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Abstract 
 
The field of research study is Swedish SMEs that belong to plastic industry. In the time of 
globalization and high competition on the global market, the issues of innovation 
implementation and processes that can increase effectiveness of innovative activities are often 
discussed. The issue is essentially important for small and medium businesses, which due to 
their size and specifications are more flexible and can easily implement innovations. Due to 
the fact, that Swedish market is filled with small and medium enterprises and innovative 
activities are among the most current and attractive for discussion, the research on the matter 
of innovation is seen as important contribution and necessary study for the modern market. 
The study focuses on importance of communicative processes between managers and 
employees on the matter of innovation and innovative activities. The general research 
question focuses on studying whether managers and employees can influence innovations and 
innovative activities through communication. The research focuses on studying Swedish 
SMEs, on the case of plastic industry. SMEs in Sweden are well known for innovative 
activities, however, the research attempts to discover whether such activities are effective and 
whether communication between managers and employees “makes or breaks innovative 
ecosystem” (Estrin, 2009). The motivation behind this research is to find how communicative 
activities in Swedish SMEs influence innovative processes and find whether managers and 
employees can influence effectively innovations through communication for the benefit of the 
organization.  
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1 INTRODUCTION 
 
 
Globalization and constantly increasing competition are forcing small and medium business to 
change and improve in order to keep their competitive position on the market. The fast spread 
of information, technological innovations and the dissolution of borders between international 
markets are seen as major structural changes within organizations in global terms (Kemeny, 
2011; Sapienza et al., 2006; Archibugi & Pietrobelli, 2003; Porter, 1998). Such structural 
changes, involving various sectors of organizations are currently seen as a necessity for 
organizations’ development and productive functioning. The process of globalization and its 
influence of various spheres of social, cultural and business life is not debatable – “the pace 
and scale of today’s globalization is without precedent…Information and communication 
technology has made it possible” (OECD, 2007: 5). 
 
 

1.1 Background 
 
 
Globalization and information revolution have made a significant impact on modern small 
and medium enterprises (SMEs), bringing them challenges and opportunities. The overall 
competitiveness, modernization, global increase in trade and movement of goods and 
services, massive migration of people and capital, together with technological, political and 
financial changes on the global market have brought both challenges and opportunities to 
SMEs. Small and medium businesses are forced to develop with higher speed and can 
improve their local and international competitiveness by using the opportunities brought by 
informational and technological innovations (Kumar & Lui, 2005). Such opportunities, 
brought by globalization, competition and demand for improvement are often referred as 
innovations. 
 
«Innovation is a key to success» -- is a very common expression these days. The need for 
innovations and innovative activities is not debatable. Businesses, which perform non-
innovative style are often seen as weak market players, which do not have future on the 
market of high competition. Therefore, businesses are forced to be aware of innovations in 
their field and to search for the ways to apply innovations to assure stability of their business. 
According to research, the SMEs, which engage innovations in their activities are better 
performers than those that do not (Gerorski & Machin, 1992, Freel, 2000, Vermeulen et al. 
2005). 
 
Small and medium businesses are crucially important players on the market of economies of 
various nations (Stanworth & Gray, 1993, Wolff & Pett, 2006). Not only they are significant 
for nations' economies, especially when it comes to European sector, but they are also a major 
source of job creation (Storey et al. 1987, Clark & Moutray, 2004). Also, they are the 
potential businesses, which can develop into large enterprises and corporations 
(Castrogiovanni, 1996, Monk, 2000). In this case, it is also important to note, that small and 
medium enterprises are open and appropriate for innovation, due to their size, flexibility, and 
ability to quickly integrate changes and receive fast results of such changes (Acs & Yeung, 
1999, Verhees & Meulenberg, 2004). This is a very important positive feature of SMEs, 
because not only it is easier for such businesses to integrate innovations, but they can 
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accumulate results of their innovative activities within rather short period of time and 
therefore evaluate effectiveness of such activities. Also, in case of need of certain changes, 
due to flexibility and size of such enterprises it is less complicated to integrate changes and 
modifications in business process, without stopping or pausing it. 
 
Need for innovative behavior in small and medium businesses should not be underestimated. 
Generation and process of adoption of new ideas, technologies, methods, strategies and 
practices are a key to economic progress. Therefore, such approach in business development 
requires innovative activities. Innovations and innovative activities can bring both 
opportunities and challenges for SMEs. Not all innovation are appropriate for all businesses 
and especially they do not guarantee success. However, only appropriate implementation of 
innovations, analysis of their need on the first place, and results of their implementation 
within specific sectors of the business can bring positive results to the business and results in 
long term effectiveness and productivity. Proper understanding of drivers of innovation 
activities and methods and processes of innovative behavior are important on the way of 
searching for effective and appropriate innovations for particular business (Van Beers et al, 
2008; Galende and de la Fuente, 2003). Structural changes of any business is a risky step, 
however, in terms of small and medium businesses it is often a necessary step to take. 
 
Considering the findings of Fidler and Johnson (1984) its is essentially important  to 
understand the important part communication plays in innovation implementation. The 
communication in this case is seen as communicative interactions between staff and 
management in terms of innovation need and innovation implementation. Both, employees 
and managers need to understand and evaluate needs of certain innovative processes, their 
procedure, implementation process, potential results. In case if one of the sides does not 
properly participate in innovation implementation the general purpose and effectiveness of 
innovative activities can be pointless. Therefore, it is essentially important to investigate and 
assure effective communicative processes within staff and management. 
 
 

1.2 Problem discussion 
 
 
Development and progress of small and medium businesses, their ability to use market 
opportunities turning them into advantages are important not for the future of such businesses, 
but for local and national economy. Considering the fact that SMEs make up to 99.8% of 
European Enterprises (European Commission, 2011), their development is critically important 
for European Economy. According to reports of European Commission small and medium 
enterprises are considered to be a major source of employment creation, when 50% of new 
job opportunities arrive from fast growing SMEs (European Commission, 2002). Moreover, 
about 3 of 10 European SMEs have introduced innovations (in terms of product) to the 
markets, which made them locally and nationally competitive, bringing them positive 
revenues (European Commission, 2007). However, the reports also record that SMEs regard 4 
factors, which create barriers to innovations: “problems in access to finance, scarcity of 
skilled labor, a lack of market demand and the high cost of human resources” (European 
Commission, 2007). According to reports of 2004-2005 “there are 58 SMEs per 1000 
inhabitants in Sweden, which is significantly above average of ca 40” (European 
Commission, 2004-2005). The report also shows that 63.2% of workforce is employed by 
SMEs in Sweden, while SMEs are recorded to occupy 99.8% of the market of enterprises 
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(European Commission, 2004-2005). Therefore, considering the fact the SMEs make up the 
majority of enterprises in Sweden it is important to give significant attention to development, 
progress and overall functioning and adaptation of such firms to national and global markets. 
The core of economic progress lied within generation and adoption of new strategies, ideas, 
technologies, methods and practices. Therefore assurance of SMEs progress, success and 
competitiveness lies within innovation and innovative behavior. Understanding needs and 
means of successful transformation through innovation as a source of opportunities for small 
and medium businesses is essentially important (van Beers et al., 2008; Bharadwaj & Menon, 
2000). 
 
Following the idea of Schumpeter as influential economist, small and large business firms as 
generators of new technologies remain a subject of vigorous debate. In an age of accelerating 
innovation and global industry, business people feel more vulnerable today than ever. 
Different companies, regardless of whether a given firm is large or small, especially since the 
advent of globalization, have developed "business strategy” or "corporate strategy" 
(innovation, entrepreneurship, and credit creation) for themselves. Only through innovation 
and entrepreneurship can any business influence on innovation activities and get the success 
(Thomas, 2007: 496-498). However, innovations have an important impact on economical 
development. Support for the development and create innovations more fit products, 
processes, systems and organizational models can lead to improvements in the living 
conditions of present and future generations (Halila & Rundquist, 2011). 
 
This important sector faces many challenges, including the globalisation of markets, 
economic change, decreasing product lifecycle, rapid technological development, changing 
consumer needs and increased competition (Utterback, 1994; OECD, 2009). Innovation 
needs to be continuous and permeate all areas of SME operation, including production, 
finance, planning, human resource management (HRM) and marketing. In Porter’s 
 “Diamond model” of competitive advantage of nations, the role of government is “acting as 
a catalyst and challenger; it is to encourage – or even push – companies to raise their 
aspirations and move to higher levels of competitive performance” (Thomas Hemphill, 2009). 
 
The research of SMEs in Sweden was selected because small and medium businesses are well 
known and important in Sweden. SMEs are well-represented in this part of the country, which 
makes it a suitable ground for a study concerned with innovations and innovation activities of 
SMEs. New product and process ideas originate from a variety of sources as within the firm 
as external. Innovation in SMEs are to a greater extent reliant on customers and management, 
while in large firms occurs in more degree through the relationship with suppliers. 
Advantages of small and medium firms include: having opportunity to react rapidly to 
changing business environment; willing to take risks; having internal flexibility; being a well-
organized and efficient; having informal communication coupled and with less bureaucracy; 
having greater entrepreneurial spirit. If compare with larger companies, small and medium 
sized firms had an innovation rate (the number of innovations per employee) achieved higher 
rate than large companies. Disadvantages for small and medium firms include: absence of 
personnel and financial resources for R&D (research and development); companies work on 
the local markets and small businesses have a limited share of the market; hard to enter on 
international market;  slowly developing relationships with suppliers and customer; scarcity of 
skilled labor; small businesses are more risks (Bommer and Jalajas, 2004). These constraints 
limit the expansion and growth opportunities of small businesses (MacGregor and Vrazalic, 
2005). 
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Concentrating on SMEs in Sweden the researcher pays significant attention to the type of 
communication process within organization. The researcher suggests that specifications on 
communication process between management and employees is significantly important in 
implementation of innovations and its effectiveness. The researcher analyzes a relationship, 
communication  between  top manager and employees, broadly defined innovation and 
innovation activities. The relationship and communication between two groups within 
company are important channels for developing innovation. 
 
 

1.3 Research direction  
 
 
Due to significance of small and medium businesses for local market and global economy it is 
important to study and evaluate their performance (Acs, 1999). Such study can reveal through 
analysis strong and weak issues in business process and innovation use, can help to suggest 
non-governmental and governmental support programs, recommend effective ways of use of 
innovations and innovation activities. 
 
With fast spread of globalization and high demands of market competition researches have 
been showing a significant interest in the area of innovations and innovative activities. The 
prior research can be traced back to investigations and study issue of competitive advantage 
and performance, risk taking and creativity, allocation of resources, management and control, 
strategy and methods of implementation of innovations and structural changes within 
enterprises (Amabile et al, 1996; Dougherty & Hardy, 1996; Cooper, 1999; Shoham & 
Fieganbaum, 2002; Byrd & Brown, 2003). The list of studies and researches in the field 
continues, however it lacks current evaluation of SMEs in Sweden. Therefore, current 
research attempts to study, analyze and evaluate current positions of SMEs on Swedish 
market and compare whether small and medium enterprises follow theoretical methods and 
processes of innovation use and analyze how theory is supported by practice. 
 
The research attempts to investigate whether management of the company uses innovations 
within organizations, which fields innovations are used in, whether it is effective, etc. On the 
other hand it attempts to investigate the view of the employees and their attitude towards 
innovation use, potential suggestions for improvement for the management. As the results the 
research attempts to construct a bridge of communication between management and employee 
sector in means of innovations within the organization and suggest effective and productive 
ways of improving organizations in terms of innovations. 
 
One of the current problems in terms of innovation use in small and medium businesses is that 
such organizations do not create separate innovation departments due to size of the 
organizations and significant financial expenses from such departments; they do not appoint 
specific position for managing and controlling innovations, do not provide work shops for 
innovation activity discussions. However, lack of separate departments, which are responsible 
for innovations within organization, workshops and particular positions for innovations, does 
not mean that innovation activity should be neglected. Therefore the research also attempts to 
evaluate need of innovations within small and medium organizations and suggest potential 
solutions for the most effective use of methods to apply innovation and assure productive 
communication on this matter within management and employees’ sector. 
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The focus of the research is to study the market of small and medium businesses in Sweden 
and analyze their performance in terms of innovation use. The research, while referring to 
primary and secondary data attempts to reveal current tendencies in SMEs performance, 
challenges and opportunities they face due to process of globalization and high competition 
on the market of Sweden. 
 
According to Fidler and Johnson (1984) its is essentially important to increase understanding 
of “the part communication plays in innovation implementation”, because this understanding 
brings important pragmatic implications for managers as well as gives high value to further 
research in the field (Fidler and Johnson, 1984). Considering current situation on the market 
of SMEs it is clear, that small and medium businesses in Europe, including Sweden often use 
innovations in their activity. Therefore, it is important to evaluated the fields of innovation 
implementation and give significant attention of the role of communication process between 
managers and employees in the process of innovation implementation and its use. Therefore, 
the main goal of the research is to determine how communication within an organization 
influences process of implementation of innovations. The results of this part of research will 
help to evaluate results and provide suggestions to the organization on how to improve 
communication between management and employees in order to increase effectiveness of 
innovations implemented in the organization. 
 
The importance of this research is in study, evaluation and analysis of current segment of 
SMEs in Sweden, which is not presented by earlier studies. Understanding current situation of 
SMEs market in Sweden and their use of innovations and innovative behavior can lead to 
results that could be important in long terms for this segment of the market. Also, 
investigation in the field of communication between managers and employees on the matter of 
innovations is important for the academic field as well as for practical implementation of 
recommendations and suggestion for improvement. 
 
 

1.4 Research purpose 
 
 
The purpose of this thesis is to study communications between managers and employees on 
the matter of innovations and innovation activities in Swedish SMEs.  
 
This task is important since it is related to development and progress of small and medium 
businesses in Sweden and has effects on local and national economy. It is also important for 
understanding which business strategies companies choose, especially how create innovations 
and develop innovation activities in Swedish SMEs. 
 
 

1.5  Research question 
 
 
RQ: Can top management and staff through communications influence innovations and  
        innovation activities in SMEs?    
        Case of study: Plastics industry 
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1.6 Goal          

 

The research goal is to study and analyze communications between top management and staff 
on the matter of innovations in Swedish small and medium enterprises that want to develop 
innovations and innovation activities. The research focuses on following general question: 
This research question focuses on how companies implement new innovations and how 
management of companies and staff can, significantly improve organizational/managerial 
processes in innovation activities, decision-making and generate new ideas/innovations. The 
aim is to better understand relationship between management and staff, what roles are 
management and staff playing in developing of innovations and to examine the behavior of 
management and staff that can influence the results of innovation activities within small and 
medium companies in Sweden. As the result, the answers to the question will lead to 
recommendations on how top managers and staff can create conditions for developing 
innovations and innovation activities for the benefit of the business and manage 
organizational innovations aimed at longer-term growth and expansion. The research shows 
that direct relationships are critical between management and staff of companies for 
developing innovation activities (Ruppel & Harrington, 2000; Pearce, 2001; Malmelin, 2007). 
Human capital of companies may affect its capability to internally generate new techniques 
and products (Klein & Knight, 2005; Mast, Huck, Zerfass, 2005, Robbins et al., 1998; 
Mazzarol, 2002). In order to answer following question and fulfill the purpose of the scientific 
research the current communications on the matter of innovations and innovation activities in 
small and medium businesses in Sweden need to be analyzed. The research question focuses 
on following: define companies, identify companies with high innovation activities; 
understand how manager and staff of companies develop and create innovations; study and 
evaluate overall interest of the top management in innovations and innovational activities, 
evaluate effectiveness of communication between management and employees in the issues of 
innovations. As the result, the research offers analysis of current situation on Swedish market 
and attempts to find and offer recommendations for top managers and staff to develop and 
create effective communications on the matter of innovations and innovation activities. 

 

1.7 Delimitations 
 
 
The field of interest of the research is focused on study of innovation and innovative activities 
and innovative communication in selected SMEs, as attractive areas for research. Innovation 
and innovative communication are among highly attractive and important fields of study in 
modern world. The research field and research question are broad and therefore bring need for 
limitations to make research study possible. The research is focused on studying Swedish 
SMEs that belong to plastic industry. The focus is set on one industry only, which is a 
limitation of research in this case. It was decided to limit the research with five SMEs in 
Sweden that belong to plastics industry. The choice of the researched companies was based on 
availability of data collection from the enterprises and their location.    
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2 Methodology 
 
 

2.1 Research method 
 
The research method is based on application of combination of primary and secondary data in 
multiple case study. The research is focused on studying communication on the matter of 
innovation in SMEs in Sweden. Due to complex field of the research it concentrates on case 
study of 5 Swedish SMEs in plastic industry. The research attempts to collect data from 
secondary sources on the topic of study and collect data from two sample groups (managers 
and employees). Due to complexity and wide range of collected data, the choice of research 
method is qualitative method (Bryman and Bell, 2011), which will allow to project the results 
of the sample group on larger population (Yin, 1997) -- the SMEs in Sweden.  
 

2.2 Choice of research design 
 
 
The choice of research design method is based on the primary needs of the research itself and 
follows the goals set in the research. The specifications of the research topic and difficulty of 
access to secondary data due to various factors (Amabile et al, 1996; Dougherty & Hardy, 
1996; Cooper, 1999; Shoham & Fieganbaum, 2002; Byrd & Brown, 2003). Therefore, the 
research design demands collection of primary data. Considering two most popular methods 
of data collection and analysis -- qualitative and quantitative (Bryman and Bell, 2011), one of 
the needs to be chosen. The research purpose and demands for data collection determine that 
qualitative data collection through fixed questions in interview and questionnaires is the most 
appropriate research design. 
 
 

2.2.1 Qualitative and quantitative research  
 
 
The quantitative and qualitative distinction represents useful means of classifying different 
methods of business research and it helps understanding a range of issues concerned with the 
practice of business research. Quantitative and qualitative researches are two distinctive 
clusters of research strategy. In collecting data for this study, I am going to obtain information 
using qualitative method and ensure a rich accumulation of data from which to draw 
conclusions. 
 

2.2.2 Quantitative strategy 
            

 
Quantitative research can be constructed as a research strategy that emphasizes quantification 
in the collection of numerical data and analysis of data, suggest a deductive approach to the 
relationship between theory and research, testing of theory, a predilection for a natural science 
approach, and of positivism in particular, and as having an objectivist conception of social 
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reality. The main steps of quantitative research to suggest that a hypothesis is deduced from 
the theory and is tested. Quantitative research is most focused on numbers than like text or 
stories. The main research methods in quantitative design are experiment, quasi experiment, 
questionnaire, interview and observation (Bryman and Bell, p. 150: 2011). 

 

2.2.3 Qualitative strategy 
 

 
In qualitative research there is relationship between theory and research. The main research 
methods in qualitative design are qualitative interviewing, the collection and qualitative 
analysis of texts and documentary analysis, focus groups, ethnography/ participant 
observation, and language-based approaches to the collection of qualitative data, such as 
discourse and conversation analysis (Bryman and Bell, p. 386, 389: 2011). The landscape of 
qualitative research requires a wide theoretical perspective. Collecting and Interpreting 
qualitative materials, is about methods: gathering, analyzing and interpreting data (Fielding, 
1999). 
 

2.2.4 The distinction between qualitative and quantitative research 
 
 
Several writers have explored in Table 1 attempts to draw out the chief contrasting features 
between quantitative and qualitative research. Furthermore, it should be noted that researchers 
or by authors wrote and have been formulated most of the comments about the distinction 
between qualitative and quantitative research from the perspective of qualitative research 
(Bryman and Bell, p. 410: 2011). 
 

Table 1 Some common contacts between quantitative and qualitative research (Bryman and 
Bell, p. 410: 2011). 

____________________________________________________ 
Quantitative                                     Qualitative_____________ 
Numbers                                            Words 
Point of view of researcher                Points of view of participants 
Researcher distant                              Researcher close 
Theory testing                                    Theory emergent 
Static                                                  Process 
Structured                                           Unstructured 
Generalization                                    Contextual understanding 
Hard, reliable data                              Rich, deep data 
Macro                                                  Micro 
Behaviour                                            Meaning 
Artificial settings                                 Natural settings 
____________________________________________________                                            
 

In both qualitative and quantitative data can usually be used to collect one and the same data 
collection method. In research questionnaires can contain open-ended questions and 
numerical scales and different questions in interviews can consist both numerical and 
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qualitative aspects. It is problematic to classify research methods as qualitative or quantitative 
and it is difficult to show that a certain research method necessarily has to be linked to a 
certain research philosophy (Allwood, 2012). Guba and Lincoln (1998) asserted, that both 
qualitative or quantitative methods, in general in principle can be used with any research 
philosophy, for example positivism, post-positivism, critical theory and constructivism (Guba 
and Lincoln, 1994). 
The research, however, determines, that the most effective way of data collection and analysis 
in the case of this study is qualitative method in multiple case study of SMEs, which represent 
plastic industry in Sweden.  
 

2.2.5 Criteria of research design 
 
 
Reliability, replication and validity are three of the most prominent for the evaluation of 
business and management research. 
 
According to Bryman and Bell (2011) “reliability is concerned with the question of whether 
the results of study are repeatable. The term is commonly used in relation to the question of 
whether or not the measures that are devised for concepts in business and management (such 
as team-working, employee, motivation, organizational effectiveness) are consistent.” 
According to Bryman and Bell (2011) one of the most important criteria of the research is 
validity. “Validity is concerned with the integrity of the conclusions that are generated from a 
piece of research. It is important to be aware of the main types of validity that are typically 
distinguished measurement validity, internal validity, external validity, ecological validity..." 
(Bryman and Bell, 2011). Replication or replicability means that if some researcher decides to 
complete the same study with the help of the same methodology the same results will be 
obtained. Many business researchers working within both quantitative and qualitative 
researches tradition use replicability. (Bryman and Bell, 2011). 
 
I am going to make a social survey design and connect, send questionnaires to small and 
medium companies in Sweden. The most common will be to use a cross section design. 
According to Bryman and Bell (2011)  “a cross-sectional design entails the collection of data 
on more than one case (usually quite a lot more than one) and at a single point in time in order 
to collect a body of quantitative or quantifiable data in connection with two or more variables 
(usually many more than two), which are then examined to detect patterns of association".  
 
 

2.3 Research strategy 
 
 
The research strategy is based on qualitative method of data collection and analysis and 
focuses on collection of secondary data and primary data. The overall data collection is set in 
3 stages. Stage 1 - secondary data collection, Stage 2 - primary data collection (personal 
interviews), Stage 3 - primary data collection (questionnaires).  
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2.3.1 Sampling 
 
For qualitative research various sampling methods can be used. The main types of probability 
sample:  the simple random sample, the systematic sample, the stratified random sampling 
and cluster sampling (Bryman and Bell, 2011:173). In order to satisfy needs and aims of the 
research strategic sampling together with purposive sampling is used and is conducted 
through personal interviews and questionnaire. 
 
Due to specifications of the research design, the sampling is set into two groups: managers of 
the selected companies and the employees of the selected companies. The data will be 
collected nearly simultaneously from two groups, however separately, with separate 
questionnaires. The results of the data collection of two separate groups of the selected 
companies are combined according to the types of the groups and further analyzed and 
compared.   
 
The number of the company is 5. 
Therefore, the number of the managers, who are selected to be respondents is 5. 
The number of the employees, who are selected to be respondents, is 66. 
 
The aim of the research is to use strategic ways of sampling of respondents and provide them 
with survey. In such way through formulation of research questions and appropriate survey 
type of each of the target groups, the research attempts to further generalize findings from a 
sample group to population. Therefore, the SMEs, which were selected for the purpose of data 
research collection, were selected from different fields of market. This choice was made in 
order to satisfy diversity of the data collection; such diversity would make it possible to 
transfer findings from the sample group selected for the research onto the general type of such 
enterprises in Sweden. 
 
Due to limited resources of the research conduction, it was decided to meet with top managers 
of small and medium businesses for personal interviews and to spread with their supervision 
questionnaires to employees through post or Internet (e-mail). 
 
 

2.3.2 Data collection and analysis 
 
 
In order to assure the most effective and reliable results of the data collection and analysis it 
was decided to adopt, as mentioned above, one method (qualitative strategy) for collection of 
information from both sample groups. 
The data collection process is designed to include three stages: stage one - construction of 
basis of the research through secondary data sources; stage two - interview with managers; 
stage three - questionnaires with employees. 
 
Stage one: secondary data collection. 
 
Due to specifications of the topic of the research, the collection of the necessary data is not 
easy. Such information as implementation of innovations and specifications of corporate 
communication processes is considered by most of the enterprises as closed and confidential 
information of the particular business, therefore access to such information in full is not 
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available. However, available information about general tendencies and policies in terms of 
corporate communication and use of innovation and innovative activities, allows the research 
to build a certain image of the situation in each of the researched enterprises. 
 
Stage two and Three are stages of collection of primary data. 
 
The primary data collection is constructed on quantitative approach. The framework of the 
data collection is constructed on collection of responds to questions in interview and 
questionnaires. Both question sets are designed to include similar questions and follow 
quantitative approach in order to analyze, compare and contrast the responses of two sample 
groups. 
Such approach of data collection from two sample groups will make possible an effective 
analysis of their views, attitudes and beliefs about influences of communication on innovation 
implementation. 
 
Stage two: interviews with top managers (primary data). 
 
The research is not possible to have high scientific significance without primary data 
collection. Therefore, due to needs of the research it was decided to collect primary data from 
two sample groups. The first sample group, as mentioned in the previous section, is top 
managers of the chosen SMEs in Sweden. This data is collected through personal interviews 
of the top managers, which follows the quantitative approach of data collection and analysis. 
Also, as mentioned above, the data from personal interviews is collected during an exhibition 
of SMEs in Sweden. 
During the exhibition of plastic and rubber industry, various SMEs of Sweden are 
represented, mainly by their top managers. Therefore, such exhibition is a great opportunity to 
collect necessary information from the SMEs representative, who are at the same time in 
leading positions in the company, and are able to answer necessary questions. 
 
The responses of managers are recorded during the meeting in order to keep accurate 
information, which is essentially important for data collection and further analysis. 
 
Stage three: questionnaires with employees (primary data). 
 
The third and final stage of primary data collection is done through questionnaires with 
employees of selected SMEs in Sweden. The process of data collection is done through self-
completing questionnaires, which are delivered to employees through the Internet. After the 
personal interviews with top managers, they are asked whether the employees of their 
enterprises can be also questioned on the same matter. In case of positive response, they later 
receive a link to the web questionnaire designed for employees. The managers are asked to 
distribute the link with the questionnaire and directions for questionnaire responses through 
corporate messaging system to all employees. When questionnaires are completed, the 
responses can be collected directly from respondents without interaction of the top manager 
on this phase. This is a time saving and most financially available choice, as well as effective 
method for primary data collection for this type of research. 
 
The questionnaire is constructed on the basis of quantitative approach and therefore follows 
quantitative approach analysis. The questionnaire is constructed from fixed questions. Fixed 
questions are constructed as multiple-choice questions, which are further numerically coded 
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for the ease of numerical analysis of data. For data analysis procedure analytic induction is 
used. 
 

2.4 Research framework 
 
 
Considering the need of collection and careful analysis of both secondary and primary data, 
the research framework is presented as following: 
 

 
 
                                         (Figure 1, research framework) 
 
One can assume, that collection of secondary data is not enough to satisfy all the needs of the 
research purpose, therefore, primary data collection is necessary. Considering the information 
above, primary data collection is divided into two stages: personal interviews and 
questionnaires’ responses. The framework of both is rather similar due to the fact, that the 
results of data collection from both stages need to be analyzed and compared between each 
other. It is decided, that the primary data will be gathered through a set of questions for both 
stages. The set of questions is designed to be similar for both sample groups due to the fact 
that the responses of both need to be contrasted and compared. However, the set of questions 
for two sample groups is not the same due to specifications of the sample group and 
information each group is able to share. Due to the fact, that the issue of innovation 
implementation is not a publicly open and detailed information about this issue can not be 
openly shared for public use, the questions are designed to unveil secret background of the 
enterprise, but mainly general information, which is strictly research relevant.  
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2.5 Limitations 
 
 
The following research due to its ambitious subject of study unfortunately has various 
limitations. Among the main limitations are time and finances. Due to limited amount of time 
and finances the research is not able to study larger amount of SMEs in Sweden. The research 
is concentrated on analysis of plastic and rubber industry, however, it is believed that 
expansion to other fields would bring more scientific importance to the research. Also, it is 
considered, that the amount of examined SMEs is appropriate for this type of research, 
however, it could be increased to show more statistically significant results. 
However, the main limitation in the research process is the field of the research. It is common, 
that information about innovation implementation and innovative activities is not open to 
public and considered to be private and even secret. Therefore, this brings the main difficulty 
to the research, when all necessary information can not be obtained through the research. 
Also, due to the fact, that information about innovation and innovative activities is secret, 
information about financial support and investment in this sector is also secret. Therefore, the 
research can not present accurate financial data on this matter due to the lack of available 
information. This is a very strong limitation in this kind of research, because financial side of 
this issue is very important. 
 

2.6 Alternative methods 
 
 
The chosen method of research design was determined by the limited time and financial 
resources. Due to this fact, there are various alternative methods of data collection and 
analysis in the field of study.  
One of the alternative methods of the study can be done through qualitative approach, which 
will allow a deeper investigation on the matter and show personal attitudes in the most 
effective way (Bryman and Bell, 2011). The qualitative approach with thorough investigation 
would allow a deep inside enterprise study with personal interviews not of managers only, but 
of the employees, study sessions, observations of performance of communication on the 
matter of innovation. Such approach would be effective also if conducted during a specific 
time period in order to observe and record performance of communicative processes from the 
introduction of innovative idea to the final process of its implementation (Christensen, 
Clayton, Raynor, 2002).  
Another alternative method is connected with major limitation of this study -- limitation of 
one industry of enterprises as plastic industry. The study would show deeper and more 
detailed results if it would not be limited with one industry only. Therefore, another 
alternative method for the study is to include larger amount of companies and companies that 
represent different industries in order to compare their results.  
 
 

2.7 Critical reflection on the method 
 
 
The method, as well as numerous other methods, deals with various critical issue. One of the 
main critical reflections on the chosen method is that evaluation of SMEs performance, 
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despite the size of the enterprises, is complex and often deals with single perspective of the 
performance of the firm, represented by the top management of the enterprise (Jain and Nag 
1997). 
 
Another issue that presents a high criticism of the chosen method is the field of study itself. 
With the available time and financial resources it was rather difficult to investigate such 
complex and broad topic as communication on the matter of innovation. Also, due to the 
specifications of the topic itself, the research struggled with searching for the most effective 
ways of data collection to increase credibility and reliability of the results. The issue of 
innovation and communication on the matter of innovation can be considered by various 
enterprises as inside information, secret information of the company, with should not be open 
to public (Mast, Huck, Zerfass, 2005). Therefore, the research attempted to increase 
possibility of collecting necessary data without interfering with inside policies of spread of 
information within the organization. This is one of the reasons why represented data from 
each firm, especially in terms of questionnaires, is set to coded or anonymous.   
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3 Theoretical Background 
 
 
Globalization and high competition on the global market have established importance of 
innovation activities within organizations, as well as they have established significant 
recognition of the role of innovative behavior within organizations. It is not surprising, that 
very often the term innovation is directly linked with the technology, IT. Also the term 
innovation is often linked with such issue as marketing and management, accounting and 
product development. The wide range of literature does not offer one universal definition of 
innovation and therefore suggests various approaches and theories on the matter (Armbruster 
et al., 2008; Wolfe, 1994). Most of the theories concentrate on what is “new” in order to 
increase efficiency, effectiveness, cut down costs and therefore increase revenues. 
 
 
The early introduction of the term innovation in means of organizations dates back to 1934 
and is connected with research of Schumpeter. He stated, that economic innovation is linked 
with development and introduction of new processes, new goods, new methods of producing 
goods, opening a new market, introducing new methods of supplies, logistic, functional or 
structural reorganization of the industry (Schumpeter, 1934). Considering the fact, that 
innovative activity and behavior involved such a wide range of organizational sectors, a 
number of sub-definitions has developed with time, resulting in appearance of such terms as 
administrative, technical, process, product, radical innovations (Camison-Zornoza, 2004; 
Wolfe, 1994). In overall innovative activity and innovative behavior can be seen as generation 
and adoption of policy, system, program, product, process, device and service using new 
approaches, not priory used by an organization (Damanpour, 1991, 1996). Such definition of 
innovations is very close to the original approach of Schumpeter, who noted, that innovative 
activity involved not technological issues only, but also administrative ones. Also it can be 
understood, that innovative activity and innovative behavior it is a specific approach, which is 
new for a particular organization. 
 
 

3.1 Innovations and innovation activities 
 
 
One of the difficulties in terms of innovation theory is evaluation and determination of what is 
new and for who. Innovative activity is very different depending on the region and sphere of 
the business activity, however within recent decade, due to globalization the process of 
innovation determination becomes more unified (Damanpour, 1996). Due to globalization and 
global competitiveness organizations are required and sometimes demanded to adapt specific 
changes within their work in order to keep up with market. 
 
Innovation management in organizations is studied in many disciplines and research from 
many different perspectives. Innovation is defined as the creation and adoption of new ideas. 
Innovation has a function of newness. If innovation in organization, innovation can be 
considered as develop a new product, service, technology, process and administrative 
structure (Camison-Zornoza, 2004).  
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What is innovation? 
The term "innovation" in the modern society is used very widely. Many scholars have 
produced a huge volume of academic research and writing on innovation. Joseph A. 
Schumpeter first introduced "The Theory of Economic Development" in 1912. Innovation has 
long been recognized as one of the critical driving forces in enhancing social welfare, and is 
important for the long-term survival and growth of the firm (Schumpeter, 1939).  
 
According to Hammel “innovation is in the way companies allocate capital, motivate 
employees, organize activities, create strategies and set priorities has the most potential to 
create long-lasting competitive advantage” (Hammel G., 2008).  
 

3.2 Innovation Dimensions 
 
 
Fast development of world economic processes influences various enterprises to implement 
innovations in their business. Globalization and high competition are not the only triggers of 
need for innovative activities. Growing global ecological concerns about impact of industry 
activities on overall ecological environment lead enterprises to innovations and innovative 
activities (Kotler et al, 1996). Also, customers, in the era of easy access to information, 
become more demandable and therefore externally influence various industries to follow 
technological changes (Freeman, 1997), as well as influence industry to follow ecological 
concerns. In such conditions it becomes difficult to develop new products and services, trying 
to follow all strict demands of the market and consumers, still trying to make the business 
profitable. Implementation of innovations is not enough, as it does not guarantee successful 
development of business and positive outcomes of business performance. Therefore, 
companies need to evaluate and analyze own position, demands of the market, industry and 
consumers, concerns, opportunities and needs and properly implement innovations in order to 
produce effective outcomes, lower production costs, improve customer service (Doyle, 2002). 
Within recent years various industries and businesses have been showing high interest and 
often implementation of innovations. As well, scholars have been highly involved in 
investigating fast development and change in the sphere of innovations and innovative 
activities. Such changes included initiating innovation on the first place, innovations in 
product and process and its implementation, types and characteristics of innovation, 
development of innovative idea and application of it in improving product or process (Cooper, 
1998). According to Cooper (1998) innovation includes various aspects and is a 
multidimensional process, which should be analyzed from specific dualistic dimensions: 
 
- Radical and Incremental 
- Product and Process 
- Administrative and Technological (Cooper, 1998) 
 
 

3.2.1 Radical and Incremental 
 
 
Radical innovations as a process of implementation of innovative activities, refer to path-
breaking, brand new, original, pioneering, sometimes even revolutionary ways and ideas of 
changing certain processes of company's activities (Green et al., 1995). In other words radical 
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innovation are completely new and original processes for a specific organization, 
groundbreaking and pioneering way of conducting business activities, production, which 
potentially should lead the company to higher results. Such innovations demand significant 
changes within organizations, often large preparations and analysis. Incremental innovations 
can be seen as small, but yet significant improvements or changes, which are done in order to 
increase effectiveness of processes within the company, enhance already established 
processes, improve services and products (Green et al., 1995). Considering the view proposed 
by Katila (2002), the contradiction between two types of process of innovation 
implementation, they still can be used together for the benefit of the company. Combination 
of radical and incremental innovations, their co-existence can improve and increase 
performance of the companies. 
 
In order to determine which of the processes to chose for a specific organization, the 
organization needs to evaluate necessity of the change in the output of company's 
performance, as well as in specific parts of the company such as product, process, 
organization activities, etc (Knight, 1967). Such process can be also referred as performance 
radicalness, which is «the amount of change in output that results from one innovation 
compared with the second one» (Knight, 1967:482). Also, the same issue can be applied to 
the extent of change in the process. 
 

3.2.2 Product and Process 
 
Product innovation as a process of improvement or change of the initial product or production 
of original one refers to change (Cooper, 1998) and to newness (Damanpour, 1991). Such 
changes or implementation of newness are often the results of desire of an organization to 
meet market demands and well as own plans for cost reduction or other. 
 
Process innovation often refers to implementation of new or changed elements to various 
processes in the company (Cooper, 1998). Such changes or improvements can be seen in the 
actual process of product production (Cooper, 1998), delivery of service, change in 
organizational processes within a company or even the structural changes. Process innovation 
is a complex and wide term, and can be seen differently depending on the type of the 
company, its size, industry, etc.   
 

3.2.3 Administrative and Technological 
 
 
According to Evan (1966), there is a very significant and clear difference between 
administrative and technological innovation. These two terms concern two different spheres 
of company's activities and therefore need to be seen separately. Administrative innovation 
refers to changes or improvements within the organizational part of any business. It can be 
found and implemented in management, marketing, business strategy, organization's policies, 
logistics, personnel and other sectors of the company associated with social structure of 
organization (Cooper, 1998). Administrative management includes such approaches and 
practices as total quality management, just in time, teamwork, total process maintenance, 
empowerment (Schomberger, 1986; Flynn et al., 1996). Technological innovations are 
triggered by globally spread technological developments. Such innovations refer to 
implementation and adoption of original and new ideas, which influence the technological 
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process of production, routine work activities, safety, delivery and storage, etc. (Knight, 1967; 
Damanpour, 1991). Often such changes or improvement refer to IT department, if they refer 
to handling of routine work activities. Also, such changes and improvement refer to the actual 
innovation in use of technology for production activities. 
Despite differences of such processes, they can be successfully combined within the same 
organization and often are interdependent. For instance, if an organization is implementing 
significant administrative innovations, it is a natural process to implement technological 
innovations as well, and otherwise, as they can benefit each other. 
 

3.3 Determinants and process 
 

There are various views that are taken in terms of innovation of organizations. According to 
Anad & Kogut (1997) and Athreye (2001) promotion of innovation is done through pluralism 
and rivalry in industrial settings. Porter (1998), however, argues that competition serves as the 
most dynamic factor for innovation; the companies use innovative activities in order to keep 
their competitiveness on the market. Von Hippel (1988) argues that such innovations as 
product and process are often linked with organizations’ interactions with customers and 
suppliers. Therefore, both, internal and external reasons and demands for innovative activity 
are important for organization. 
 

Wolfe (1994) points out that organizational innovativeness research is concentrated on 
explaining organizations; need and propensity to use innovations. Therefore studies within 
this field involve a large research on determinants of organizational innovativeness. In certain 
way the company itself, an organization, is the main unit of analysis, concerning its internal 
and external processes. Therefore, company is studies and analyzed in various aspects to 
provide such determinants for innovation use. Suggested by Crossan and Apaydin (2010) the 
most common approach of identifying and grouping the determinants of organizational 
innovativeness is division into two types: organizational and environmental. Therefore 
innovativeness becomes a dependant variable and “organizational” and “environmental” 
determinants serve as independent variables. In this way numerous models can be applied to 
analyze the relationship between them. This intuitive approach initially separates factors into 
internal and external towards a particular organization. 
 
Organizational determinants, which are internal factors, include firm size (Damanpour, 
1992), aspects of organizational structure (West et al., 1998), available resources and capital 
intensity (Adams et al., 2006), organizational culture (Amabile, 1998), willingness to 
cannibalize (Chandy and Tellis, 1998). 
 
Environmental determinants, which are external factors, include competitors and customers 
(Abrahamson and Rosenkompf, 1993), general environmental descriptives (Tidd, 2001), 
networking (Pittaway et al., 2004). 
 
However, this classification is not a definitively clear and accurate for every organization and 
can be adopted and change on demand and therefore type of innovation and firm’s current 
position and vector need to be taken into consideration (Damanpour and Aravind, 2006). 
Taking a look into historical development of the research on the matter of organizational 
innovativeness it is observed that even though various excellent summaries and results are 



 

19 
 

available (Damanpour, 1991, Crossan, 2010), still there is no particular method and 
classification developed on determinants. In overall is it is clear, that designing a definitive set 
of determinants of organization’s innovativeness is a debatable issue. Even the most common 
and obvious issues, such as effects of firm’s size, which is determined by Schumpeter (1942) 
to be one of fundamental factors, which is a key determinant of organization’s innovativeness, 
is currently debated without any obvious consensus (Damapour, 1991, Laforet, 2008). Also 
organizational innovativeness research has been also under a debate and has been widely 
criticized for its static nature. According to Wolfe (1994), innovational activity is an active 
process, in which time aspect should be considered with high importance. The aspect of the 
time needs to be included into study and analysis as it helps to understand the sequence of 
events and speed of their implementation, development and effectiveness in terms of 
innovative activity (Crossan and Apaydin, 2010). 
 
Also the process of innovative activity can be classified in various ways. One of the 
approaches, which has gained wide popularity and has not been debated over time is stage 
model approach (Wolfe, 1994). The main concept of this approach is to model the process of 
innovative activity into sequence of stages, which can be partially analyzed and evaluated. 
Even though there is a very little agreement of what these stages actually are, there is a certain 
well-adapted pattern of actions on this matter. First of all the organization needs to gain 
awareness about general possibility to use innovations in organization’s activity. Then, the 
organization evaluated the need and the actual possible innovation. Later, the organization 
tests innovation for results and evaluates the results of innovation in order to make a decision 
where this particular organization benefits from use of such innovation or not. In case, when 
organization positively decides on innovation effectiveness, the actual implementation of 
innovation starts (Rogers, 1983, Wolfe, 1994). 
The concept of stage model approach shows that there can be various factors that can 
influence final decision of implementation of innovation. Such decision can be influenced by 
various attributes, which belong to the innovation itself, for instance its advantages, benefits 
or possible drawbacks (Rogers, 1983). Therefore, the positive outcome of implementation of 
innovation can be actually determined by a very different set of factors, such as, for instance 
commitment of human resources or availability of financial resources (Klein and Knight, 
2005). This difference between intention of adoption of innovation, its actual implementation 
in theory and behavioral intention to use the innovation on practice can be seen in technology 
acceptance model (Davis, 1989). It is logical that initial decision to implement innovation and 
decision of actual implementation of this innovation is based on theoretical/practical 
evaluation of usefulness, effectiveness and necessity of the innovation. However, if the theory 
and tested practice show positive results of innovation implementation, it does not grant such 
positive results on practice (Wolfe, 1994). If the human resources of the organization are not 
ready or willing to be involved in implementation of innovation it will not succeed. Also, if 
human resources lack knowledge, practice or motivation to be involved in innovation use it 
will not lead to effective results, contrary, can lead to significant drawbacks in organization’s 
performance. Therefore, human factor of technological acceptance, or innovation acceptance 
needs to be taken into consideration as well. 
 

3.4 Communications and Innovations 
 
Communication has been an important area of innovation study for a long time. Such early 
studies as Ryan and Gross (1943), have been already giving significant attention to the aspect 
of communication and in later works, in such as Rogers (1962), this aspect has been expanded 
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to adoption of innovation. Through last decades, the theoretical studies of innovation resulted 
in occurrence of such theories as Strategic Niche Management (Schot & Geels, 2008; Geels, 
2002), Innovation Systems Thinking (Smiths & Kuhlmann, 2004; Lundvall, 1992), and more. 
Separately the science of communication has been developing, and therefore presenting a 
deeper understanding of role of human communication and its processes in various spheres. 
Therefore, with development of two separate sciences and theoretical research in both, 
resulted in change of their relationship as well. In other words, with development of the 
research in the field of communication and in the field of innovations, their interrelations and 
roles started to be seen in a different way and through different perspectives that before. 
 

3.4.1 Role of communication in innovation 
 
 
According to Dalglish and Newton (2002), technological change and organizational theory 
together form the basis for organizational innovativeness. Small and medium business, as 
discussed above, due to globalization and high need for competitiveness make decisions to 
innovate, change and evolve through innovative activities, which also involve communication 
activities and innovations in such activities. The need of innovations, however, requires 
managers to be able to deliver information about potential innovation in a meaningful way to 
the employees. Therefore, the communication is not simply a process of delivering 
information, but delivering it in the most effective way. In this case the manages need to 
understand the need to evaluate the information, that is about to be delivered and explain 
various aspects that will involve innovation implementation, its influence and outcomes, etc 
(Pearce, 2001). According to the researches, when the managers do not spend enough time 
with employees it may not only have negative effect on the process of innovation 
implementation, but on actual business growth and therefore overall success of the business 
(Robbins et al., 1998; Mazzarol, 2002). However, innovative thinking and proper 
communication relationships between managers and staff members, form successful 
environment for innovation implementation and therefore influence a successful development 
of the business (Mazzarol, 2002). 
 
The strong relationship between innovations and communication has been established by 
numerous studies and researches (Ruppel & Harrington, 2000) and communication is proven 
to be a central success factor for innovations (Moenaert et al, 2000). Moreover, “Business 
success depends more and more directly on organizational communications and its 
effectiveness” (Malmelin, 2007). 
 

3.4.2 Innovative Communication 
 
 
Even though, innovations are often implemented by SMEs, the efforts done by organizations 
to implement innovative activities sometimes show very ineffective results. For instance, in 
Germany, every year around 40 billion Euro is lost due to ineffective innovation 
implementation (Christensen, Clayton, Raynor, 2002). This thesis argues that one of the major 
reasons of these high financial losses can be insufficient Innovation Communication. In the 
innovative process, where technologies, services and products are involved, organizations 
sometimes overlook the importance of proper communication within organization. Therefore, 
it is crucially important to provide background information of the innovation, highlight and 
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explain opportunities or challenges, coordinate and control necessary activities, including 
educational and informative, clarify possible conflicts, misunderstandings, tensions, and 
provide all employees with a clear view of the direction that the organization is taking with 
implementation of a certain innovation. 
 
In 2004, there was a survey conducted on the issue of effectiveness of communication in 
terms of innovation implementation in SMEs in Germany. According to the results, the flow 
of information within organization between managers and staff does not work properly. About 
60% refer, that the lack of communication is caused by high competitiveness: the managers 
were concerned that new ideas would reach the employees too early and it may cause 
unwanted leak of information into public or cause competitors to hunt after the information 
from the staff. Also, there was recorded lack of professionalism and overall low quality of 
corporate communication. Therefore, the research has concluded, that even though the SMEs 
were highly capable of technological improvements and technological innovations, they 
“lacked know-how” in corporate communication in terms of innovation, which has brought 
them to low results in innovation implementation (Mast, Huck, Zerfass, 2005).  
 

3.4.3 Functions of communication 
 
The concept of innovation is very closely related to the concept of intangibles, such as 
knowledge, social networks and trust come together (Moenaert, Caledries, Lievens & 
Wauters, 2000). In fact, “communication makes or breaks the innovation ecosystem” (Estrin, 
2009).  
 
Analyzing different literature sources, there were three simultaneous processes recorded to 
have a very high importance in the context of communication in innovation. Communication 
processes contain significant functions, which should be evaluated and properly analyzed, 
while making a decision of innovation implementation. 
The first process that has been recorded is network building. In has been noticed, that 
innovation implies changes or reconfiguration of relationships within an organization and 
between different networks and sometimes can result in formation of new networks (Engel, 
1995; Latour, 1987). 
 
The second process that has been noted to have significant importance is supporting social 
learning.  According to various literature resources, learning is one of the central processes in 
innovation implementation. Also, learning is considered to be one of the critical processes, 
which is used for development of harmony and effective match between innovations and their 
environment (Hommels et al., 2007; Smits and Kuhlmann, 2004; Geels, 2002). Furthermore, 
the implementation of innovation, which is in certain way is synonym to a change, implies 
human factor in ability to comprehend, accept, deal with and follow these changes. In 
organizational terms it implies development and change in perspectives of course of an 
organization, roles of each party in the organization, their interactions, etc. This results in 
need of learning of problem solving, dealing with reality changes, setting and interpreting 
goals and boundaries. Therefore, researchers suggest that joint learning and dialectical debate 
are a part of a necessary process of social learning (Woodhill, 2002; Friedmann, 1984). 
 
The third key process that is recorded to have high importance in innovation implementation 
is dealing with dynamics of power and conflict. It has been recorded, that attempts to change 
the status quo often lead to conflicts and tensions of various kind. Furthermore, realization of 
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a significant change in a stable work mode can lead to certain resistance from various parties 
in the organization. Also, as much as potential change can be motivating and involve 
mobilization, as much it can bring disturbing and intense mode to the relationships between 
different parties (Smits & Kuhlmann, 2004). In this case, when conflicts and power dynamics 
reach high levels, the main ideas is not to prevent them, but to be able to deal with them and 
resolve them. 
 
Therefore, considering all three processes, which expose the functions of the communication 
in terms of innovation implementation it is possible to draw examples, when communicative 
strategies are relevant to innovative processes. The following table attempts to show such 
examples, which was developed considering researches and theories of Leeuwis (2004), Smits 
& Kuhlmann (2004), Lorbach (2007). 
 

Network building Supporting social 
learning 

Dealing with dynamics of power 
and conflict 

Arrange contact between 
different parties in the 
organization in terms of 
innovation 
implementation 

Demonstrate and 
visualize relationships 
between various 
structures and innovative 
practices 

Engage in work with agreement of 
various processes, including internal 
and external parties 

Evaluate the need for a 
separate network to deal 
with changes 

Explore and exchange 
perspectives; teach and 
learn values, problems, 
importance, advantages 
and drawbacks 

Assure that interests and fears are 
understood and explained, draw 
comprehensive arguments and 
counter-arguments 

Mobilize pressures from 
different networks 

Discuss and analyze 
other market players, 
who have been in a 
similar situations and 
analyze their results 

Participate in research activities, 
which show needs, necessities, 
effects and outcomes of innovative 
strategies 

Determine need in change 
in an existing network to 
deal with changes brought 
by innovative activities 

Educate in terms of 
technical issue, if they 
are involved in 
innovation, explain 
advantages 

Ensure regular communication 
between various parties to discuss 
their opinions and suggestions 

Evaluate needs and 
opinions of parties, which 
are involved in innovation 
implementation 

Explain a change of 
roles, if they are 
involved and teach how 
to deal with such 
changes 

Assure comprehensive long term 
forecasts for each party, when 
significant strategic changes are 
made in order to explain the change 
of roles, set new goals and explain 
new strategies 

                                     
(Table 2. Functions of communication in innovation) 
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According to Rogers (1983), the process of innovation can be divided into initiation, 
implementation, which are separated by the decision to adopt the innovation. Another view of 
classification is presented by Estrin (2009), a view on innovation ecosystem that includes 
three stages of the innovation lifespan: research, development and application.  
 
According to the research on the matter of functions of communication in innovation there 
were 8 different functions found: 1). informing internal stakeholders, 2). informing external 
stakeholders, 3). communication as a management function, 4). sharing and cross-pollination 
of ideas, 5). networking and establishing contacts, 6). reputation management, 7). creating 
organizational culture, 8). maintaining organizational structure (Luoma-aho, Halonen, 2010) 
 

 Function of 
communication 

How the connection occurs 

1. Informing internal 
stakeholders  

Openly informing employees crucial to decision making affecting 
the transfer of initiated innovations into implementation 

2. Informing outside 
stakeholders 

Informing about the adoption of innovations results in a more 
innovative image in the eyes of the competitors. As far as the 
image of an organization can positively (or negatively) affect the 
organizations functions and identity, informing outside actors 
affects the innovation ecosystem inside the organization. 

3.Communication as a 
management function 

Communication is important for different management functions 
that affect the innovation process, for example: facilitating 
innovation adoption by strengthening employee commitment and 
obtaining information about innovations adopted by competitors 
and as a means of attaining knowledge that supports decision 
making towards more innovative organizations. 

4.Sharing ideas, 
informal conversation, 
social interaction 

Commenting on others’ ideas is seen as crucial to the life-cycle of 
an innovation. Informal conversations are valuable in the 
initiation and development of a novel idea and especially in terms 
of making the actors from different levels of the innovation 
process interact with each other. Social interaction is also seen as 
relevant to the application/ implementation process in building 
legitimacy among the individuals inside and outside the 
organization by validating and making sense of the innovation. 

5.Networking, 
establishing new 
contacts 

Establishing new relationships e.g. by inter- firm cooperation is 
valued mostly in terms of the early stages of the innovation 
process (initiation). 

6.Reputation 
management 

Reputation is linked to concrete business outcomes such as 
increasing switching costs. Profitable innovations have positive 
reputations which competitors hope to capture: a good reputation 
is seen as a result rather than an ingredient of innovation. A 
highly-reputed organization adopting an innovation can also 
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trigger competitors to adopt and adoption can be used to be 
distinguished from organizations with poorer reputation. 

7.Creating 
organizational culture 

Transparency as a part of the organizational culture is referred to 
be important especially in the implementation phase to better 
involve different stakeholder groups, especially customers. Open 
organizational culture that enables organizational learning is seen 
crucial to innovativeness. 

8.Maintaining 
organizational 
structure 

Organizational structure enables information flows at the different 
stages of the innovation process. E.g. a flatter and more integrated 
structure possessing necessary communication channels allows 
fluid communication and knowledge transformation and is thus 
seen crucial to the initiation of the innovation process as it 
facilitates information exchange between different internal actors 
within an organization. 

 
(Table 3, Functions of communication in innovation) 

The table is adopted from Luoma-aho, Halonen (2010), Intangibles and Innovation, 
Innovation Journalism Journal, Vol 7(2), Nov. 4, 2010 

 

3.4.4 Channels of Communication 
 
 
Communication plays an important role in organization. Communication is the most 
important management skills a leader. A manager needs to have excellent ideas and must be 
able to communicate the mission, the vision and the focus of the company at all levels. The 
central to the improvement of quality is effective communication in the workplace. The team 
of the company needs to understand what the company does and how the company 
communicates with each other on all levels. The system is focused on a leader and a team. 
These groups talk about things that are relevant to their work. On the top and bottom levels of 
the company there must be a disciplined approach and be effective for communication in the 
workplace.  If more than 100 employees work in the company it is difficult to communicate 
because communication breaks. The top management of the company needs to be open with 
employees and communication should be informal with employees. Staff will understand that 
the leader cares about them in the workplace. Company must have a mission and a vision to 
communicate, the result of communicate gives and makes the company successful 
(Sandelands, 1994). Internal communication is an essential feature of an organization’s 
administrative structure. In modern times, the Human Resource Department plays an 
important role in maintaining internal communication. 
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4 Framework 
 
The main framework of data collection and analysis is focused on theoretical background. 
The framework of construction of set of questions for each of the sample groups is consistent 
to the theoretical background and therefore consists from 4 parts: 
 

1. Innovation implementation 
 
2. Communication on the matter of innovation 
 
3. Activities and influences of management and staff on the matter of innovation    
    implementation 
 
4. Suggestions about improvements 

 
Set of questions 
 
Part 1. Innovation implementation 
 
This set of questions concerns the issue of implementation of innovations and innovative 
activities by the SMEs. The set of questions is different for each of the sample groups, 
however at the same time is relatively similar for the purpose of comparison. It is important to 
note, that this section of the questions is different due to the fact, that management is more 
aware of the procedure, reasons, factors, determinants and ways for decision making and 
actual implementation of innovations, while staff can only evaluate from their side the actions 
of the management on this matter and can only express opinion on this matter. The main 
variables in these sections are: 
 
Type of innovation: 
 
- radical or incremental (Green et al., 1995) 
- product or process (Cooper, 1998; Damanpour, 1991) 
- administrative or technological (Cooper, 1998; Knight, 1967; Damanpour, 1991 
 
Determinants of innovative activities: 
 
- organizational or environmental (Crossan and Apaydin, 2010) 
 
Spheres (fields) of innovation implementation (Damanpour, 1991, Crossan, 2010) 
 
Financing on innovative activities (Klein and Knight, 2005) 
 
In this section the two sample groups receive the same amount of multiple choice questions 
relevant to the presented variables. The purpose of this set of questions is to evaluate 
information from both of the sample groups and compare and contrast their knowledge on the 
matter. For instance, it is important for the purpose of this research to compare whether staff 
and management share the same information and attitude on the matter of innovation 
implementation. This is expected to lead the research to conclusions about amount of 
information both sample groups have in common. 
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Part 2. Communication in innovation 
 
This section is constructed of the set of questions, which are the same for both sample groups. 
This section allows both sample groups to give answers to the same questions in order to 
further contrast and compare their results. 
 
The section is built on the base of theoretical background and consists of following variables: 
 
- channels of communication/ information exchange on the matter of innovation (Leeuwis, 

2004; Smits & Kuhlmann, 2004; Lorbach, 2007). 
- roles of networks and their influence in innovation implementation (Moenaert, Caledries, 

Lievens & Wauters, 2000) 
- roles of communication on the matter of innovation (Dalglish and Newton, 2002; Robbins et 

al., 1998; Mazzarol, 2002) 
- information flow (Estrin, 2009) 
 
Part 3. Activities and influences of management and staff on the matter of innovation 
implementation 
 
This section is concentrated to evaluate and analyze the roles of management and employees 
in innovation implementation and their influence in this issue. The set of questions is the same 
for both sample groups, as they are able to share the same information on this matter. This 
section will allow to evaluate and analyze who of the two sample groups is involved in 
innovation implementation and evaluate their roles in this process. Also, it will help to 
evaluate who among two sample groups is able to influence innovation implementation 
process and therefore evaluate effectiveness of the communicative processes. This section 
will take the research to the deeper level of understanding of roles of communication on the 
matter of innovation and mainly roles of each of the sample groups in the process of 
innovation implementation. 
 
Part 4. Suggestions about improvements 
 
This section, unlike of the other sets of the questions is constructed from open ended 
questions, which allow personal suggestions on the matter. Even though the research is build 
on the basis of quantitative method of data collection and analysis, the final section is 
designed to take a deeper view from both sides (sample groups) and record their personal 
suggestions. This sections is important for the final stage of data analysis, which will allow to 
provide practical advice for improvement of effectiveness of communicative processes on the 
matter of innovation through consideration of ideas of both sample groups.    
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(Figure 2. Framework of primary data collection) 
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5 Empirical part of the study 
 
 

5.1 Industry background 
 
 
The plastics and rubber industry is one of most popular industry in the world. Many 
companies try to create a new material contenting in plastics. The growth of the welfare of the 
population, the development of production, modern technology, a large proportion of 
producers in the market, new equipment is developed on the Swedish market.    
 
Qualification personnel can work with plastics materials and they easy to work with plastics. 
Plastic is a highly quality material with various chemicals, smooth, resistant to high and low 
temperatures, available in various colors and has long life.  Plastic materials can use in 
different industries as energy, environment, medicine, auto, in food, biotechnology, in 
pharmaceutical technology and biotechnology areas. Leading Swedish manufacturers has a 
wide range of classified products from plastics materials. 
 

5.1.1 Sampling  
 
The sampling is done carefully in order to include SMEs of various types of industry fields in 
order to satisfy validity and reliability of research results. Due to specification of the research 
strategy to study and evaluate communications on the matter of innovations several SME in 
Sweden are selected for research. The SMEs, which are chosen for data collection are: 
Carlsson & Möller AB, ELASTO SWEDEN AB, Plastunion AB, Polykemi AB, and Talent 
Plastics Göteborg AB.   
 
In order to satisfy needs of the research certain primary data needs to be collected and 
analyzed. Several Swedish companies are interviewed in order to collect necessary data for 
the research. The interviewed companies belong to the same industry (plastic and rubber), 
however, specialize in various products. Also, despite the belonging to the same industry 
companies are of a different size and have different strategy. Therefore, they were chosen to 
represent not the industry only, but be representative for the overall tendency among similar 
SMEs in Sweden. It is decided to collect necessary primary data from few companies due to 
limits of time and resources; however, the strategic sampling of interviewed companies allows 
to believe that they can represent current situation on Swedish market. 
 
For the research, five companies were chosen on the exhibition. The companies work in the 
plastics industry: 
 
Carlsson & Möller AB 
ELASTO SWEDEN AB 
Plastunion AB 
Polykemi AB 
Talent Plastics AB 
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5.1.2 Description of the exhibition 
 
Industry: The plastic and rubber industry 
The name of the exhibition: PLASTTEKNIK Sverige/Denmark 2013 
Date & Place: 10- 11 April 2013, MalmöMässan, Malmö 
 
Scandinavia's biggest trade show was on 10-11 April  2013 in Malmo for the Plastics 
industry. The exhibition's name was  PLASTTEKNIK Sverige/Danmark 2013. Scandinavia’s 
biggest fair was a specialised trade fair and focusing exclusively on the plastics and rubber 
industry. For a visitor of the exhibition, it was possible to meet the entire plastics industry in 
one place at PLASTTEKNIK Sverige/Danmark 2013. The Swedish small and medium 
companies presented their products, services, machines and other technology. At the fair it 
was possible to meet representatives of various companies, such as owners, top managers and 
employees of the companies. Particular emphasis on skills and  knowledge focused on trade 
show places. One could have an opportunity to meet face-to-face with owners, top managers 
and  the foremost experts of the plastics technology industry and the chance to see their latest 
innovations. At the show lots of exhibitors tried to find the new contacts, the new customers 
and attracted their attention. Who visited the fair, got information and a comprehensive 
overview of the industry's  newest technologies and solutions for plastics recycling, 
recommendation for product development, knowledges and practical advice about eco-
friendly plastics, adapted to the demands and challenges of a new time. Visitors of the fair 
have got knowledge and inspiration from experts to help them succeed in their business. 
 
At PLASTTEKNIK Sverige/Danmark 2013, exhibitors demonstrated products, technology, 
equipments, services and solutions for the whole range of plastics needs, from production to 
recycling and disposal. Visitors also could see on the exhibition following:   
 
    

• Machinery & production equipment 
• Testing 
• Raw materials 
• Chemicals 
• Subcontracting 
• Industrial IT 
• Prototypes 
• Semi-finished products 
• Materials 
• Environment & recycling 
• Other production equipment 
• Other services  

 
 
The relation in the business builds on trust between sellers, customers, suppliers and other 
players of the industry. Customers will be inclined to maintain their relationship only if the 
company maintains market leadership and in innovativeness. The exhibition is place for 
personal meetings and it is built in meeting people face to face. During the fair everyone has 
the chance to build relations with new and existing customers and forge contacts. The 
competition becomes tougher and globalisation increases, after all perfect customer relations 
are more important in the modern time. Thus, exhibitions and trade fairs are important 
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platforms for creating business opportunities and to implement autonomy in business 
decision-making and innovation. 
 
 

5.2 Description of the researched SMEs 
 
 
  Company 1:  Carlsson & Möller AB 

Name of the company: Carllson & Möller Aktiebolag 
Industry/Business: Plastics industry 

Machinery, Manufacturing  
Registration date: 1952-07-22 
Size of the company: Small  
Employees: 15 employees  
Location: Box 22161 

250 23 Helsingborg 
Sample group 1                                    
(Top management): 

Jan Hansson 

Sample group 2 (Employees):    10 employees 

Products, service: - Wide range of different materials; 
- Materials and qualities especially for food applications; 
- Relaxation Cured material; 
- Certified / classified material originating certificate 

approved and traceable throughout the chain; 
- Effective inventory management / logistics; 
- Deliveries within 1-3 days; 
- Help with material from more than 60 years experience. 

Innovations and Innovation 
activity:  

- The company tries to offer Top Quality Service; 
- The most reliable supplier of customized technical 

plastic parts; 
- The company tries to always provide the highest quality 

and best service; 
- Carlsson & Möller has the business relationship with 

their customers and suppliers for many years. The 
company does their work on a high level and has a high 
level of service. Customers and suppliers get the right 
quality and the right technical expertise. It is this that 
has made the company to be creative and has an 
ingenuity;  

- Invest in continuous investment in new machinery; 
- The key to their success is their culture. The company 

invests investment in the culture of the company, in 
staff, education and develop ourselves in their 
knowledge; 

- Develop innovation activities in production methods,  
- Develop a product. The company tries to develop their 

own products, and not just a plastic supplier; 
- The company  improves their operational system and 
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reduce harmful effects and risks that can affect humans 
or the environment (http://www.c-m.se/sv/kontakta-
oss/service.html) [2013.05.10] 

 
Description of the company: Carlsson & Möller is suppliers of tiles, pipes and rods in 

engineering plastics, see Figure 3. The main office and 
warehouse are located in Helsingborg. The company has 
contacts with the leading manufacturers and different 
sortiments of goods on stock such as thermosetting 
plastics and advanced engineered plastics 
and thermoplastics. Carlsson & Möller offers the goods 
including wide range of different materials and certified 
field material for biotechnological, medical and food 
applications. Also, the company offers a wide range of 
products meet the latest requirement, the food technology 
areas puts specific demands on classification and other 
approval. Carlsson & Möller is one of the leading 
companies in the engineering plastics and polymer 
materials. They work more 60 years expertise and offer 
services regarding materials, design, manufacturing etc. 
They help in the development of products with new 
properties, for example, changing metal components on 
plastic. Also, the company  is adapted for the processing 
of polymeric materials, develop plastics and ensures a 
clean production without contamination risks of the 
environment  (http://www.c-m.se/sv/grossist-
halvfabrikat.html) [2013.05.10] 

 

 
 
Figure 3: Wide range of different materials (http://www.c-m.se/en/grossist-halvfabrikat.html) 

[2013-05-12] 
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  Company 2: ELASTO SWEDEN AB 
Name of the company: ELASTO SWEDEN Aktiebolag 
Industry: Manufacturing & Industrial 

Plastics in primary forms, Manufacturing 
(http://www.allabolag.se/5561915777/verksamhet) 
[2013-05-10]  

Business: -  Wholesale  
-  Sale materials / Applications expertise 
-  Processing / Details 

Registration date: -  
Size of the company: Small 
Employees: 21 employees 
Location: Box 51  

Gamla Örnäsgatan 15  
662 22 ÅMÅL  
Sweden  

Sample group 1                                    
(Top management): 

Kjell Fagerström 

Sample group 2 (Employees): 15 employees 

Products, service: The thermoplastic elastomer (TPE) is a dynamic material 
with many uses.  

Innovations and Innovation 
activity:  

ELASTO SWEDEN AB invests in processing 
innovation, structural innovation, product 
innovation, research and development:    

1. Processing innovation   
- Investment in latest technology; 
- Operating diversity allows the company to       

manufacture wide range of TPE compounds; 
- Focus on operational excellence.   

2.  Structural innovation 
- Resource capabilities; 
- Commercial and technical teams; 
- IT support tools. 

3.  Product innovation 
- Partnership with suppliers; 
- Innovative problem solutions; 
- New markets; 
- Work with designers, Universities and material  

          libraries. 
4.  Research and Development 

- Cross - fertilise ideas; 
- Highly trained technical teams working in close 

partnership with customers at each stage of 
product development; 

- Mobile technical teams. 
 (http://www.elastotpe.com/en/innovation.html) 
[2013-05-10] 
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Description of the company: More than 60 years the company works hard and is one of 
the company in Europe, who start to produ ce TPE ( the 
thermoplastic elastomer is a dynamic and versatile 
material) and develop a new product. ELASTO supports 
the TPE market with a sophisticated and innovative 
product range developed by highly qualified material 
experts. A team of the company is a highly trained team, 
engineers. The company offer different product range of 
thermoplastic elastomers. Their products can be gel-like, 
soft, rigid, hard, transparent or colored. In the portfolio of 
the company can see the strengths of the company are: 
they have very good location in Sweden; operating 
diversity; use clean technology;  they have technical 
centers consist with modern testing and development 
laboratories; high-quality and low- cost production 
facilities; experienced management. The goal of the 
company is try to develop a new product. Moreover, 
management's company use new approaches to business, 
strive to grow their business and encourage their 
employees that they create new ideas. However, markets 
evolve quickly and the company needs to operate, develop 
and improve in same time. Therefore, the company 
focuses on the innovation way and try to foster an 
innovation culture across their business operations. 

 
 

  Company 3:  Plastunion AB 
Name of the company: Plastunion Aktiebolag 
Industry/Business: Manufacturing & Industrial 

  - Manufacture of plastic products, Other 
Registration date: 1973-06-13 
Size of the company: Medium 
Employees: 18 employees 
Location: Box  223 

SE-334 24 Anderstorp   
Sample group 1                                    
(Top management): 

Kjell-Åke Söderblom 

Sample group 2 (Employees):    10 employees 

Products, service: - Products; 
- Office Furniture; 
- Floor sets for flooring. The company offers "Floor set".  

They use plastics details,  functional tools for laying 
floors; 

- Subcontracting; 
- OnSide  products for the office environment (See Figure 

4 ); 
- Storage boxes and other accessories. 
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Innovations and Innovation 
activity:  

- Accent on work environment; 
- Product innovation / Design innovation.  
- With the know-how built up Plastunion has developed a 

set of tools for their customers; 
- Environment. Company's management system is a 

constant quest to reduce our environmental impact; 
- The company is investing heavily in the latest 

production technology  
- Investing in staff; 
- Investing in work environment. 

Description of the company: Plastunion is one of Scandinavia´s leading manufacturer of 
injection moulding thermoplastic components. The company 
has huge expertise in plastics. They operate more than 40 
years of experience and know about traditional moulding. 
The company has the most biggest advanced machine parks 
in Europe. The company has customers and offer their 
customers complex common solutions for best results based 
on our expert skills in injection moulding.  Plastunion is a full 
service provider of services and products 
(http://www.plastunion.se/en/Plastunion/) [2013-05-12]. 
The owner of the company does accent on work environment. 
In the company works skilled people. Stuff of the company, 
such as engineers, developers, employees on the shop floor 
show high results and top management are investing heavily 
in training.   

 
 
 

  

 
 
 

Figure 4: Wide range of different materials 
(http://www.plastunion.se/en/Plastunion/Products1/) [2013-05-12] 
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  Company 4:  Polykemi AB 

Name of the company: Polykemi Aktiebolag 
Industry: 
Business: 

Manufacturing & Industrial 
  - Plastics in primary forms, Manufacturing 

Registration date: 1968-01-04 
Size of the company: Medium 
Employees: More than 200 employees 

(http://www.polykemi.se/index.php/en/polykemi/about-
polykemi/more-about-polykemi) [2013-05-12]. 

Location: Bronsg. 8  
271 39 Ystad  
Skåne län   

Sample group 1                                    
(Top management): 

Ola Hugoson,  Managing director 

Sample group 2 (Employees): 25 employees 

Products, service: - Products. Product program is wide and company works 
with compounds based on essentially all thermoplastics 
except PVC. 

- Production process. The company mix different plastic 
materials, additives, and reinforcements. 

- Offer the raw plastic materials and products. 
Innovations and Innovation 
activity:  

Going for Gold – company’s vision statement 
1) Commercial viability 

Employee actions determine Polykemi's future. 
2) Responsibility 

It is therefore only natural for Polykemi to establish 
the objective: 
"We will be a company that grants responsibility and 
have employees who willingly accept it." 

3) Respect 
Earn respect by treating others with respect. 
– Respect for colleagues. 
– Accept and follow decisions. 
– Listen to others.  

4) Teamwork 
Through teamwork, Polykemi can succeed at 
anything. 

5) Honesty 
One trait can make any relationship easier – honesty. 

(http://www.polykemi.se/index.php/en/polykemi/about-
polykemi/going-for-gold-) [2013-05-12] 

Description of the company: Polykemi is a family-owned enterprise. The main office 
is located in Ystad, Sweden. The company has also sales 
offices in other countries of Europe, such as in Denmark, 
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Czech Republic and Germany. More than 200 employees 
work in the company. The company includes sales, 
purchasing, technical support, research and 
administration. Production presented in Ystad and 
includes different extruder lines. On the factory work 
operators and do ongoing production control, monitoring 
the production process from the beginning to last step. 
The company also has laboratory where carry out  test of 
production and quality control. Polykemi has warehouse, 
maintenance department. Employees that works in 
maintenance department do repairing maintenance of 
machinery, as well as installation of new equipment and 
new machinery.  
 

 
 

  Company 5:  Talent Plastics Göteborg AB 
Name of the company: Talent Plastics Göteborg AB 
Industry: 
Business: 

Manufacturing & Industrial 
  - Plastic Goods, Manufacturing 

Registration date: 1987-10-09 
Size of the company: Small 
Employees: 12 employees 
Location: Talent Plastics Göteborg AB 

Bangårdsvägen 45 
428 36 Kållered       
 

Sample group 1                                    
(Top management): 

Mario Donatella, Managing Director    

Sample group 2 (Employees): 6 employees 

Products, service: - Offer products; 
- We can offer you everything in plastics production, 

from a first idea, through design to injection 
moulding and extrusion of thermoplastics. 

Innovations and Innovation 
activity:  

 
Talent Plastics has business policy. The company invests 
money in developing product, product process and staff. 

Description of the company: Talent Plastics offers products with plastics. The main 
office is in  Herrljunga. The company works with 
plastics on the Swedish  market from 1946 year. They 
can prepare the design of product, create a material with 
different colors and other products in plastics production. 
Using injection moulding and extrusion of 
thermoplastics they make the qualitative final 
thermoplastic products. At the company work 
professional specialists with the high experience and 
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expertise. Employees do the best results making a 
product and working with plastics materials. If customers 
have the problems and challenges that they face in work 
with plastics, Talent Plastics try to help customers, create 
a project from start to finish, make quick decision  with 
cost-effective price and offer them the way in plastics 
production. They also focused on working in three 
business areas: injection moulding, extrusion and 
finishing. They monitor quality production and 
environment. The company try to meet requirements 
customers, placed upon products. Talent Plastics takes 
care of the environment, wants to prevent pollution, little 
impact on the environment and reduce their negative 
impact on the environment. 
 

 
 

5.3 Findings from personal interviews 
 

5.3.1 Interview Object 
 
 
Jan Hansson is a Top Manager in Carllson & Möller AB. He told that the company is a 
leading knowledge company in the engineering plastics that offers manufacturing, 
intermediate products and technology solutions in key industries in the Nordic region. Their 
vision is to become the partner to the materials and solutions in engineering plastics for 
companies in the Nordic region. When we develop a technical solution, they aim to optimize 
performance in terms of quality and cost competitiveness. The key to their success is their 
corporate culture. This is the foundation for company to deliver on our promises regarding 
reliability and being easy to do business with customers and suppliers. The company invests 
investments in new machinery, develop the culture of the company, invest in education of 
staff, especially in engineers, improve and develop their own products, production methods 
and their operational systems. On every levels of the company has good internal 
communication. They communicate and discuss about innovations and innovation activities 
between top management and staff on the every day meetings within company. They use the 
communication funds like letters, reports and electronic media like e-mails. Within the 
company they have regularly meetings, face-to face meetings, panel discussions or 
presentations and such events. As an executive, he understands that tougher competition will 
require effective learning of employees, broader empowerment, and greater commitment from 
everyone in the company. Employees take active responsibility for their own  role within the 
company. 
 
 
Kjell Fagerström is Managing Director of ELASTO SWEDEN AB. The company works hard 
to present unique TPE formulations of plastics materials. In the company works a highly 
trained team. The company has range of thermoplastic elastomers and the team of the 
company can create most imaginative design ideas. ELASTO uses the thermoplastic 
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elastomer (TPE). A sophisticated and innovative product was created by highly qualified 
material experts. He told that the company one of the first companies in Europe to start 
producing TPE. The foundation for their success is their employees. An impressive group of 
people works in the company that has goals on delivering excellence in all spheres of activity: 
quality, technical support, creates products, operational and commercial.  They have strengths 
and are: well-invested plants, operating diversity, clean technology, high-quality and low-cost 
production facilities, experienced management and they have technical centers equipped with 
modern testing and development laboratories. The company performs innovative activities in 
processing innovation, structural innovation, product innovation, research and development. 
The company borrowed the financing resources as a loan on innovation activities from a bank. 
Top management try to invest and spend on the innovation and innovation activities 10-25 
SEK of 100 SEK Top management would like to invest more money in innovation activity 
than now. They expect from innovation activities improving administrative innovation, 
improving the quality of products and other.  The company maintains communication with 
every levels of the company, staff and employees. They use different channels of 
communication in organization as e-mail, by post, fax and often face-to-face meetings. They 
not communicate about innovation and innovation activities between top management and 
employees. Top management and staff have not open communication between various groups. 
Owners and Top management is an innovator and a responsible person of innovations and 
innovation activities. Employees often are not involved. Top management prefers meetings 
only with owners of the company. Also, information about innovation flows from the top to 
bottom  (from Top Management to Employees). Top Management can influence on decision-
making about innovation. 
 
Kjell-Åke Söderblom Plastunion AB. He told that company concentrates on following 
innovation activities: staff, policy, and production technology and work environment. The 
company is focused on constant development. Investments use on education of employees as 
engineers and developers. Also, employees get always training on the shop floor. Top 
management always visits and participates in exhibitions, seminars and research reports. They 
invest heavily in the latest production technology.  The main resource of the company is a 
belief in skilled people. Employees have the opportunity to study and have ongoing training. 
The company has bonus systems for people who create innovative idea or other activity. 
Employees have high motivation, show results and willingness to work hard. The company is 
rewarded employees. The company works with plastics and tries to take care about 
environment. The company tries to use and recommend environmentally friendly plastics. In 
addition, company's management system is a constant quest to reduce their environmental 
impact. They try to reduce their environmental impact through working actively with the 
development and monitoring of environmental objectives. Plastunion provides a good 
working environment in order to hold on to the best people. The company spends 25-50 SEK 
of 100 SEK on the innovation and innovation activities. Also, company uses innovation 
activities as product and process, organizational and environmental. Kjel-Åke thought that 
company is investing enough money and effectively in innovation activities. Improving the 
quality of products and improvement working conditions of employees are expected from 
innovative innovations and innovation activities. Within organization, they use channels of 
communication as face-to-face meetings, formal and informal communication. Top 
management and staff every day have meetings where they discuss about working tasks and 
the matter of innovation as well. Every employee is involved in innovation activity. They 
have trust and open communication. Employees and top management try to talk and tell about 
innovative ideas. Also, information about innovation flows both ways from the top to bottom  
(from Top Management to Employees) and from the bottom to the top (from Employees to 
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Top Management). Everyone in the company is involved to develop and create innovations 
and innovation activity. 
 
Ola Hugoson is Managing director in Polykemi AB. Polykemi, a family-owned enterprise 
with more than 200 employees. Polykemi is an innovative knowledge company that meets the 
market's demands for world-class end products. The company started to work on the Swedish 
market and after is active in different European countries. From 2005 Polykemi developed 
“the Going Gold project”. The goal of this project is to implement several measures to further 
increase employee engagement in working process, innovation activity and monitor the 
decision-making process at Polykemi. The company has a single objective: the success of 
both the employee and Polykemi. Goals of the company are commercial viability, 
responsibility, respect, teamwork and honesty. The company invests in production process, 
technology and technological development. They have good quality, modern, reliable and 
well-maintained production equipments. They use the latest technology, develop and improve 
their production process. However, they focused on employees. By humans is created 
technical development, work place and all other things. 70% of their development potential is 
attributable to the human factor and 30% to technology (polykemi.se). At company works 
talented personnel. The company spend 20-50 SEK of 100 SEK on the innovation and 
innovation activities. The company invests enough and effectively money in innovation 
activity. They  expect from innovative innovations improving the quality products, improving 
process.  Creating a new technology and improvement working conditions of employees.  
Within organization has simple internal communication on the matter of innovations. Top 
management and staff try to develop communication in the best way. They use channels of 
communication as face-to face meetings every weeks, most of employees use e-mail, phone 
and formal communication. Also, information about innovation flow from the top to bottom 
(from Top Management to Employees). Top Management can influence on decision-making 
about innovation. Polykemi is being an innovative company and can satisfy the market’s 
demands for products of the highest possible quality.  Improvement and innovation are 
therefore integral to their operations. 
 
Mario Donatella is Managing Director in Talent Plastics Göteborg AB. The company works 
with plastics. Talent Plastics Göteborg AB has business policy. The company invests money 
in developing product and staff. The company approximately spends from 0 till 10 
percentages on innovations and innovation activities. They expect from innovate innovations 
improving the process, improving administrative innovation and other. The company has 
communication between employees and staff and has formal communication. Top 
management and tell about ideas of innovations to staff. Within the company has not 
responsible person to create, develop and introduce innovations activities but they plan to hire 
employee. Top management and staff have every week meetings where they discuss about 
creating, developing and using innovations and innovation activities. Information about 
communication flows from the top to the bottom (from Top management to Employees). 
Owners and top management can influence on decision- making about innovation. Top 
management plan to attract new employee into the company for developing innovation and 
innovation activities. Innovative ideas are supported and encouraged in the company. Top 
management believes that the company needs new business strategy for a future innovation 
activity.     
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5.4 Findings from questionnaire responses 
 
Carllson & Möller AB 
 
The collection of responses has shown that employees are satisfied with communication with 
their managers on the matter of innovation. 9 out of 10 respondents shared same information 
on the matter of knowledge about investment processes into innovative activities and 9 out of 
10 believe that investments are done effectively. All 10 respondents stated that the main 
channels of communication are face-to-face meetings, which are conducted on the regular 
basis. Also, all respondents stated that there are both formal and informal communicative 
processes in their company. All respondents have stated that they believe that they are, along 
with management, innovators in the company and are directly involved in decision-making 
processes, idea development, changes and implementation of innovations. All respondents 
have stated that they have regular meetings and that the information on the matter of 
innovation flows in both direction. Only 2 of the respondents stated that they believe that it is 
necessary to attract new people in the company for development and improvement of 
innovative activities. All respondents have stated that innovative ideas are highly encouraged 
in the company by the management. 
 
ELASTO SWEDEN AB 
 
All 15 respondents have stated that management holds the clear directing role and employees 
have very low influence on innovation processes. 14 out of 15 employees believe that their 
ideas would not be taken into consideration, because innovative idea sharing is not open or 
encouraged in the company. All 15 employees shared very different ideas on the matter of 
investment in innovative activities, which can only mean that they do not have proper 
knowledge or awareness on this matter. 13 of 15 employees stated that information flows 
from top to bottom and that they do not have any other communicative processes besides e-
mail and phone. 9 of 15 respondents have stated that they have innovative ideas but do not 
share them with anyone in the company and only 2 stated that they share ideas with their 
coworkers but not with managers.  
 
Plastunion AB 
 
All 10 employees have recorded that they believe that communicative processes on the matter 
of innovation are very effective, they share knowledge on the matter of investment and 9 of 
10 believe that they have influence on innovative activities on all stages. 10 employees have 
stated that they are encouraged to participate in idea creation and various processes of 
innovative activities, 7 stated that they share ideas on the matter of innovation with their 
coworkers, 6 with managers, and 9 with both. They all recorded that they have regular 
meetings and believe that there is not need to attract new people for development of 
innovations.  
 
Polykemi AB  
 
The respondents have stated that in overall they lack informal and more regular and structural 
communication on the matter of innovation. 22 of 25 respondents have stated that the 
company conducts formal communication and 24 of 25 have recorded that all communication 
is conducted through e-mail, fax and phone. 19 of the respondents have stated that they would 
like to have more informal communications and have more face-to-face regular meetings. The 
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respondents share ideas that they have very low influence over innovative processes and their 
communication between managers and staff is not effective. 18 of the respondents have stated 
that they believe there is a high need for involvement of new people for improvement of not 
innovative processes, but communicative processes on the matter of innovation. 
 
Talent Plastics Göteborg AB 
 
The majority of the respondents have stated that they are not fully satisfied with 
communicative processes on the matter of innovation. All 6 respondents believe that top 
management is the decision-making, regulating and influential part of innovative activities 
and 5 of them recorded that they believe that have very low influence in changes of 
innovation implementation. All 6 respondents stated that the information flows from top to 
bottom. Only 2 employees stated, that they share ideas on the matter of innovation with 
management but do not feel encouraged or influential. All 6 employees had different 
responses on the matter of awareness of investment into innovative activities, which shows 
that they are not aware of realistic situation and can only express their ideas. 5 of 6 employees 
stated that the company works with radical innovation (considering development of 
innovative products), yet still feel lack of proper communicative processes.  
   
 

5.4.1 General findings from questionnaires 
 
 
85% of respondents have stated that they have innovative ideas but only 29% are ready to 
share information with management and only 13% have very effective feedback from 
management and are encouraged to be directly participating in decision-making processes and 
innovative activities, including development of innovative products.  
 
62% of the respondents states that even though they communicate with management on the 
matter of innovation, the communication is not enough. Only 21% of respondents is satisfied 
with communication and only 12% see there is no need for change or improvement. 71% of 
respondents believe that there is need for more informal communication and use of more 
channels of communication.  
 
49% of respondents have stated that they believe there is not a high degree of trust and open 
communication between various groups in their companies and only 13% have admitted that 
their company shares open communicative processes and trust in the matter of innovation.  
 
Collected data from the questionnaires showed that 98% of respondent have recorded e-mail 
as the most common channel of communication and 69% stated that formal communication is 
dominant in the company they work in. Further 84% of respondents recorded e-mail, 
meetings, conferences, other official meetings and formal communication to be the most 
popular channels of communication on the matter of innovation. It can be explained by the 
fact that most of the communication on the matter of innovation comes from the top 
managements and therefore happens of scheduled meetings and planned 
conferences/seminars.  
 
Only the two companies, which have high level of effectiveness of communication on the 
matter of innovation, as stated by employees, have recorded 95% of responses that there is 
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both formal and informal communication in the company. Regular face-to-face 
communication is recorded by 24% of respondents and only 17% are held on regular basis on 
the matter of innovation.  
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6 Analysis 
 
The main goal of this research was to study communication on the matter of innovation in 
Swedish SMEs. The research question is focused on whether top management and staff can 
influence innovations and innovative activities through communication. Considering collected 
secondary data, responses from the managers and staff it is possible to draw connections 
between findings and theoretical ideas.  
 
Considering the responses of the managers and employees of Carlsson & Möller AB, the 
research concludes that performs innovative activities and gives open description of 
companies innovative activities on the official web site. The direction of their innovation 
activities is creation of new type of products, materials. It is important to state, that both 
sample groups (managers and employees) share the knowledge of investments into innovative 
activities and both sample groups state that the company invests enough finances and does it 
effectively. This is explained by the fact that the company improves quality of the products 
and improves working conditions of employees (both sample groups share same knowledge).  
The collected data it is possible to conclude that the company performs good communication 
processes, including communication on the matter of innovation. The fact that staff and 
managers share the same information on the matter of innovation and perform effective 
communicative activities shows that human resources are very important for effective 
performance of the organization in general (Wolfe, 1994). In this case employees share 
willingness, readiness, knowledge, cooperation, awareness and assistance in innovation 
implementation (Wolfe, 1994). Considering the fact that the company consists of 15 
employees, the main channels of communication are face-to-face meetings and have effective 
formal and informal communication between staff and managers. The prior theoretical 
findings show that joint learning, dialectical debate, intensive processes of social learning and 
education processes on the matter of roles, functions, changes is essentially important for 
productive innovative activities (Woodhill, 2002; Friedmann, 1984; Moenaert, Caledries, 
Lievens & Wauters, 2000). According to both of sample groups states that both of them are 
considered as innovators and are responsible for development and implementation of 
innovation and innovative activities, both of the sample groups have also stated that both of 
them are involved in decision making process and have influence on the process of innovation 
implementation. Both of the sample groups have stated, that the information flows in both 
directions – from the top to bottom and from the bottom to the top. Also, both sample groups 
have stated that top management does the decision-making about innovation. The collected 
data has show that managers and employees share same knowledge and attitude about 
communication processes on the matter of innovation and believe that these processes are 
effective. Due to the fact that both sample groups share the same knowledge and positive 
attitude towards innovation implementation, such activities can be effective (Robbins et al., 
1998; Mazzarol, 2002).  
 
The responses collected from ELASTO SWEDEN AB have shown that communicative 
processes on the matter of innovation are not as effective as desired. Considering the idea, that 
poor communicative activities can negatively influence effectiveness of innovation 
implementation (Green et al., 1995), it is essentially important to improve communication 
within the organization. Ineffective communication can result in major financial loses (Green 
et al., 1995, Klein and Knight, 2005). Both sample groups have agreed that management is 
clearly a leader of decision-making processes and employees have very low ability to 
influence, change or improve decisions made by top management. Employees believe that 
they have no influence, which is seen as a negative side. The collected data has shown that all 
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communication is conducted strictly through e-mail, by post but lack face-to-face 
communication and do not have regular meetings. Innovator in this company is the owner of 
the company and top management. The communications flow strictly from top to bottom. The 
responses of the employees have shown that they would prefer to have more knowledge and 
have more access to information and be able to participate in innovative processes as well.  
Due to the fact that main financial investments are borrowed, management of the company 
decides to have limited investments into innovative processes. Employees are clearly not 
aware enough investment information and are not able to conclude whether investments are 
effective in innovation processes.  
 
The data collected from Plastunion AB, has shown that communicative processes are 
effective. Both sample groups have stated that they conduct regular face-to-face meetings, and 
share ideas and information. Theoretical researches show that it is essentially important for 
employees to be involved in all three stages of innovation: research, development and 
application (Estrin, 2009). The data shows that there are effective and regular informal and 
formal communication and both sample groups are directly involved in idea development, 
share ideas with others, discuss with each other innovative ideas and share this innovative 
ideas with managers. Also, the prior researches show importance of social learning as one of 
the central processes of innovation implementation, which also is involved in development of 
harmony and effective match between innovations and the environment of the organization 
(Hommels et al., 2007; Smits and Kuhlmann, 2004; Geels, 2002). Considering the analysis of 
the respondents it is possible to conclude that due to often communicatio  and variety of 
channels of communication, there is not only harmonic atmosphere in the organization, but 
also effective innovative communication. Also, regular communication helps dealing with 
dynamics of power and conflict, avoid tensions and missaunderstanding (Smits & Kuhlmann, 
2004). The study has shown that employees are highly encouraged to participate in innovative 
activities and process of decision-making are share trust and open communication, which 
shows that such intangibles as knowledge, social networks and trust are united (Moenaert, 
Caledries, Lievens & Wauters, 2000). The collected data has shown that employees are 
considered to be innovators due to the fact that they are directly involved in creative process 
and implementation of creative ideas in product creation. The main direction of innovative 
activities, seen by both managers and employees, is improving the quality of products.  
 
Polykemi AB consists of more than 200 employees and the company states that it follows the 
main strategy Going To the Gold, which mainly is also directly focused on teamwork and 
development of effective communicative processes between managements and staff. 
However, the study has shown, that despite this stated goal by the management, the 
employees do not share the same attitude. This is explained by ineffective communication and 
inability to share knowledge about the same issues, which can bring confusion, 
misunderstandings, and conflicts (Smits & Kuhlmann, 2004). The responses of the employees 
have shown that most of the communicative processes are conducted strictly through e-mail, 
fax and phone and lack face-to-face meetings. Employees define the communicative 
processes as formal. That in majority share desire to have more informal atmosphere in the 
company and be more involved in decision-making processes on the matter of innovation 
because the management makes all decisions. This suggests that employees see a need for 
administrative innovations, which are associated with organizational structure (Cooper, 1998), 
feel the need for teamwork improvement (Flynn et al., 1996), improvement of organizational 
culture (Amabile, 1998). They also are recorded to feel the need for improved communication 
that comes from managers on the matter of explanation, clarification, education, information 
sharing (Pearce, 2001), and understand that lack of regular communication when managers do 
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not spend enough time with employees can result in negative outcomes for the organization’s 
performance (Robbins et al., 1998; Mazzarol, 2002). Management is active in attending and 
participating in exhibitions and seminars, conferences, therefore all ideas come from 
management. There are only few responsible figures in the company, which can influence 
innovative processes.  
 
Talent Plastics Göteborg AB is a part a Talent Plastics Group, which consists of 7 more 
companies. The study has shown that the company, despite its size, which should positively 
influence ease of communicative processes (Pearce, 2001), lack proper communication on the 
matter of innovation. Due to the fact, that all companies, which belong to the Talent Plastic 
Group, have own client base and therefore create product depending on demands of the 
clients, they do not share innovative communication between other companies of the same 
group. The company is focused on sales, not on effective results of performance through 
communication, innovation, organizational climate, etc (Robbins et al., 1998; Mazzarol, 
2002), which in some way negatively influences communicative processes between managers 
and employees. However, the study has shown that in the Göteborg part of the company, due 
to the amount of employees and often demands for innovation and new product creation, 
regular meetings are conducted. The study has shown that employees have low knowledge 
about investment processes in innovative activities and overall financial side of this issue. The 
study has also shown that employees participate in innovation creation on the first stages, 
which is seen as a positive issue (Estrin, 2009), however, further have low influence on 
decision-making and changes on the innovation implementation, which is a negative issue 
(Mazzarol, 2002). The information flows mainly from top to bottom and the company 
conducts formal communicative processes.  
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7 Conclusion 
 
Can top management and staff through communications influence innovations and innovation 
activities in Swedish SMEs? 
 
The goal of this research was to study and analyze communication on the matter of innovation 
between managers and staff in Swedish SMEs. Having studied and analyzed the general 
question of the research, it was possible to conclude that top management and staff can 
influence innovations and innovative activities through communication.  
 
The analysis of primary and secondary data from 5 selected companies, which represent 
SMEs in Sweden (case plastic industry) has concluded that there is lack of proper 
communication processes between managers and employees on the matter of innovation. The 
analysis of the responses has shown that only 2 of 5 researched companies have effective 
communicative processes on the matter of innovation. 
 
The analysis has also shown, that poor communicative processes between managers and 
employees can result in ineffective implementation of innovation, especially if the innovation 
is radical. The case study has shown, that in case of radical innovations employees feel 
uninformed and lack education, preparation and adjustments to radical innovation, which 
negatively results in the innovation implementation and can bring financial losses for the 
enterprises.  
 
In case with product and process innovations the analysis has shown that managers and 
employees of studied SMEs do not share same information. The idea of the innovation comes 
from top management down to employees, when the decision of implementation is done.  
The analysis of responses has shown that managers are not completely aware of the struggles 
of employees on the matter of innovation implementation in product and process. The 
employees in majority seem to share discomfort and confusion of their responsibilities in 
working environment and their roles in the company, when sudden innovation is 
implemented. This occurs due to lack of information on the matter of innovation in product 
and process and therefore, lack of proper communication on this matter. The findings of the 
research show that their is a high need for improved communication and 
information/education access on this matter.  
 
Also, the analysis of the responses of studies enterprises states that employees do not 
participate in decision making on the matter of innovation and have very low chances of 
influencing decision making/innovation implementation. This, however, is seen as a negative 
issue, because employees can bring suggestions and ideas for improvement of innovative 
processes to the top management. The analysis states that there is a high need of adjustment of 
information flow on the matter of communication, mainly on the matter of influence of 
innovation implementation. Considering answers of the employees it is possible to conclude 
that they in majority show high desire to participate in development of ideas on the matter of 
innovations, they are willing to suggest more effective ways/innovative approaches for the 
routine processes in their within their working responsibilities. Therefore, the conclusion 
prove prior statements that human resources, their readiness, education, willingness to 
corporate, awareness on the matter of innovation and changes it brings along is a very 
important issue. 
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The study has proven that communication has a very significant role in the process of 
innovation adoption. The science of communication and possible channels of communication 
between managers and employees also shows that effective communication between two 
groups, including formal and informal, does not grant effective communication on the matter 
of innovation. The study has recorded that majority of the studies companies conduct 
communicative processes through various channels including e-mail, post, meetings, informal 
meetings, etc. However, the study has shown that despite often and diverse communication 
between managers and employees, there is a clear lack of communication on the matter of 
innovation. Communication channels are often used by both managers and employees for 
work related purposes, but they do not deliver enough information about innovative 
processes. Therefore, the study concludes, that there is a need for improvement of 
communication on the matter of innovation.  
 

7.1 Suggestions and recommendations 
 
 
The analysis of the studies enterprises shows, that there is significant lack of communication 
on the matter of innovation between managers and employees. Employees rarely participate in 
decision-making, they are not involved in the process of ideas and suggestions for 
innovations, they have very low chances to influence or change innovative activities and 
decisions made by the top managers. The information on the matter of innovation and 
innovation implementation comes from top and often too late; employees feel lack of 
information, education, and authority to influence, improve, suggest, change.  
Therefore, the research suggest certain recommendations, considering suggestions of the 
employees, how to improve such communicative processes in order to increase productivity 
of human resources and innovative processes, which would positively influence companies’ 
development. The implementation of suggested recommendations is aimed to result in higher 
turnover of the company, higher and more effective results and therefore higher satisfaction of 
customers. 
 
1. Organizational climate 
 
Top management can create organizational climate, which encourages idea generation and 
promotes access to various sources of innovation. For example, many creative ideas can be 
created as the result of informal communications among workers, between workers and 
customers, workers and top management, and between workers and suppliers. Managers of 
companies should encourage, support and allow these communications. 
 
2. Collaboration on innovation work 
 
The research analysis suggests to improve the collaboration on innovation work in the chain 
between senior managers and employees of SMEs. Such collaborative activities will allow 
managers and mainly employees to share ideas and suggestion on the matter of innovations in 
order to improve working processes, relationships between managers and employees, 
companies’ results.  
 
3. Encourage freedom and challenge 
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The management can ease the implementation, ideas and adoption of innovative processes 
and overall performance of the company by encouraging freedom and challenges for creative 
ideas on the matter of innovations. The ideas and suggestions for improvement can be 
conducted through various channels of communication and most effectively through 
meetings. The study has shown that employees are often aware of needed innovations, 
including administrative and technological, more than top managers. They often see the need 
and possible ways of innovations when they conduct routine processes and are able to suggest 
ways to increase own productivity. In this case they should be given a chance to suggest 
innovative processes, which would only benefit the company.  
 
4. Improve trust and openness 
 
The study has shown that employees often do not feel enough authority to suggest innovations 
or inform about difficulties on the matter of innovation implementation. Also, the results have 
shown that employees feel that they do not receive enough information on the matter of 
innovation and can feel that top management does not trust them with inside information or 
decision making. These processes need to be improved in order to improve overall 
performance of the companies. 
 
5. Regular meetings and workshops 
 
Regular meetings and workshops can improve communicative processes, encourage freedom 
and creativity, improve trust and openness, improve education and awareness of roles, 
changes, responsibilities, etc.  
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8 Implications and future research 
 
 
The research analysis together with theoretical background has concluded that communication 
in organization and innovative processes are very important. Proper communication between 
managers and employees has a strong influence on the process of innovation implementation, 
adoption and its development in the company. As results proper communication on the matter 
of innovation determines positive or negative results of innovation implementation and 
strongly influences financial gains or losses, which are related with innovation 
implementation. The research concludes that improvement of communicative processes on the 
matter of innovation is highly important for overall performance of the SMEs in Sweden. 
 
The primary goal of this research was to study and analyze communication on the matter of 
innovation in Swedish SMEs on the example of 5 companies from plastic industry. The 
analysis of the results of primary and secondary data collection has shown that theory is 
supported by practice and demands changes and improvements. However, the main 
implication and suggestion for future research is linked with limitations of this research. The 
main implication for the further research is to increase the number of studies companies in 
Sweden and diversity of industries. It is possible, that depending on industry specifications 
and needs on the market the communicative processes on the matter of innovation are 
conducted in a different way. Therefore a more detailed investigation is suggested.  
 
Also, it is suggested to increase financial and time resources for the study in order to gain a 
deeper access to needed information. It is also suggested to change the method of data 
collection and analysis to qualitative and conduct interviews with both sample groups and 
observations of the communicative processes during the entire life cycle of innovation - from 
idea to implementation (Damanpour, 1991; Wolfe, 1994; Crossan, 2010).  
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APPENDIX 1  
 
 
 
 
 
 

INTERVIEW  
 for owners or top managers of a company 

 
General Information 
 

1.  Name and Surname of the person 
completing the questionnaire 

 
 

2.  The position in an organization  Owner  of the company   Top management Employees 
3.  A name of a company:  
4.  Which year does a company start the activity or business?   

 Production activity in plastics industry  
 Wholesale  
 Retail 
 Provision of services 
 Machine industry 

5.   
 
What kinds of activities are performed by your company? 

 Other 
to 50 More than 500 
50-200  

6.     
The number of employees in the company? 

200-500  
 
 
Part 1: Innovation implementation 
 
 

7.  Does your company perform innovative activities of any 
kind? 

Yes _________ No _________ 

 Creating a new type of product (service) 
 Expansion of existing products (services) 
 Creating a new technology 
 Improvement of existing technologies 
 Research new segments and new markets 
 Social Innovation (social responsibility, increase the prestige of 

enterprises, etc.) 
 Administrative innovation 
 Improving methods of organization production and 

management 
 Organizational and environmental innovations 

8.   
 
 
 
 
 
The direction of your innovation activities? 
 

 Spheres (fields) of innovation implementation 
financing on innovative activities 

 Own financial resources 
 Government support, local budgets 
 Borrowed funds (a loan from banks, a government loan, 

owner’s investments, a support from other companies and 
other) 

9.   
The sources financing your innovations and innovation 
activities? 
 

 Other 
 0 
 0-10 
 10-25 
 25-50 

10.   
If you have 100 Swedish kroners, how much of 100 SEK 
can you spend on the innovations and innovation 
activities? 

 50 and more 
 0 
 0-10  
 10-25 
 25-50 

11.  What do you think how much approximately the 
percentage of investments (profit, own capital or other 
investments) you may spend on innovation and innovation 
activities? (%) 
  50 and more 
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 Radical or incremental  
 Product or process 
 Administrative or technological  
 Organizational or environmental 

12.   
What kind of innovative activities does your company 
use? 

 Other 
13.  Do you think your company is investing enough money in 

innovation activities? 
       Yes_____                                No_____ 
       I don’t know ________ 
 

14.  Do you think your company is effectively conducting 
investment activities? 
 

       Yes_____                                No_____ 
       I don’t know ________ 

 Improving the quality of products (services) 
 Improving the competitiveness of products (services)  
 Improving process 
 Improving administrative innovation 
 Creating a new technology 
 The growing number of regular customers for innovative 

products 
 Improvement working conditions of employees, Wage growth 

15.   
 
 
What do you expect from innovate innovations and 
innovation activities?  

 Other 
 
 
Part 2: Communication on the matter of innovation.   
 
 

16.  Do you communicate between top management and 
employees about innovations in the company?  

       Yes_____                                No_____ 

 Face-to-face meetings 
 E-mail, by post, phone 
 Meetings on a seminar, a conference and other meeting 
 Formal communication  
 Informal communication 

17.   
 
What channels of communication do you use in your 
organization? 

 Other 
 Face to face 
 E-mail, by post 
 Meetings on a seminar, a conference and other meeting 
 Formal communication  
 Informal communication 

18.   
Which kind of channels are important component of 
communication in the innovation activity in your 
company? 

 Other 
19.  Beside the regular communication you have further means 

of communication in your company? 
      Yes_____                               No_____ 

20.  Do you communicate about innovations and innovations 
activities between top management and employees in your 
organization?  

 
      Yes_____                               No_____ 

21.  Is there a high degree of trust and open communication  
between various groups in your company? 

      Yes_____                               No_____ 

 Owners of the company or Top management 
 Employees 
 Together Top management and employees 
 Customers 
 Suppliers 

22.   
 
Who is an innovator of innovations and innovation 
activities in your organization?   

 Other (markets, news and other) 
 Yes 
 No  

23.  Do you have a responsible person in the company who is 
responsibility to create, develop and introduce innovations 
and innovation activities?  We plan 

 0 
 0-10 
 10-25 
 25-50 

24.   
How many people are involved? 
(employees) 

 50 and more 
25.  Do you talk and tell about your ideas to others?  

 
Yes_____                               No_____ 
 

 Top management 
 Employees 

26.   
 
  Responsible person about innovations and innovation activities 
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 (a person, a special department and other) 
 Owner of the organization 
 Immediate superiors 
 I don’t tell 

 If yes, to whom? 

 Other 
 No 
 Yes 
 Every days  
 Every weeks 

27.  Do you have any regular meetings of certain working 
groups, managers and employees?  
(concerns e.g. work where you can discuss about creating, 
developing and using innovation and innovation 
activities)  Every months 

 
 
 
 
Part 3: Activities and influences of management and staff on the matter of innovation implementation 
 
 

 From the top to the bottom   
(from Top Management to Employees) 

 From the bottom to the top 
(from Employees to Top Management) 

 Both ways 

28.   
How can information about innovations flow? 

 I don’t know 
 Owners of the company or Top management 
 Together Top management and employees  
 Employees 

29.   
Who can influence on decision-making about innovation?  

 Other 
30.  Do you think is necessary to attract new people into the 

company for developing innovation and innovation 
activities? 

       Yes_____                                No_____ 
      I don’t know _______ 

 Yes 31.  Are innovative ideas supported and encouraged in the 
company?  No 

 
 
 Part 4: Suggestions about improvements 
 

 Private and secret information 
 Finance  
 Time 

32.   
Which restraints (limitations) exist for a future innovation 
activity with special reference to SME's? 

 Other 
 High education of staff 
 New business idea, strategy or plan of a company 
 Financing on innovation activities  
 Administrative and technological innovations  
 Organizational or environmental 
 New product or process 
 Special department, responsible person and other staff for 

developing and creating innovations 

33.   
Which requirements and needs (e.g. business strategy, 
tools, management structure and organization) are 
necessary for a future innovation and innovation activity 
in company? 

 Other 
34.  What can you suggest to improve innovation activities 

within organization?  
 

 

 
 

 
Thank you for your cooperation! 
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APPENDIX 2 
 
 

QUESTIONNAIRE  
 for employees of a company 

 
 
Part 1: Contact information  
 
 

1.  A name of a company  
 

2.  The position in an organization  Owner  of the company  
 

 Top management Employees 

 
 
 
Part 2: Innovation implementation  
 
 

3.  Does the company you work at perform innovative 
activities? 

Yes _________ No _________ 

 Creating a new type of product (service) 
 Expansion of existing products (services) 
 Creating a new technology 
 Improvement of existing technologies 
 Research new segments and new markets 
 Social Innovation (social responsibility, increase the prestige of 

enterprises, etc.) 
 Administrative innovation 
 Improving methods of organization production and 

management 
 Organizational and environmental innovations 

4.   
 
 
 
 
 
The direction of company’s innovative activities? 
 

 Spheres (fields) of innovation implementation 
financing on innovative activities 

 0 
 0-10 
 10-25 
 25-50 

5.   
 
How do you think how much of 100 Swedish kroners 
your owners or to managers spend on innovations and 
innovation activities?  50 and more 

 0 
 0-10  
 10-25 
 25-50 

6.   
How much approximately the percentage should they 
spend on innovation and innovation activities? 
(%) 
  50 and more 

7.  Do you think your company is investing enough money in 
innovation activities? 

       Yes_____                                No_____ 
       I don’t know ________ 
 

8.  Do you think your company is effectively conducting 
investment activities? 

       Yes_____                                No_____ 
       I don’t know ________ 
 
 Improving the quality of products (services) 
 Improving the competitiveness of products (services)  
 Improving process 
 Improving administrative innovation 
 Creating a new technology 
 The growing number of regular customers for innovative 

products 
 Improvement working conditions of employees, Wage growth 

9.   
 
 
What do you expect from innovate innovations and 
innovation activities?  

 Other 
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Part 3: Communication on the matter of innovation 
 

10.  Do you communicate between top management and 
employees about innovations in the company? 

     Yes_____                                No_____ 

 Face-to-face meetings 
 E-mail, by post, phone 
 Meetings on a seminar, a conference and other meeting 
 Formal communication  
 Informal communication 

11.   
 
What channels of communication do you use in your 
organization? 

 Other 
 Face to face 
 E-mail, by post 
 Meetings on a seminar, a conference and other meeting 
 Formal communication  
 Informal communication 

12.   
Which kind of channels are important component of 
communication in the innovation activity in your 
company? 

 Other 
13.  Beside the regular communication you have further means 

of communication in your company? 
      Yes_____                               No_____ 

14.  Do you communicate about innovations and innovations 
activities between top management and employees in your 
organization?  

 
      Yes_____                               No_____ 

15.  Is there a high degree of trust and open communication  
between various groups in your company? 

      Yes_____                               No_____ 

 Owners of the company or Top management 
 Employees 
 Together Top management and employees 
 Customers 
 Suppliers 

16.   
 
Who is an innovator of innovations and innovation 
activities in your organization?   

 Other (markets, news and other) 
 Yes 
 No  

17.  Do you have a responsible person in the company who is 
responsibility to create, develop and introduce innovations 
and innovation activities?  We plan 

 0 
 0-10 
 10-25 
 25-50 

18.   
How many people are involved? 
 

 50 and more 
19.  Do you talk and tell about your ideas to others?  

 
Yes_____                               No_____ 
 

 Top management 
 Employees 
 Responsible person about innovations and innovation activities 

(a person, a special department and other) 
 Owner of the organization 
 Immediate superiors 
 I don’t tell 

20.   
 
 
If yes, to whom? 

 Other 
 No 
 Yes 
 Every days  
 Every weeks 

21.  Do you have any regular meetings of certain working 
groups, managers and employees?  
(concerns e.g. work where you can discuss about creating, 
developing and using innovation and innovation 
activities)  Every months 

 
 
Part  4: Activities and influences of management and staff on the matter of innovation implementation 
 
 

 From the top to the bottom   
(from Top Management to Employees) 

 From the bottom to the top 
(from Employees to Top Management) 

 Both ways 

22.   
How can information about innovations flow? 

 I don’t know 
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 Owners of the company or Top management 
 Employees 

23.   
Who can influence on decision-making about innovation?  

 Together Top management and employees 
24.  Do you think is necessary to attract new people into the 

company for developing innovation and innovation 
activities? 

       Yes_____                                No_____ 
      I don’t know _______ 

 Yes 25.  Are innovative ideas supported and encouraged in the 
company?  No 

 
 
  
 
 
 
Part  5: Suggestions about improvements 
 
 

 Private and secret information 
 Finance  
 Time 

26.   
Which restraints (limitations) exist for a future innovation 
activity with special reference to SME's? 

 Other 
 High education of staff 
 New business idea, strategy or plan of a company 
 Financing on innovation activities  
 Administrative and technological innovations  
 Organizational or environmental 
 New product or process 
 Special department, responsible person and other staff for 

developing and creating innovations 

27.   
Which requirements and needs (e.g. business strategy, 
tools, management structure and organization) are 
necessary for a future innovation and innovation activity 
in company? 

 Other 
28.  What can you suggest to improve innovation activities 

within organization?  
 

 

 
 

 
Thank you for your cooperation! 
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University of Borås is a modern university in the city center. We give courses in business administration 
and informatics, library and information science, fashion and textiles, behavioral sciences and teacher 
education, engineering and health sciences. 
 
In the School of Business and IT (HIT), we have focused on the students' future needs. Therefore we 
have created programs in which employability is a key word. Subject integration and contextualization are 
other important concepts. The department has a closeness, both between students and teachers as well as 
between industry and education. 
 
Our courses in business administration give students the opportunity to learn more about different 
businesses and governments and how governance and organization of these activities take place. They 
may also learn about society development and organizations' adaptation to the outside world. They have 
the opportunity to improve their ability to analyze, develop and control activities, whether they want to 
engage in auditing, management or marketing.  
 
Among our IT courses, there's always something for those who want to design the future of IT-based 
communications, analyze the needs and demands on organizations' information to design their content 
structures, integrating IT and business development, developing their ability to analyze and design 
business processes or focus on programming and development of good use of IT in enterprises and 
organizations. 
 
The research in the school is well recognized and oriented towards professionalism as well as design and 
development. The overall research profile is Business-IT-Services which combine knowledge and skills in 
informatics as well as in business administration. The research is profession-oriented, which is reflected in 
the research, in many cases conducted on action research-based grounds, with businesses and government 
organizations at local, national and international arenas. The research design and professional orientation 
is manifested also in InnovationLab, which is the department's and university's unit for research-
supporting system development. 
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