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            Abstract
          
        

        
          본 연구는 기업의 기술 관점에서 혁신 유형을 구분한 Henderson & Clark 프레임워크를 소비자 관점에서 신뢰성 검증을 통해 혁신유형의 의미를 분석하고, 혁신 유형에 따른 혁신성의 차이가 있는지 살펴보고자 한다. 첫 번째 조사는 1902년에 창간되어 기술과 제품에 관해 전 세계적으로 광범위한 독자층을 확보한 Popular Mechanics 잡지에서 2011년 6월 15일에 세상을 바꾼 101가지 혁신제품으로 선정․발표한 제품들을 이용하여 Henderson & Clark 프레임워크에서 제시하고 있는 점진적 혁신, 모듈러 혁신, 구조적 혁신, 급진적 혁신의 4가지 혁신유형으로의 구분이 통계적 일관성을 갖는지 검증하는 내용분석방법을 활용하였다. 일반 소비자인 대학생 34명의 판단자들로부터 Ir과 PRL 분석을 통하여 신뢰성을 확보하였으며, 각 혁신 유형으로 분류된 제품들의 특징을 살펴봄으로써 소비자 관점의 혁신 개념 체계를 제시하였다. 두 번째 조사는 소비자가 인식한 혁신성을 새로움과 유용성이라는 두 가지 차원에서 측정하고 혁신 유형에 따른 측정된 혁신성의 차이가 통계적으로 유의미한지를 일원배치 분산분석을 통한 검증하였다. 분석 결과, 소비자들은 급진적 혁신, 모듈러 혁신, 구조적 혁신, 점진적 혁신의 순으로 혁신성을 강하게 인식하고 있음을 발견하였다. 따라서, 본 연구에서 사용된 Henderson & Clark의 혁신유형 프레임워크가 소비자의 관점에서도 신뢰할만한 유의미한 분류체계임을 확인함과 동시에 소비자의 관점에서 각 유형별 특징과 차이점을 이해하는 방법론을 제시하고 설명함으로써 혁신의 학문적 이해와 더불어 실무적 이해를 증진하는 데 도움을 주고 있다. 

        

        
          
            초록
          
        

        
          The purpose of this study is to examine the reliability of the Henderson & Clark framework, which distinguishes innovation types from a firm's technology perspective, and to understand there is a difference in innovativeness according to the innovation types from a consumer perspective. The first investigation was used a selection of 101 innovative products that changed the world, which was published on June 15, 2011, by Popular Mechanics magazine, which was launched in 1902 and has a broad readership worldwide on technology and products. After that, We used a content analysis method to empirically classify the four types of innovations, incremental, modular, structural, and radical, presented by the Henderson & Clark framework. It was conducted from 34 judges who were general consumers, and the reliability of the analysis was satisfied with Ir and PRL criteria. By examining the characteristics of products categorized by each innovation type, we present a concept scheme of innovation from the consumer perspective. The second investigation was measured innovativeness, which was recognized by the consumer in two dimensions: newness and usefulness, and analyzed one-way ANOVA to determine whether the difference in innovativeness according to the types of innovation was statistically significant. It results that consumers strongly recognized innovativeness in the order of radical innovation, modular innovation, structural innovation, and incremental innovation. Therefore, this study showed that Henderson & Clark's innovation type framework is a meaningful classification system from the consumer's point of view and also helps to promote both academic and practical understanding of innovation by suggesting and explaining a methodology for understanding the characteristics and differences of each type of innovation from the perspective of the consumer.

        

      

      
        Keywords: 
Innovation types, Innovativeness, Newness, Usefulness, Consumer perspective
키워드: 혁신의 유형, 혁신성, 새로움, 유용성, 소비자 관점

      

    

    

  
    
      Acknowledgments
      이 논문은 2017년 대한민국 교육부와 한국연구재단의 지원을 받아 수행된 연구임 (NRF-2017S1A5A2A01026594)

    

    

  
    
      References
      
        
          	
          	
        

        
          	
            
              1. 
            
          
          	Abernathy, W.,and Clark, K. B. (1985), “Innovation: Mapping the winds of creative destruction,” Research Policy, 14(1), 3-22.
			[https://doi.org/10.1016/0048-7333(85)90021-6]
		
        

        
          	
            
              2. 
            
          
          	Abernathy, W. J., and Utterback, J. M. (1978), “Patterns of industrial innovation,” Technology Review, 80(7), 40-47.
        

        
          	
            
              3. 
            
          
          	Afuah, A. N., and Bahram, N. (1995), “The hypercube of innovation,” Research Policy, 24(1), 51-76.
			[https://doi.org/10.1016/0048-7333(93)00749-J]
		
        

        
          	
            
              4. 
            
          
          	Alexander, D. L., Lynch Jr, J. G., and Wang, Q. (2008), “As time goes by: do cold feet follow warm intentions for really new versus incrementally new products?,” Journal of Marketing Research, 45(3), 307-319.
			[https://doi.org/10.1509/jmkr.45.3.307]
		
        

        
          	
            
              5. 
            
          
          	Andrews, J., and Smith, D. C. (1996), “In search of the marketing imagination: Factors affecting the creativity of marketing programs for mature products,” Journal of Marketing Research, 174-187.
			[https://doi.org/10.1177/002224379603300205]
		
        

        
          	
            
              6. 
            
          
          	Bartels, J., and Reinders, M. J. (2011), “Consumer innovativeness and its correlates: A propositional inventory for future research,” Journal of Business Research, 64(6), 601-609.
			[https://doi.org/10.1016/j.jbusres.2010.05.002]
		
        

        
          	
            
              7. 
            
          
          	Berelson, B. (1952). Content Analysis in Communication Research.
        

        
          	
            
              8. 
            
          
          	Bozdogan, K., Deyst, J., Hoult, D., and Lucas, M. (1998), “Architectural innovation in product development through early supplier integration,” R&D Management, 28(3), 163-173.
			[https://doi.org/10.1111/1467-9310.00093]
		
        

        
          	
            
              9. 
            
          
          	Calantone, R. J., Chan, K., and Cui, A. S. (2006), “Decomposing product innovativeness and its effects on new product success,” Journal of Product Innovation Management, 23(5), 408-421.
			[https://doi.org/10.1111/j.1540-5885.2006.00213.x]
		
        

        
          	
            
              10. 
            
          
          	Chandy, R. K., and Tellis, G. J. (1998), “Organizing for radical product innovation: The overlooked role of willingness to cannibalize,” Journal of Marketing Research, 35(4), 474-487.
			[https://doi.org/10.1177/002224379803500406]
		
        

        
          	
            
              11. 
            
          
          	Caputo, A., Marzi, G., and Pellegrini, M. (2016), “The internet of things in manufacturing innovation processes: development and application of a conceptual framework,” Business Process Management Journal, 22(2), 383-402.
			[https://doi.org/10.1108/BPMJ-05-2015-0072]
		
        

        
          	
            
              12. 
            
          
          	Chesbrough, H. W (2006), Open Innovation: A New Paradigm for Understanding Industrial Innovation, Open Innovation: Researching a New Paradigm (Oxford: Oxford University Press), 1-12
        

        
          	
            
              13. 
            
          
          	Christensen, C. (1998), The Innovator’s Delemma. Harvard Busienss School Press, Boston, MA.
        

        
          	
            
              14. 
            
          
          	Chou, Y. C., Chuang, H. H. C., and Shao, B. B. (2016), “The impact of e-retail characteristics on initiating mobile retail services: A modular innovation perspective,” Information & Management, 53(4), 481-492.
			[https://doi.org/10.1016/j.im.2015.11.003]
		
        

        
          	
            
              15. 
            
          
          	Cohen, J. (1988). Statistical power analysis for the behavioral sciences (2nd ed.). Hillsdale, NJ: Erlbaum.
        

        
          	
            
              16. 
            
          
          	Dahl, D. W., and Hoeffler, S. (2004), “Visualizing the self: Exploring the potential benefits and drawbacks for new product evaluation,” Journal of Product Innovation Management, 21(4), 259-267.
			[https://doi.org/10.1111/j.0737-6782.2004.00077.x]
		
        

        
          	
            
              17. 
            
          
          	Danneels, E., and Kleinschmidtb, E. J. (2001), “Product innovativeness from the firm's perspective: its dimensions and their relation with project selection and performance,” Journal of Product Innovation Management, 18(6), 357-373.
			[https://doi.org/10.1111/1540-5885.1860357]
		
        

        
          	
            
              18. 
            
          
          	Davis, F. D. (1989), “Perceived usefulness, perceived ease of use, and user acceptance of information technology,” MIS Quarterly, 13(3), 319-340.
			[https://doi.org/10.2307/249008]
		
        

        
          	
            
              19. 
            
          
          	Dewar, R. D., and Dutton, J. E. (1986), “The adoption of radical and incremental innovations: an empirical analysis,” Management Science, 32(11), 1422-1433.
			[https://doi.org/10.1287/mnsc.32.11.1422]
		
        

        
          	
            
              20. 
            
          
          	Ehrnberg, E. (1995), “On the definition and measurement of technological discontinuities,” Technovation, 15(7), 437-452.
			[https://doi.org/10.1016/0166-4972(95)96593-I]
		
        

        
          	
            
              21. 
            
          
          	Faulkner, M., and Corkindale, D. R. (2009), “Are experts better than potential users in predicting the uptake of an innovation? Extending the use of the Juster scale,” Technological Forecasting and Social Change, 76, 910-916.
			[https://doi.org/10.1016/j.techfore.2008.11.001]
		
        

        
          	
            
              22. 
            
          
          	Freeman, C. (1974), Innovation and the strategy of the firm. The Economics of Industrial Innovation. Harmondsworth: Penguin Books, 224-88.
        

        
          	
            
              23. 
            
          
          	Garcia, R., and Calantone, R. (2002), “A critical look at technological innovation typology and innovativeness terminology: a literature review,” Journal of Product Innovation Management, 19(2), 110-132.
			[https://doi.org/10.1111/1540-5885.1920110]
		
        

        
          	
            
              24. 
            
          
          	Gatignon, H., Tushman, M. L., Smith, W., and Anderson, P. (2002), “A structural approach to assessing innovation: Construct development of innovation locus, type, and characteristics,” Management Science, 48(9), 1103-1122.
			[https://doi.org/10.1287/mnsc.48.9.1103.174]
		
        

        
          	
            
              25. 
            
          
          	Gatignon, H., and Robertson, T. S. (1991), “Innovative Decision Processes,” in Handbook of Consumer Behavior, T. S. Robertson and H. H. Kassarjian (eds.), Englewood Cliffs, NJ: Prentice-Hall, 316-348.
        

        
          	
            
              26. 
            
          
          	Goode, M. R., Dahl, D. W., and Moreau, C. P. (2013), “Innovation aesthetics: The relationship between category cues, categorization certainty, and newness perceptions,” Journal of Product Innovation Management, 30(2), 192-208.
			[https://doi.org/10.1111/j.1540-5885.2012.00995.x]
		
        

        
          	
            
              27. 
            
          
          	Hawkins, D.I., Mothersbaugh, D.L. and Best, R.J. (2010), Consumer Behaviour: Building Marketing Strategy, 11th edition, New York: Mac Graw-Hill
        

        
          	
            
              28. 
            
          
          	Henderson R.M. and Clark K.B. (1990), “Architectural Innovation: The Reconfiguration of Existing Product Technologies and the Failure of Established Firms,” Administrative Science Quarterly, 35(1), 9-30.
			[https://doi.org/10.2307/2393549]
		
        

        
          	
            
              29. 
            
          
          	Hoeffler, S. (2003), “Measuring preferences for really new products,” Journal of Marketing Research, 40(4), 406-420.
			[https://doi.org/10.1509/jmkr.40.4.406.19394]
		
        

        
          	
            
              30. 
            
          
          	Im, S., and Workman Jr, J. P. (2004), “Market orientation, creativity, and new product performance in high-technology firms,” Journal of Marketing, 68(2), 114-132.
			[https://doi.org/10.1509/jmkg.68.2.114.27788]
		
        

        
          	
            
              31. 
            
          
          	Kassarjian, H. H. (1977), “Content analysis in consumer research,” Journal of Consumer Research, 4(1), 8-18.
			[https://doi.org/10.1086/208674]
		
        

        
          	
            
              32. 
            
          
          	Kawakami, T., and Parry, M. E. (2013), “The impact of word of mouth sources on the perceived usefulness of an innovation,” Journal of Product Innovation Management, 30(6), 1112-1127.
			[https://doi.org/10.1111/jpim.12049]
		
        

        
          	
            
              33. 
            
          
          	Kleinschmidt, E. J., and Cooper, R. G. (1991), “The impact of product innovativeness on performance,” Journal of Product Innovation Management, 8(4), 240-251.
			[https://doi.org/10.1111/1540-5885.840240]
		
        

        
          	
            
              34. 
            
          
          	Krippendorff, K. (2018). Content analysis: An introduction to its methodology. Sage publications.
        

        
          	
            
              35. 
            
          
          	Krippendorff, K. (2004), Content analysis: An introduction to its methodology. Sage publications.
        

        
          	
            
              36. 
            
          
          	Ladeira, W. J., Lübeck, R. M., and Araújo, C. F. (2012), “Perception of Innovation and Consumption in the Pátria De Chuteiras,” Management & Marketing, 7(4), 581-602.
        

        
          	
            
              37. 
            
          
          	Lee, Y., and O'Connor, G. (2003), “The impact of communication strategy on launching new products: The moderating role of product innovativeness,” Journal of Product Innovation Management, 20 (1), 4-21.
			[https://doi.org/10.1111/1540-5885.t01-1-201002]
		
        

        
          	
            
              38. 
            
          
          	Lowe, B., and Alpert, F. (2015), “Forecasting consumer perception of innovativeness,” Technovation, 45, 1-14.
			[https://doi.org/10.1016/j.technovation.2015.02.001]
		
        

        
          	
            
              39. 
            
          
          	Magnusson, T., Lindström, G., and Berggren, C. (2003), “Architectural or modular innovation? Managing discontinuous product development in response to challenging environmental performance targets,” International Journal of Innovation Management, 7(1), 1-26
			[https://doi.org/10.1142/S1363919603000714]
		
        

        
          	
            
              40. 
            
          
          	Montoya-Weiss, M. M., and Calantone, R. (1994), “Determinants of new product performance: A review and meta-analysis,” Journal of Product Innovation Management, 11(5), 397-417.
			[https://doi.org/10.1111/1540-5885.1150397]
		
        

        
          	
            
              41. 
            
          
          	Moreau, C. P., Lehmann, D. R., and Markman, A. B. (2001), “Entrenched knowledge structures and consumer response to new products,” Journal of Marketing Research, 38(1), 14-29.
			[https://doi.org/10.1509/jmkr.38.1.14.18836]
		
        

        
          	
            
              42. 
            
          
          	Mugge, R., and Dahl, D. W. (2013), “Seeking the ideal level of design newness: Consumer response to radical and incremental product design,” Journal of Product Innovation Management, 30(1), 34-47.
			[https://doi.org/10.1111/jpim.12062]
		
        

        
          	
            
              43. 
            
          
          	Neuendorf, K. A. (2002), The content analysis guidebook. Thousand Oaks, CA: Sage Publications, Inc.
        

        
          	
            
              44. 
            
          
          	Nunnally, J.C. (1967), Psychometric Theory. New-York: McGraw-Hill.
        

        
          	
            
              45. 
            
          
          	Olshavsky, R. W., and Spreng, R. A. (1996), “An exploratory study of the innovation evaluation process,” Journal of Product Innovation Management, 13(6), 512-529.
			[https://doi.org/10.1111/1540-5885.1360512]
		
        

        
          	
            
              46. 
            
          
          	Perreault, W. D., and Leigh, L. E. (1989), “Reliability of nominal data based on qualitative judgments,” Journal of Marketing Research, 26(2), 135-148.
			[https://doi.org/10.1177/002224378902600201]
		
        

        
          	
            
              47. 
            
          
          	Popular mechanics (2011), 101 Gadgets That Changed The World, Available at https:// www.popularmechanics.com/technology/ gadgets/reviews/g165/101-gadgets-that-changed-the-world/?slide=1
        

        
          	
            
              48. 
            
          
          	Robertson (1971), Innovative Behavior and Communication, New York
        

        
          	
            
              49. 
            
          
          	Rogers, E.M. (1995), Diffusion of innovations (4th ed.). The Free Press. New York.
        

        
          	
            
              50. 
            
          
          	Rogers, E.M. (2003), Diffusion of innovations (5th ed.). The Free Press. New York.
        

        
          	
            
              51. 
            
          
          	Rowley, J., Baregheh, A., and Sambrook, S. (2011), “Towards an innovation-type mapping tool,” Management Decision, 49(1), 73-86.
			[https://doi.org/10.1108/00251741111094446]
		
        

        
          	
            
              52. 
            
          
          	Rust, R. T., and Cooil, B. (1994). “Reliability measures for qualitative data: Theory and implications,” Journal of Marketing Research, 1-14.
			[https://doi.org/10.1177/002224379403100101]
		
        

        
          	
            
              53. 
            
          
          	Schumpeter, J. A. (1934), The Theory of Economic Development: An Inquiry into Profits, Capital, Credit, Interest and the Business Cycle. Harvard University Press, Cambridge, MA.
        

        
          	
            
              54. 
            
          
          	Schiling, M. A. (2016), Strategic management of technological innovation, McGrawHill Education
        

        
          	
            
              55. 
            
          
          	Sethi, R., Smith, D. C., and Park, C. W. (2001), “Cross-functional product development teams, creativity, and the innovativeness of new consumer products,” Journal of Marketing Research, 38(1), 73-85.
			[https://doi.org/10.1509/jmkr.38.1.73.18833]
		
        

        
          	
            
              56. 
            
          
          	Siguaw, J. A., Simpson, P. M., and Enz, C. A. (2006), “Conceptualizing innovation orientation: A framework for study and integration of innovation research,” Journal of Product Innovation Management, 23(6), 556-574.
			[https://doi.org/10.1111/j.1540-5885.2006.00224.x]
		
        

        
          	
            
              57. 
            
          
          	Simester, D. (2016), “Why Great New Products Fail,” MIT Sloan Management Review, Spring, 32-39
        

        
          	
            
              58. 
            
          
          	Slappendel, C. (1996), “Perspectives on innovation in organizations. Organization Studies, 17 (1), 107-129.
			[https://doi.org/10.1177/017084069601700105]
		
        

        
          	
            
              59. 
            
          
          	Sorescu, A. B., and Spanjol, J. (2008), “Innovation's effect on firm value and risk: Insights from consumer packaged goods,” Journal of Marketing, 72(2), 114-132.
			[https://doi.org/10.1509/jmkg.72.2.114]
		
        

        
          	
            
              60. 
            
          
          	Szymanski, D. M., Kroff, M. W., and Troy, L. C. (2007), “Innovativeness and new product success: Insights from the cumulative evidence,” Journal of the Academy of Marketing Science, 35(1), 35-52.
			[https://doi.org/10.1007/s11747-006-0014-0]
		
        

        
          	
            
              61. 
            
          
          	Tajeddini, K., Trueman, M. and Larsen, G. (2006), “Examining the Effect of Market Orientation on Innovativeness,” Journal of Marketing Management, 22(5-6), 529-551
			[https://doi.org/10.1362/026725706777978640]
		
        

        
          	
            
              62. 
            
          
          	Talke, K., Salomo, S., Wieringa, J. E., and Lutz, A. (2009), “What about design newness? Investigating the relevance of a neglected dimension of product innovativeness,” Journal of Product Innovation Management, 26(6), 601-615.
			[https://doi.org/10.1111/j.1540-5885.2009.00686.x]
		
        

        
          	
            
              63. 
            
          
          	Tushman, M. L., and Anderson, P. C. (1986), “Technological discontinuities and organizational environments,” Administrative Science Quarterly, 31(3), 439-465.
			[https://doi.org/10.2307/2392832]
		
        

        
          	
            
              64. 
            
          
          	Tushman, M. L., Anderson, P. C., and O’Reilly, C. (1997), “Technological cycles, innovation streams, and ambidextrous organizations: organizational renewal through innovation streams and strategic change,” In M. L. Tushman, & P. Anderson (Eds.), Managing strategic innovation and change: A collection of readings. New York: Oxford University Press.
        

        
          	
            
              65. 
            
          
          	Urabe, K. (1988), Innovation and the Japanese management system. In K. Urabe, J. Child, & T. Kagono (Eds.), Innovation and management international comparisons. Berlin: Walter de Gruyter.
			[https://doi.org/10.1515/9783110864519]
		
        

        
          	
            
              66. 
            
          
          	Utterback and Abernathy (1975), “A Dynamic Model of Process and Product Innovation,” Omega, 3(6), 639-656.
			[https://doi.org/10.1016/0305-0483(75)90068-7]
		
        

        
          	
            
              67. 
            
          
          	Van Orden, J., van der Rhee, B., and Schmidt, G. M. (2011), “Encroachment patterns of the “best products” from the last decade,” Journal of Product Innovation Management, 28(5), 726-743.
			[https://doi.org/10.1111/j.1540-5885.2011.00834.x]
		
        

        
          	
            
              68. 
            
          
          	VanVoorhis, C. W., and Morgan, B. L. (2007), “Understanding power and rules of thumb for determining sample sizes,” Tutorials in Quantitative Methods for Psychology, 3(2), 43-50.
			[https://doi.org/10.20982/tqmp.03.2.p043]
		
        

        
          	
            
              69. 
            
          
          	Veryzer, R. W. (1998), “Discontinuous innovation and the new product development process,” Journal of Product Innovation Management, 15(4), 304-321.
			[https://doi.org/10.1111/1540-5885.1540304]
		
        

        
          	
            
              70. 
            
          
          	Wang (2011), A Content Analysis of Reliability in Advertising Content Analysis Studies, Electronic Theses and Dissertations.
        

        
          	
            
              71. 
            
          
          	Weber R.P. (1990), Basic Content Analysis. Sage Publications, Newburry Park, CA.
			[https://doi.org/10.4135/9781412983488]
		
        

        
          	
            
              72. 
            
          
          	Young, S., and Feigin, B. (1975), “Using the benefit chain for improved strategy formulation,” The Journal of Marketing, 39(3), 72-74.
			[https://doi.org/10.1177/002224297503900315]
		
        

        
          	
            
              73. 
            
          
          	Zeithaml, V. A. (1988), “Consumer perceptions of price, quality, and value: a means-end model and synthesis of evidence,” The Journal of Marketing, 52(3), 2-22.
			[https://doi.org/10.1177/002224298805200302]
		
        

        
          	
            
              74. 
            
          
          	Zhao, M., Hoeffler, S., and Dahl, D. W. (2012), “Imagination difficulty and new product evaluation,” Journal of Product Innovation Management,” 29(1), 76-90.
			[https://doi.org/10.1111/j.1540-5885.2012.00951.x]
		
        

        
          	
            
              75. 
            
          
          	Zhou, K. Z., Yim, C. K., and Tse, D. K. (2005), “The effects of strategic orientations on technology-and market-based breakthrough innovations,” Journal of Marketing, 69(2), 42-60.
			[https://doi.org/10.1509/jmkg.69.2.42.60756]
		
        

      

    

    

  
    
      • 저자 김미리는 서강대학교 경영전문대학원 글로벌서비스경영학과에서 경영학 석사, 박사학위를 취득하였다. 현재 서강대학교 경영학부 강사로 재직 중이며 주요 강의 및 연구 분야는 기술경영, 제품 및 서비스 혁신, 혁신 전략, IT 서비스 등이다. 

      • 저자 김길선은 서강대학교에서 경영학 학사, 미국 어바나 샴페인 소재 일리노이 대학교에서 MBA와 경영학 박사학위를 취득하였다. 주요 강의 및 연구분야는 기술경영, 프로세스관리, 그리고 제품과 프로세스의 디자인이다. 미국 미들테네시 주립대학교 경영학과에서 조교수를 역임하고 현재 서강대학교 경영학부 교수로 재직하고 있다.

    

    

  OEBPS/images/big_49_2.jpg
u g

7
o

416 il WA 2l e 20 P

%

u sl sz b usen 2

P

3 A A 2 B ) e S R 38 27 B0 80 s

s B 2 v ol 3t £
P it S

Stz 51 E3e 13 28 waueT £

T

o4 sz s g o 30 £l

el a0 250 520l s W Si= 8 as

B HBE it AR o A8 3 S0l 28 27 s

ot oS e T o

sy ‘3ol 13n 22 uE an

anan ExE sa o) a9

(@ #3739






OEBPS/images/_common/images/crossref.gif





