, L. B. 2005. User toolkits for innovation: Consumers support each other. Journal of
Product Innovation Management, 22: 347-363.
Jeppesen, L. B., & Frederiksen, L. 2006. Why do users contribute to firm-hosted user
communities? The case of computer-controlled music instruments. Organization Science,
17: 45-63.
Lakhani, K. R., Jeppesen, L. B., Lohse, P. A., & Panetta, J. A. 2007. The value of openness in
scientific problem solving, Harvard Business School Working Paper No. 07-050.
Lakhani, K. R., & von Hippel, E. 2003. How open source software works: 'Free' user-to-user
assistance. Research Policy, 32: 923-943.
Laursen, K., & Salter, A. 2004. Searching high and low: What types of firms use universities as a
source of innovation? Research Policy, 33: 1201-1215.

- 28 -

Laursen, K., & Salter, A. 2006. Open for innovation: The role of openness in explaining
innovation performance among U.K. manufacturing firms. Strategic Management Journal,
27: 131-150.
Lee, Y. S. 1996. 'Technology transfer' and the research university: A search for the boundaries of
university-industry collaboration. Research Policy, 25: 843-863.
Lhuillery, S. 2006. Voluntary technological disclosure as an efficient knowledge management
device: An empirical study. Economics of Innovation and New Technology, 15: 465 - 491.
Lichtenthaler, U. 2009. Outbound open innovation and its effect on firm performance:
Examining environmental influences. R&D Management, 39: 317-330.
Liebeskind, J. P. 1996. Knowledge, strategy, and the theory of the firm. Strategic Management
Journal, 17: 93-107.
Lilien, G. L., Morrison, P. D., Searls, K., Sonnack, M., & von Hippel, E. 2002. Performance
assessment of the lead user idea-generation process for new product development.
Management Science, 48: 1042-1059.
Lüthje, C. 2004. Characteristics of innovating users in a consumer goods field: An empirical
study of sport-related product consumers. Technovation, 24: 683-695.
Lüthje, C., & Herstatt, C. 2004. The Lead User method: An outline of empirical findings and
issues for future research. R&D Management, 34: 553-568.
Lüthje, C., Herstatt, C., & von Hippel, E. 2005. User-innovators and 'local' information: The case
of mountain biking. Research Policy, 34: 951-965.
Mowery, D. C., Oxley, J. E., & Silverman, B. S. 1996. Strategic alliances and interfirm
knowledge transfer. Strategic Management Journal, 17: 77-91.

- 29 -

Murray, F., & O'Mahony, S. 2007. Exploring the foundations of cumulative innovation:
Implications for organization science. Organization Science, 18: 1006-1021.
Nelson, R. R., & Winter, S. G. 1977. In search of useful theory of innovation. Research Policy,
6: 36-76.
Neyer, A.-K., Bullinger, A. C., & Moeslein, K. M. 2009. Integrating inside and outside
innovators: A sociotechnical systems perspective. R&D Management, 39: 410-419.
Nuvolari, A. 2004. Collective invention during the British Industrial Revolution: The case of the
Cornish pumping engine. Cambridge Journal of Economics, 28: 347-363.
Perkmann, M., & Walsh, K. 2008. Engaging the scholar: Three types of academic consulting and
their impact on universities and industry. Research Policy, 37: 1884-1891.
Pisano, G. P. 1996. Learning-before-doing in the development of new process technology.
Research Policy, 25: 1097-1119.
Poetz, M. K., & Schreier, M. 2009. The value of crowdsourcing: Can users really compete with
professionals in generating new product ideas?, Paper presented at the DRUID Summer
Conference 2009, June 17-19, 2009, Copenhagen.
Prahalad, C. K., & Ramaswamy, V. 2004. Co-creating unique value with customers. Strategy &
Leadership, 32: 4-9.
Raymond, E. S. 2001. The Cathedral and the Bazaar: Musings on Linux and Open Source by
an Accidental Revolutionary. Sebastopol, CA: O'Reilly.
Roberts, E. B. 2007. Managing invention and innovation. Research Technology Management,
50: 35-54.
Rogers, E. M. 1995. Diffusion of Innovations (4th ed.). New York: The Free Press.

- 30 -

Sawhney, M., Prandelli, E., & Verona, G. 2003. The power of innomediation. MIT Sloan
Management Review, 44: 77-82.
Schrader, S. 1991. Informal technology transfer between firms: Cooperation through information
trading. Research Policy, 20: 153-170.
Schumpeter, J. A. 1934. The Theory of Economic Development: An Inquiry into Profits,
Capital, Credit, Interest, and the Business Cycle. Cambridge, MA: Harvard University
Press.
Scotchmer, S. 1991. Standing on the shoulders of giants: Cumulative research and the patent law.
Journal of Economic Perspectives, 5: 29-41.
Scotchmer, S. 2004. Innovation and Incentives. Cambridge, MA: MIT Press.
Shah, S. K. 2006. Motivation, governance, and the viability of hybrid forms in open source
software development. Management Science, 52: 1000-1014.
Shah, S. K., & Tripsas, M. 2007. The accidental entrepreneur: The emergent and collective
process of user entrepreneurship. Strategic Entrepreneurship Journal, 1: 123-140.
Shapiro, C. 2001. Navigating the patent thicket: Cross licenses, patent pools, and standard
setting. In A. B. Jaffe, J. Lerner, & S. Stern (Eds.), Innovation Policy and the Economy,
Vol. 1: 119-150. Cambridge, MA: MIT Press.
Slaughter, S. 1993. Innovation and learning during implementation: A comparison of user and
manufacturer innovations. Research Policy, 22: 81-95.
Steiner, F., Ihl, C., & Piller, F. T. 2009. User acceptance of embedded toolkits in passenger
cars, Paper presented at User and Open Innovation Workshop, June 3-5, 2009, Hamburg.
Teece, D. J. 1986. Profiting from technological innovation: Implications for integration,
collaboration, licensing and public policy. Research Policy, 15: 285-305.

- 31 -

Utterback, J. M., & Suárez, F. F. 1993. Innovation, competition, and industry structure. Research
Policy, 22: 1-21.
van de Vrande, V., de Jong, J. P. J., Vanhaverbeke, W., & de Rochemont, M. 2009. Open
innovation in SMEs: Trends, motives and management challenges. Technovation, 29: 423437.
VanderWerf, P. A. 1990. Product tying and innovation in U.S. wire preparation equipment.
Research Policy, 19: 83-96.
Vanhaverbeke, W. 2006. The inter-organizational context of open innovation. In H. W.
Chesbrough, W. Vanhaverbeke, & J. West (Eds.), Open Innovation: Researching a New
Paradigm: 205-219. Oxford: Oxford University Press.
von Hippel, E. 1987. Cooperation between rivals: Informal know-how trading. Research Policy,
16: 291-302.
von Hippel, E. 1988. The Sources of Innovation. New York, NY: Oxford University Press.
von Hippel, E. 2005. Democratizing Innovation. Cambridge, MA: MIT Press.
von Hippel, E. 2007. Horizontal innovation networks--by and for users. Industrial and
Corporate Change, 16: 293-315.
von Hippel, E., & Katz, R. 2002. Shifting innovation to users via toolkits. Management Science,
48: 821-833.
von Hippel, E., & Tyre, M. J. 1995. How learning by doing is done: Problem identification in
novel process equipment. Research Policy, 24: 1-12.
von Hippel, E., & von Krogh, G. 2006. Free revealing and the private-collective model of
innovation incentives. R&D Management, 36: 295-306.

- 32 -

West, J., & Gallagher, S. 2006. Patterns of open innovation in open source software. In H. W.
Chesbrough, W. Vanhaverbeke, & J. West (Eds.), Open Innovation: Researching a New
Paradigm: 82-106. Oxford: Oxford University Press.
West, J., & Lakhani, K. R. 2008. Getting clear about communities in open innovation. Industry
& Innovation, 15: 223-261.
West, J., & O’Mahony, S. 2008. The role of participation architecture in growing sponsored open
source communities. Industry and Innovation, 15: 145-168.
West, J., Vanhaverbeke, W., & Chesbrough, H. W. 2006. Open innovation: A research agenda.
In H. W. Chesbrough, W. Vanhaverbeke, & J. West (Eds.), Open Innovation: Researching a
New Paradigm: 285-307. Oxford: Oxford University Press.

- 33 -

6. Tables and Figures
Research Stream

Key Premise
Firms need to control the creation and
Vertical integration (VII)
commercialization of their innovations
Firms often do better with external creation
Open innovation (OI)
or commercialization
Users often know best how to create
User innovation (UI)
innovations
Innovation often depends on rival firms
Cumulative innovation (CI)
building upon each other’s work
Table 1: Key streams of innovation research
Research Stream
Vertical integration (VII)
Open innovation (OI)

User innovation (UI)

Seminal Authors
Chandler (1977,
1990)
Chesbrough (2003,
2006)
Von Hippel (1988,
2005)
Allen (1983),
Scotchmer (2004)

Innovation Mode
Vertically integrated
innovation
Outside-in

Designator
VII

Inside-out

OI-outbound

Lead users

UI-input

User self-help

UI-self

User sharing

UI-share

Enhances own utility, but
not diffused
Non-commercial diffusion

User entrepreneurship

UI-startup

Self commercialization

Cooperative

CI-share

OI-inbound

Commercialization Path
The firm commercializes
own innovations
The firm commercializes
others’ innovations
Others commercialize the
firm’s innovations
By producers

Innovators share
knowledge
Cumulative innovation (CI)
Rivalrous
CI-rival
Knowledge leaks between
competitors
Table 2: Distinct innovation modes within open, user and cumulative innovation
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Mode
VII
OI-inbound
OI-outbound
UI-input

UI-self
UI-share
UI-startup

CI-share

CI-rival

Supply Conditions
(Creation)
Firms having scale to
do internal R&D
Availability of
external knowledge
Firms having
valuable technology
Ability to innovate
and transfer sticky
knowledge through
platforms (toolkits)

Demand Conditions
(Commercialization)

Low-cost production
of innovation

Heterogeneous need, particular to
small number of users

Large homogeneous markets
Fit with focal firm’s business model
1) Broad need for technology; or
2) specialized need outside the firm
Sufficient number of other users with
similar needs

Low-cost distribution Identifiable pool of similarly situated
of innovation
and non-rivalrous users
Entrepreneurial user Large enough to support small scale
spots unmet need
entry, too small to attract incumbents
Multiple firms with
scale to perform
some R&D, but
Multiple firms with overlapping
lacking scale to
internalize all R&D
needs
Multiple firms with
scale to perform
some R&D
Table 3: Preconditions for distributed innovation
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Institutional
Conditions
Weak markets for
innovation
Strong markets for
innovation
Strong IP regime
Transferability and
modularity of
knowledge and
property rights
User needs unmet by
incumbent producers
(imperfect markets)
Weak appropriability
of IP
Immature markets
Incentives aligned to
jointly benefit from
industry advance
IP impractical to
enforce

Figure 1: Innovation flows in the value network

Figure 2: Locus of innovation creation and commercialization
Legend:

†
Bold
Italic

Includes non-commercial diffusion of innovations
Innovation mode (UI-self not shown)
Distributed innovation phenomenon
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