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Presentation outline:

• Needs for innovation data

• Innovation: basic definitions

• Survey procedures: populations, methods 
and estimations

• Survey architecture

• CIS example

• Innovation surveys in developping 
countries
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Needs for innovation data:

• In constructing innovation indicators, the 
information needs of policy makers and analysts 
are a paramount consideration,

• The forces that drive innovation at the level of 
the firm and the innovations that succeed in 
improving firm performance are of central 
importance for policy making,

• Questions on the implementation of innovations, 
the interaction of different types of innovations, 
and on the objectives and barriers to innovation 
are the source of relevant data.
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Innovations: basic definitions

• Definition of an innovation

• Main types of innovation

• Classifying firms by degree of 
innovativeness

• The impact and outcomes of 
innovation
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Definition of an innovation:

An innovation is the implementation of a 

new or significantly improved product (good 

or service), or process, a new marketing 

method, or a new organisational method in 

business practices, workplace organisation 

or external relations.
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Types of innovations:
Four types of innovations are distinguished: product 
innovations, process innovations, marketing innovations and 
organisational innovations:

• Product innovation: introduction of a good or service that is 
new or significantly improved with respect to its characteristics 
or intended uses. This includes significant improvements in 
technical specifications, components and materials, 
incorporated software, user friendliness or other functional 
characteristics.

• Process innovation: implementation of a new or significantly 
improved production or delivery method. This includes 
significant changes in techniques, equipment and/or software.

• Marketing innovation: implementation of a new marketing 
method involving significant changes in product design or 
packaging, product placement, product promotion or pricing.

• Organisational innovation: implementation of a new 
organisational method in the firm’s business practices, 
workplace organisation or external relations.
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Classifying firms by degree of 

innovativeness:
• The innovative firm is one that has introduced an 

innovation during the period under review. The innovations 
need not have been a commercial success –many 
innovations fail. 

• An innovation active firm is one that has had innovation 
activities during the period under review, including those 
with ongoing and abandoned activities. In other words, firms 
that have had innovation activities during the period under 
review, regardless of whether the activity resulted in the 
implementation of an innovation, are innovation active.

• A potentially innovative firm is one type of “innovation 
active firm”, that has made innovation efforts but not 
achieved results. This is a key element in innovation 
policies: to help them overcome the obstacles that 
prevent them from being innovative (converting efforts 
into innovations).
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Impacts and outcomes of innovation:

• Impacts of innovations on firm performance 
range from effects on sales and market share to 
changes in productivity and efficiency. Important 
impacts at industry and national levels are 
changes in international competitiveness and in 
total factor productivity, knowledge spillovers of 
firm-level innovations, and an increase in the 
amount of knowledge flowing through networks.

• The outcomes of product innovations can be 
measured by the percentage of sales derived 
from new or improved products. 
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Survey procedures: populations, 

methods and estimations

• Populations

• Methods

• Estimations

• Presentation of results

• Frequency of data collection
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Populations:

• The target population

It is recommended that innovation surveys should refer to 
innovation activities in the business enterprise sector. This 
sector includes both goods-producing and services 
industries.

It is also recommended that the target population should 
include, at a minimum, all statistical units with at least ten 
employees.

• The frame population

An ideal frame is an up-to-date official business register
established for statistical purposes. National statistical 
offices usually keep such registers.
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Survey methods:
• Mandatory or voluntary survey

Innovation surveys can be either mandatory or voluntary. 
If they are voluntary, higher non-response rates should be 
expected. Low response rates mean a smaller sample 
than expected and thus higher variance.

• Census or sample survey

Resource limitations and response burdens will in most 
cases rule out a survey of the entire population (census). 
If sample surveys are utilised, the units should be selected 
on the basis of a random procedure (random sample 
surveys with known selection probabilities). Sample 
surveys should be representative of the basic 
characteristics of the target population, such as industry, 
size and region, so a stratified sample is necessary.
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Sampling:

• Innovation surveys are in general random sample 

surveys. The relevant literature offers various 
sampling techniques, such as the simple random 
sample technique, stratification techniques, cluster 

sample techniques and pps-sample techniques. 
The techniques may even be combined. In the 

past, stratified sample surveys have proved to lead 
to reliable results.

• it is recommended that the stratification of random 
sample innovation surveys should be based on the 

size and principal activity of the units.
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Estimation of results:

• The results of sample surveys need to be 
weighted to obtain information that is 
representative for the target population. 

• There are various methods for weighting 
sampling results. 

• The simplest is weighting by the inverse of the 
sampling fractions of the sampling units, 
corrected by the unit non-response. 

• If a stratified sampling technique with different 
sampling fractions is used, weights should be 
calculated individually for each stratum.
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Presentation of results:

The presentation of results should contain 

metadata, including information on the 

procedure used to collect data, sampling 

methods, procedures for dealing with non-

response and quality indicators. This will 

allow users to better interpret the data and 

judge its quality.
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Frequency of data collection:

• It is recommended to conduct innovation 
surveys every two years. However, where this is 
not economically feasible, a frequency of three 
or four years may be chosen.

• Theoretical and practical considerations, as well 
as user needs at the international, national and 
regional level, determine the frequency of 
innovation surveys.

• Only a few countries, however, can afford or are 
willing to run innovation surveys every year.
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Survey architecture:

A. General information about the firm

B. Product and process innovations that 

were introduced

C. Marketing or organisational innovations 

that were introduced

D. Basic economic information about the 

firm

E. Innovations with environmental benefits 

that were introduced by the firm
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CIS example:
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The characteristics of innovation in 

developing countries:

• The sector of small and medium-sized enterprises (SMEs) is very 
significant

• A number of exogenous systemic factors shape the innovation 
landscape in developing countries, such as: macroeconomic 
uncertainty; instability; physical infrastructure (lack of basic services 
such as electricity or “old” communications technologies); 
institutional fragility; lack of social awareness about innovation; risk-
averse nature of enterprises; lack of entrepreneurs; existence of 
barriers to business start-up; lack of public policy instruments for 
business support and management training

• Developing countries’ economies rely significantly on informal 
practice. Informality is not a favourable context for innovation

• Many enterprises in developing countries operate in unusual 
economic and innovation environments owing to the existence, and 
in some cases prevalence, of state-owned enterprises (China) or 
massive parastatal enterprises (some Arab states), where a lack of 
competition sometimes discourages innovation or drains local 
markets of innovative potential
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Innovation measurement in developing 

countries:

• Innovation measurement in developing countries 
has to produce results comparable to those 
obtained in developed countries that use the Oslo 
Manual in order to enable benchmarking and 
construct a coherent international system of 
innovation indicators

• The problem of measuring incremental changes, 
which may not result in “new or significantly 
improved” products or processes

• Another pending issue is related to the scope of 
innovations, since concepts such as “new to the 
market” may have different interpretations in 
environments with less developed infrastructure.
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Principal adaptations:

• In developing countries, the incorporation of ICTs in 
enterprises has frequently been limited to sophisticated 
“front-office” applications (such as Web page, call centre, 
e-mail or digital brochures and catalogues). However, it 
is considered that the main impact on the enterprise’s 
performance can be obtained by implementing ICTs to 
support or automate critical activities or processes 
(“back-office”).

• From the point of view of human resource management, 
it is particularly important to collect information on 
actions taken by firms with regard to training, including 
the resources involved.



19/01/2010

14

ESCWA, Beirut January 2010-

MHENNI

27

Methodological issues for 

developing country contexts:

• It is particularly important to involve national statistics 
offices (NSOs) in innovation surveys, even if such 
surveys do not constitute a high priority in the national 
statistical programmes of some developing countries.

• Statistical systems in developing countries frequently 
lack the necessary information about firm performance 
(such as data on sales, investments, exports), only have 
outdated data or cannot provide data in a suitable form 
for statistical analysis. In such cases, a number of basic 
variables can be included in the innovation survey in 
order to enable analysis of the relationship between 
actions taken by firms for innovation and market 
performance (competitiveness).


