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ABSTRACT 
Benefits and problems associated with focusing the efforts on any type of innovation.  Incremental innovation is 

the oil that keeps the engine running, but it cannot be only focus.  The growof business so much by adding aloe 

as an ingredient or offering a different color.  Breakthrough innovation is expensive, messy and uncomfortable 

but it is becoming increasingly necessary to pursue if you want to remain relevant.  Incremental innovation is so 

popular is because it has reduced risk in comparison to radical innovation. Additionally, once a company has a 

product up and running it tends to have built up considerable amounts of human capital and competencies so 

the firm may as well devote time to making it better or reducing costs. Organizations often chase creativity, but 

what they really need to pursue is innovation. Therefore “What is often lacking is not creativity in the idea-

creating sense but innovation in the action-producing sense, i.e. putting ideas to work.”A series of small 

improvements to an existing product or product line that usually helps maintain or improve its competitive 

position over time. Incremental innovation is regularly used within the high technology business by companies 

that need to continue to improve their products to include new features increasingly desired by consumers. 
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1.0 INTRODUCTION  

Innovation is vital for any business. But over the past few years “innovation” has become a bit of a 
buzzword, bandied about to describe a variety of different processes and outputs. There has been a 
tendency to associate innovation with only the most ground-breaking of ideas. But in actual fact it 
encompasses the whole spectrum: from the smallest incremental product improvements to radically 
different products and services. 

1.1 Different approaches to innovation – incremental, breakthrough and radical: 

There are three distinct approaches to innovation in businesses today: incremental innovation, 

breakthrough innovation and radical innovation. These can be mapped against two axes – 

business model newness and technology: 

 

Incremental innovation: The first type of innovation – incremental innovation – is the most 

common. Roughly 70% of all innovations fall into this category. Why? Because it’s the 

easiest to execute.Incremental innovation involves making small, incremental improvements 

to add or sustain value to existing products, services and processes. This can be as simple as 

adding a new feature to an existing product or developing a line extension. As the matrix 

illustrates, incremental innovation relies on existing technology and an existing business 

model and as such, is low risk. Incremental innovation can help organizations to remain 

competitive and maintain predictable revenue streams. The key to success here is in 

understanding the whitespace in the market, the fundamental customer needs and how your 

product or service can be adapted to better meet these needs. 

 

Breakthrough innovation 

The next type of innovation – breakthrough innovation – is much rarer than incremental 

innovation. Only 20% of innovations fall into this bucket. Why? Quite simply, breakthrough 
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innovation is difficult as it requires the introduction of either a new technology or a new 

business model. Breakthrough innovation is high risk as it requires greater investment than 

incremental innovation in terms of capital, time and resources. However, the rewards can be 

greater too: it often results in a product or service which provides significantly better value to 

customers than the existing market offering.Naturally, the research you need to support it is 

more difficult too. Consumers are notoriously bad at foretelling their future needs so it’s not 

enough to simply ask them what they want to see. Instead you need to take a more innovative 

approach, looking further afield to adjacent industries, experts or early adopters to fuel 

product or service development. 

Radical innovation: The third and final type of innovation is radical innovation, which 

involves harnessing new technology and a new business model simultaneously.Radical 

innovation is the type of innovation that’s talked about most frequently, but in actual fact it’s 

the rarest of all: only about 10% of innovations fall into this category.Radical innovation is 

not easy. Like breakthrough innovation, it requires a different approach to research and 

involves significant business change as well as investment. But if executed successfully it can 

be transformational; changing the shape of an existing market, rendering the competition 

obsolete, or creating a new market entirely. 

 

CASEE STUDIES  

Incremental innovation involves making small scale improvements to add or sustain value to 

existing products, services and processes. This can be simple as adding a new feature to an 

existing product or it can be more complex, for example developing a line extension. One of 

the key elements of incremental innovation is that it harnesses existing technology and an 

existing business model so it’s often easier to execute than breakthrough or radical 

innovationDespite being the most common type of innovation, incremental innovation often 

doesn’t get the recognition it deserves. Here profiling four  case studies of incremental 

innovation from Gillette, Coca-Cola, Cadbury and Sainsbury’s. 

1. Gillette  

The Gillette is one of the great innovation leaders but in actual fact, the brand is a great 

example of a company that has used incremental innovation to stay ahead of the competition. 

Gillette razors started life with a single blade but their product has evolved, adding different 

features and more blades as the company has sought to better meet customer needs. 

2. Coca-Cola 

Another case of incremental innovation comes from Coca-Cola. The brand’s line extensions 

such as Cherry Coke, Coke with Lime and more recently Coca-Cola Life have enabled a 130 

year old brand to stay relevant, tap into emerging trends and bring something new to its 

customers over the years. 

3. Cadbury 

Like Coca-Cola, Cadbury has innovated through introducing line extensions. As well as 

developing new flavours, the brand has also created new formats. Take Wispa as an example: 

the popular chocolate bar is now available as a hot chocolate and a snacking bag. By using an 

incremental approach to innovation, Cadbury has been able to open up additional sources of 

revenue. 
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4. Sainsbury’s 

Incremental innovation doesn’t just apply to products, it affects services too. Another case  

here would be innovation in delivery. Sainsbury’s, for instance, has evolved its delivery 

service so that online shoppers can receive their goods more quickly. Just the other week, the 

supermarket giant announced that it was trialling same-day delivery – a move that will help 

the brand to meet rising customer needs. 

CONCLUSION  

The presence of difficulties in communication, understanding and cooperation between 

different departments has been an area of analysis and innovation for more than a decade. 

Recent research has shown conflicting results on the necessity of larger or smaller integration 

efforts for this process, including the existence of cases where low integration can be 

beneficial to the performance. On the one hand, radical innovation projects may require 

greater integration efforts, with the largest share of personnel working in technical and 

technological areas. On the other hand, incremental innovation projects may require lower 

integration efforts, which may even benefit the project’s development by making the process 

more flexible. Furthermore, this research hasto focus on internal integration, but it has not 

analyzed external integration, that is, integration between partners such as suppliers, 

customers, universities, research institutes and other stakeholders. It is understood that the 

integration of companies in the supply chain for the development of radical or incremental 

innovation projects also emerges as another opportunity for further studies. Finally, it is 

suggested that future studies identify quantitative relationships between practices for 

integration in radical and incremental innovation projects with strong performance in areas 

such as finance, innovation, operations and product development. 
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