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Abstract 

 This study will tell us what is radical product innovation and how its Elements effect a 

company product launch strategy. As we all know that the Product innovation capability is a 

main ingredient to firm’s paradigm shift and achievements of all kind. The aim of our study is 

therefore to find and establish a practicable model of radical product innovation which will help 

firm succeed in their organizational goals. AllOrganizational ingredients that cover the primitive 

capability for product innovation of a firm aredetermined based on literature review. Such 

organizational elements include senior leadership, culture of organization, design of 

organization, the process of creating revolutionary product innovation and the plan to deliver the 

product. Naturally, each of these components has sub-components which give even more texture. 

We will discuss only three components which are organizational culture organizational 

characteristics and senior leadership. This analysis focus how the components of a capacity for 

revolutionary innovation work differently from those for incremental development.One 

moreimportant implication arising from this review paper completely recognize the  natural 

product newness capability of a company's product, one must realize by understanding how it is 

difficult to achieve and once it is achieved how it’s difficult to retain Product innovation 

capability leading to product launch strategy. 

Key words: RPI. Radical Innovation, Product Innovation, PMA.Product development 

Association 

Introduction: 

 Most products have almost short life 

period, and product innovation is the 

lifeblood of the Competitive Environment 

firms.BCG (Boston Consulting Group) 

experienced and most Senior Executives 

Innovation Survey found that product 

innovation was among the top three strategic 

priorities for seventy-one percent of firms 

and that seventy percent of the companies 

observe new-to-world products are very 

important for the future of the 

company(Andrew, Manget, Michael, Taylor,  

 

and Zablit in 2010).Ninetypercent and above 

of the company’s executives surveyed 

regarded creativity as crucial in planning for 

the upturn in the vast economy (Jaruzelski 

and Dehoff 2009). Nonetheless, the Best 

Practices Survey of the PMA. ( (Barczak, 

Griffin, and Kahn in 2009) construct 

thosecompanies considered Fifty nine 

percent sold the products are new to be 

"successful" (in general terms), during the 

time Fifty four percent of products that are 

new sold to the consumer were deemed to be 
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particularly successful from a benefit 

perspective. 

What is Radical Product Innovation 

(RPI)Capability? 

A RPIallows the firms and organization for 

manufacturing and commercialization of the 

products andservices that are being offered 

as unparalleled production benefits, 

significant cost savings, or a capability to 

organize the new businesses. (Leifer, 

O'Connor, and Rice, 2001 and Simon, 

McKeough, Ayers, Rinehart, and Alexia in 

2003). The Challenges of RPI are as 

follows: 

1) Agenetically more uncertain process 

of the development. 

2) A better composite process of the 

customer adoption. 

3) By expansion, an extra challenging 

practice of the marketing. 

RPIneeds a variousset of the skills for a firm 

than additional product innovation (cf. 

Leifer et al in 2000).After going through 

relevant literature we therefore undertaken 

some element or we can say components of 

RPI that may contribute to radical product 

innovation. 

Elements of a RPIC: 

 After going through relevant 

literature, we therefore undertaken some 

element or we can say components of RPI 

that may contribute to radical product 

innovationaregiven. 

 Figure 1 describes the elements directly 

extracted from past literature study which 

directly effects the RPI capability leading to 

its performance. 

 

Interrelationship withElements: 

Senior Leadership 

  

The 1
ST

role of the senior leader is to create 

right path for creativity. Researches have 

shown that the center of focus of Chief 

Executive Officer (CEO) is towards the 

innovation, nonetheless of whether the 

emphasis is directly on growth of company, 

exterior crisis or eternity of the company 

(O'Connor and Veryzer, 2001; Yadav, 

Prabhu, and Chandy, 2007). An effective 

leader has specific characteristics of 

leadership: 

1:Emit excitement. 

2:Communicategoal of companystrategically 

and market strategy. 

3:Inculcate customer value-oriented 

technicians. 

4: Physicalprotection of labor, psychological 

support to colleagues and encouragement 

(also pending the unavoidable small trace of 

the project). 

5: Devote plentiful income and use the 

suitably of various metrics to measure the 

performance then traditional deviation. 
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6: Employ, cultivate and retain people with 

diverse skills, experience and attitudes to 

lead disruptive newness (Simon et al. 2003). 

Leadership skills promoting revolutionary 

newness different from those supporting 

cumulative newnessin a contrasting research 

to recognize the attributes of radically 

emergence of new product design 

consultancies, as well as market conditions. 

Organizational’s Culture 

Deshpande and Webster defined in 1984 

culture is the arrangement of common 

conscience and trust that support an 

organizational member to recognize why the 

conditions are occurring and in kind to 

explain them the behavioral consciences in 

that system. In this literature review the role 

of the institutional art in promoting the 

creation of the revolutionary innovation of 

the product capacity that showed the 

different ways of developing. System of the 

challenging principles (Deshpande Farley 

and Webster in 1993 and Quinn in 1983). 

Along with: 

1: The ideology of a doctrine. 

2:The consumers, rivals and technical 

Guidelines of a firm. 

3: The learning orientation of a business 

whose values reinforce the importance of the 

rementioned orientations. 

4: The "willingness to cannibalize" of a 

company (Chandy and Tellis in 1998). 

Organizational Characteristics 

The influence of the following 

organizational characteristics was 

established by our analysis of the elements 

of a revolutionary product innovation 

capability: Structure of organization, 

dependency on collaborations, integrated 

alignment, and handling of the marketing 

achievement administration framework in 

the innovation.  

The Deviation that is radical involves an 

Attributable the organizational community 

that is important for the developing and 

sustaining innovation that is radical capacity 

andit is evaluated by intrinsicoutcomes 

(O'Connor in 2008). 

Launching of product Strategy 

In the previous literature review we 

describes the company's important role, 

commodity/service seling the plan in 

inherent decision-making on revolutionary 

product innovation.  

If consumers have less experience and 

knowledge of the innovative product ideais 

more complicated than new 

commodity/product concept that requires an 

additive change and expansion of the current 

product. Calantone and Montoya-Weiss 

(1993) 

Their startup process is given below: 

1: Defining target markets 

2: Developing a marketing mix 

3: Predicting financial performance 

4: Setting up the capture and orientation 

system 

Nonetheless, the product launch approach 

has a variety of factors linked to 

revolutionary product innovation capability. 

It includes pricing, marketing mix variables 

and bundling.  

1: The product is positioned as an excellent 

technological solution to consumer needs. 

2: The use of complete distribution strategy 

to make sure the 

necessaryconsumerknowledge and services. 
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High perceived-fit bundling goods leads to 

revolutionary technologies evaluation and 

purchasing intent (Reinders ln 2010).  

The literature has also addressed many facts 

of product launch strategy. 

It has included the use of use of 

manufacturer engagement in marketing and 

cross-functional teams in launching 

campaigns. The launching of product 

strategy overview revealed the successful 

companies use the morefunctional teams to 

formulate market launching the 

productstrategies, analyze customer 

assessment after launching the product, as 

well as a special market research contract 

(.Di Benedetto's in 1999). 

Problem: 

The main problem with radical product 

innovation strategy is that its components 

interrelationship. which is the ideal way to 

lead the company to product launch strategy. 

This interrelation is difficult to attain as 

there are many factors controlling these 

above-mentioned components. 

The ability to successfully produce and sell 

innovative product technologies is a 

"influential power" that the is both are very 

difficult to develop and to reproduce. In the 

currently meta-search of impact of the 

company’s innovation on achievement. 

(Rubera and Kirca in 2012) create that the 

“extreme variation frequently deliver more 

conclusive achievement than the additional 

contraption. 

"Nonetheless, just as it is very crucial for the 

rival to copy the efficiency, it is very 

demanding for a company to expand this 

efficiency and retain it”. 
Conclusive Remarks: 

The Managers of the firms must be prepared 

and able to, in a way that encourages 

thefirms to challenge in new practices, to 

formulate the strategic plan. Moreover, 

company leaders must support their main 

staff with resources, psychological 

assistance and suitable measurements in 

order to enhanceRPI capacity. The RPI 

capability is a very structural component 

configuration which needs a variety of 

seemingly paradoxical skills to be 

combined. Organizations must handle both 

constructive and receptive consumer 

feedback, technical orientation and 

competitive orientation simultaneously. 

Even if these technologies cannibalize their 

current products, they should also be 

prepared to come up with new innovative 

ideas. At the same time, the structure of the 

companies mustshuffle primitive  and highly 

traditionalized structures, such as the smooth 

and upward conversation, consistent 

monitoring or specific processes for 

innovation stimulation. 

At the same time, Organic and 

institutionalized systems, including 

horizontal and vertical interactions, will be 

paired with organizational structures, 

consistent partnerships and unique 

creativity-enhancing processes.  

Metrics are important in the evaluation of 

the innovation program's success with 

metrics relevant to innovation styles. To 

order to maximize success, product launch 

plans must also be very concentrated. 

Combined, this affects the creation of a 

revolutionary innovation potential for a 

company's products. 
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