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Abstract- This study addresses one of the most enduring and long-debated issues in innovation, namely the distinction 
between strategic and tactical considerations along the lengthy innovation process. Like in any other major business 
initiative, a strategic viewpoint in product innovation (1) provides us a sense of purpose and direction in our product 
innovation activities, (2) directs our attention, resources and support to product innovation, and (3) clarifies the 
misperceptions of people in the innovatiopn process about the importance of innovation. Because of some external 
competitive pressures, we can still achieve some innovation without a strategic viewpoint; however, its impact will not be 
long-lasting. In fact, if we want to be successful in the long-run, innovation should be part of our overall company strategy. 
Likewise, tactical considerations are also important in innovation. Such considerations help companies (1) to see whether the 
product can actually work, (2) to learn how to improve it, and (3) to assess the product development performance against 
established plans and targets. This study highlights the unique and distinct roles that these two types of considerations can 
play in successful innovation. In particular, it emphasizes that while strategic considerations help companies set their long-
term objectives in order to enhance their performance, tactical considerations can help them achieve those objectives with 
carefully thought-out undertakings along the lengthy innovation process. 
 
Index terms- Innovation, Competiveness, Strategies, Tactical Decisions, Performance. 
 
I. INTRODUCTION 
 
Innovation in general and product innovation in 
particular manifests itself in many different shapes, 
forms, and sizes.  One thing is common that 
organizations engage in innovation in response to 
customer demands and/or competitive pressures. In 
other words, innovation is a way for companies to 
remain competitive and fulfill the needs and wants of 
their customers (Brown and Eisenhardt, 1995; 
Christensen and Raynor, 2003; Dougherty, 1992; 
Henderson and Clark, 1990). 
 
Another important common element across various 
innovations with different shapes, forms, and sizes is 
that they are all likely to lead to significant changes in 
the organization as well as in the customers in the 
marketplace.  Internally, the organizations need to 
make changes in their operations in order to 
successfully develop and implement their innovative 
ideas.  And, externally, they will need to convince 
their customers that their innovative products are easy 
to use (Brown and Eisenhardt, 1995; Christensen and 
Raynor, 2003; Dougherty, 1992; Henderson and 
Clark, 1990). 
 
Furthermore, there are several significant 
uncertainties associated with the successful 
development and introduction of different 
innovations with different shapes, forms, and sizes. 
Internally, it is very difficult to know how the 
changes might impact the employees and whether the 
changes might lead to any hindrance and challenge 
stress among them (Ozer, Chang, and Schaubroeck, 
2014).  Externally, it will be very challenging to 
understand their buyers (Ozer, 2002b; Ozer, 2007; 

Ozer, 2008), to understand the new product 
development teams (Dayan, Ozer, and Almazrouei, 
2017), to keep up with the latest tools and 
methodologies (Kamakura and Ozer, 2000; Ozer, 
2005b; Ozer, 1999), and to understand cultural 
differences (Ozer and Cebeci, 2010; Ozer and Chen, 
2006). 
 
 This means that organizations need to approach 
innovation from a strategic standpoint (Ozer, 2011a; 
Ozer and Dayan, 2015). It also means they need to 
use a wide range of tactical tools and methodologies 
(Ozer, 2002a, 2004, 2005, 2011b, 2011c, 2011d). 
This paper highlights some of the most important 
strategic and tactical considerations identified in the 
innovation literature. 
 
II. STRATEGIC CONSIDERATIONS IN 
INNOVATION 
 
Like in any other major business initiative, a strategic 
viewpoint in product innovation (1) provides us a 
sense of purpose and direction in our product 
innovation activities, (2) directs our attention, 
resources and support to product innovation, and (3) 
clarifies the misperceptions of people in the 
innovation process about the importance of 
innovation (Brown & Eisenhardt, 1995; Christensen 
& Raynor, 2003; Dougherty, 1992; Henderson & 
Clark, 1990; Ozer & Vogel, 2015). 
Because of some external competitive pressures, we 
can still achieve some innovation without a strategic 
viewpoint; however, its impact will not be long-
lasting. In fact, if we want to be successful in the 
long-run, innovation should be part of our overall 
company strategy. 
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III. TACTICAL CONSIDERATIONS IN 
INNOVATION 
 
Likewise, tactical considerations are also important in 
innovation. Such considerations help companies (1) 
to see whether the product can actually work, (2) to 
learn how to improve it, and (3) to assess the product 
development performance against established plans 
and targets (Brown & Eisenhardt, 1995; Christensen 
& Raynor, 2003; Dougherty, 1992; Henderson & 
Clark, 1990; Ozer, 1999; Ozer & Vogel, 2015). 
 
CONCLUSION 
 
This study highlights the unique and distinct roles 
that these two types of considerations can play in 
successful innovation. In particular, it emphasizes 
that while strategic considerations help companies set 
their long-term objectives in order to enhance their 
performance, tactical considerations can help them 
achieve those objectives with carefully thought-out 
undertakings along the lengthy innovation process. 
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