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Abstract: Due to  late mechanical and social headways, client association in item improvement is a higher 

priority than any time in recent memory. This part looks at the hierarchical difficulties of ICT use as well as 

the different ICT apparatuses that can work with client contribution in the new item advancement process. 

It has been found that the application and execution of ICT are not driven by similar precursors, which 

additionally influences the new client contribution in the item advancement process. 
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I. INTRODUCTION 

The Western world transitioned from an industrial to an information society during  

the early 1990s due to the commercial expansion of the Internet, which was characterized by the rapid development and 

adoption of new information and communication technologies (ICTs). Data openness and creation keep on turning out 

to be quicker and more straightforward as new ICTs are created at a fast speed.  

The shift away from information presentation and toward content collaboration through online posting, commenting, 

and writing is another aspect of ICT advancement. Users communicate directly with one another and search for, read, 

and write information together, regardless of group affiliation. As a result, the information society is now a knowledge 

society. The information society 

addresses a tremendous change in the power relationship of clients and enterprises. Companies' traditional control over 

the information their customers could access has diminished. Technology and markets have traditionally been the two 

divisions of the corporate environment. 

However, according to Moore and Slotegraaf (1999), the most profitable strategy for new product development (NPD) 

has recently been proposed to be a combination of the two. Users are viewed from this vantage point as a subset of 

markets. Users have become an independent aspect of company NPD thanks to advances in ICTs. Clients impart across 

business sectors, share encounters, and refine items outside the control of organizations. When looking for new product 

ideas, the "corporate playground" has transformed into a three-dimensional space composed of technology, markets, 

and users. 

Companies now have strong competitive advantages in both product development and production as a result of the use 

of ICT (Bayo-Moriones&Lera-Lopez, 2007; Bayo-Moriones&Lera-Lopez). Ozer, 2000). When a product is launched, 

greater market success will result from greater use of ICT in the development process. Barczak, Sultan, &Hultink 

(2007) found that the commercial success of new products is positively impacted by ICT use. 

Companies can boost their social capital in relation to users and markets by incorporating users into their NPD. 

Companies that give their users a variety of roles in NPD and, through these roles, tighten their relationships with them, 

will gain an advantage over companies that treat users only as end-users. 

Inside the setting of client association in NPD, this part expects to investigate the determinants of ICT use on the off 

chance that investigation of Danish Global working organizations. Five groups of factors are used by us: imaginative 

environment, vital accentuation on ICT devices, ICT champions, skills and execution assumptions. With observations 

from actual applications of ICT tools in new product projects, the presented study adds to existing research on ICT 

adaptation and user involvement. 
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Future research will benefit from understanding the opportunities and challenges presented to businesses by pursuing 

user involvement in the use of ICT tools. The use of ICT and user involvement in NPD are conceptualized in the 

following section. The preconditions of ICT use are then discussed. The cases are then introduced and discoveries are 

examined and an end came to. 

 

II. USER-INVOLVEMENT IN NPD 

The primary rule of client-driven NPD is that organizations welcome clients into their NPD process. The key is the 

consolidation of client data and information into new item projects. Client information incorporates info, remarks, and 

criticism created through a ceaseless discourse with clients. The use of client input streamlines item innovation as well 

as item plan, and matches another item to broadened as well as inert client needs. According to Jespersen (2008), user 

involvement is defined as the incorporation of user feedback on projects throughout the NPD process. 

According to Anderson (2005), the literature on customer relationship management and relationship marketing 

emphasizes the importance of the company-customer relationship as a prerequisite for involvement. 1987; Dwyer, Shur, 

and Oh Hunt and Morgan, 1994). Makers can possibly include clients and lay out a discourse on the off chance that 

they are associated with them. 

Users (unsolicited) and/or businesses (solicited) may take the initiative to involve users in new product projects 

(interaction control). This chapter focuses on the company's user involvement initiative. User involvement under 

company control can be undirected or directed (Brockhoff, 2003). The company's level of familiarity with the users 

who respond is the difference between the two. Product marketing frequently incorporates undirected user involvement 

in the form of contests between products or between users (such as contests to choose the best commercial) or between 

users and manufacturers. Directed user involvement gives the company the advantage of personal contact with users 

through direct invitations and applies to company processes like the development of new products. Although users 

cannot be compelled to respond to an invitation, this provides additional control over input quality. 

The interaction between a company and three users who have been invited to collaborate in the NPD process may be 

socially or task-oriented (Kaulio, 1998; 2002 Nambisan). Task inclusion of clients alludes to a short-term commitment 

of clients on an explicit NPD project in a given NPD stage. The term "social involvement of users" refers to the 

company's ongoing engagement with users. The organization welcomes clients to be important for a relationship on 

NPD that surpasses explicit tasks and interaction stages. With this comprehension of client contribution as stated by the 

organization and coordinated to pre-distinguished clients either as an errand or social relations, we will continue to ICT 

utilization in NPD. 

 

III. ICT TOOL USAGE IN NPD 

ICT tools have been suggested by research as ways to connect with users. ICT is seen as a way to build relationships 

between businesses and people who use their products or services. This idea is bolstered by the proliferation of self-

service technologies and virtual communities (Andersen, 2005; 2008 by Casalo, Flavian, and Guinaliu; McWilliam, 

2000). According to Miles, Miles, & Snow (2005), virtual environments are an effective method for establishing 

relationships with users and inspiring the company and its customers to participate in collaborative NPD. 2005 

(Sawheny, Verona, and Prandelli). It is possible that information and communication technology (ICT) tools will 

reduce the distance that exists between a company and its end users, thereby strengthening user involvement and 

engagement in the creation of new products. Companies can offer a variety of online services to customers that 

facilitate user involvement in NPD by combining various new technologies (Nambisan, 2002). According to Dahan& 

Hauser (2002), many software products enable businesses to establish virtual customers. 

ICT apparatuses are described as either synchronized or not-synchronized devices. This distinction between these terms 

relates to client contribution made through the ICT utilization in NPD. Synchronized ICT instruments expand on bunch 

rationale. 

A group of users creates user input and dialogue with these tools, collaborating on specific NPD topics and having 

discussions about them. ICT tools that are not synchronized have user-generated input that is collected on a shared 

platform that is accessible to everyone. Figure 1 depicts a variety of ICT tools with synchronized and non-synchronized 

characteristics that can be used in the NPD process. It also shows how these tools relate to task and social user 
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involvement. While task involvement is possible with the majority of ICT tools, social user involvement is not always 

possible with all of them. 

According to Venkatesh, Morris, Davis, & Davis (2003), the use of ICT tools in NPD is a two-phase process that builds 

on the innovation diffusion process. A company must first use at least one ICT tool in an NPD project. Users are 

involved in the NPD project through the application for the ICT tool, and the company gains an experience of user 

involvement and the ICT tool. On the basis of this, there are two possible outcomes for the second phase of the process: 

Either the company incorporates the ICT tool into their NPD process or it does not. With this understanding of how ICT 

is used in NPD, we move on to the process's preconditions. 

 

IV. CONCLUSION 

The innovative climate and type of ICT champion present in the organizations we examined determined the ICT tool 

application in our study. The jungle gym producer with a high creative environment and an ICT visionary hero decided 

to apply a few ICT instruments. It was important to have an ICT champion present in less innovative environments. The 

pruned plant rancher picked an ICT instrument requesting a modest quantity of assets and skills to be grasped. By 

selecting a web 2.0 application, the food producer's ICT super-user champion ensured a long-term perspective of the 

ICT tool. 

User involvement in NPD shifts to being task-oriented when there is a lack of ICT champions or visionary ICT 

champions, a low level of competences, and a low strategic emphasis on ICT. In these cases, companies use ICT tools 

to digitize methods like focus groups, interviews, and questionnaires for collecting data. Methodologies that are helpful 

to NPD but do not move NPD in the direction of user-driven NPD. According to Jespersen (2008), this finding 

emphasizes the difficulty of user involvement in NPD. 

NPD managers need to make sure that users have the skills they need to deal with their social and technological 

advancements. In any other case, the company will not have access to the resources, energy, and creativity that users 

possess; resulting in the company being deprived of cutting-edge opportunities (Jespersen, 2008). 

ICT implementation In NPD, high strategic emphasis, the presence of an ICT super-user champion, at least medium 

competencies (ICT and information analysis), and meeting performance expectations are all factors that influence ICT 

implementation. The food manufacturer paid tribute to these four and now seeks to implement additional ICT tools; all 

online. After the food manufacturer had used Ideastormer for two weeks, customers had already provided feedback on 

catering line extensions with high turnover rates. The new products were scheduled to be released in 2009, and users 

were rewarded for their input. This experience not only served as an occasion to include more imaginative and 

visionary applications of other ICT tools in NPD, but it also encouraged continued use of ICT tools. 

In the case of the manufacturer of the playground, the ICT visionary champion was pleased with the user feedback that 

the ICT tools generated; Particularly beneficial was the digital data compilation. 

The test in such a case as the jungle gym producer is that the excitement was not secured in the association. In spite of 

the imaginative environment of this association, a choice, truth be told was made to close NPD projects including client 

contribution through ICT apparatuses. The association found that the ICT apparatuses were too asset-requesting to be 

valuable. This highlights the significance of placing a strategic emphasis on ICT and the competencies of the 

organization to handle ICT and user involvement. 

The potted plant farmer did not participate in NPD as a result of the ICT application because there are significant 

obstacles in the organization that prevent users from seeing the benefits. Nevertheless, the experience with the ICT tool 

has sparked a discussion of the strategic issue of ICT and user relationships in the upcoming potted plant market. This 

demonstrates that user involvement 18 necessitates a profound mental shift within the organization (Hargadon, 2002; 

2008 Jespersen). 
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