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1. Definition 

Non technology innovations refers mainly to the marketing and organizational activities which are new 

for the organization (according to the OSLO Manual).  Oslo Manual names some of the actions which 

can be called as a non-technology innovations.  

“A marketing innovation is the implementation of a new marketing method involving significant 

changes in product design or packaging, product placement, product promotion or pricing” (Oslo 

manual, 2005),: 

First use in the firm of any marketing methods (product design, packaging, pricing, promotion, 

placement).  

- Implementation of new design in product (as long as the function and characteristic remains 

the same) or packaging (e.g. bottle for shampoo, etc.) 

- Product licensing, new method of selling (direct or exclusive),  

- New concept of product presentation 

- New organization of the information on the web site 

- New way of price management (varying according to demand for the product) 

- New loyalty actions 

- Use of trademarks 

- New brand symbol 

 “An organisational innovation is the implementation of a new organisational method in the    firm’s 

business practices, workplace organisation or external relations”. (Oslo manual, 2005) 

- Change in business organization,  

- Changes in business practices (e.g. new database for best practices, integrated monitoring 

system, new management system for production or supply – reengineering, lean 

management, quality management, training programmes). 

- Changes in workplace organization (e.g. introduction of job responsibility for workers, 

formulate work teams) 

- New management strategy which is connected with new organizational method  

- External relations (e.g. outsourcing, collaboration)  

There are no methodological standards for statistical surveys of non-technological innovations. - they 

are not even in the Oslo Manual 2005 manual. They are rather soft, they are the result of ingenuity, 

creativity, a new perception of the world. What is more, some of the innovations are not easy to 

impute to one type of innovation. Looking at the list of examples one can say, that lot of firms, even 

small one, implement the non-technology innovations, without considering them as innovations but 

changes.  

  



                                                                             
 

 
 

 

Generally speaking there is not much in the literature about non technology innovation. GUT has 

researched the international and Polish studies on this topic. Other partners researched their 

national sources of knowledge.  

2. Importance of NTI according to literature: 

- Supports technological innovations  

- Supports growth of economy/organizations 

- Increase the corporate success (Kraus, Pohjola and Koponen, 2012) 

- In Denmark, non-technological innovation seems to be as important as technological 

innovation 

However it is proved that organizational innovations are not influencing the development of the 

organizations as other types of innovations (according to the research in Poland (Lachiewicz S., 

Matejun M., 2016)).  

3. Barriers for NTI 

There is not much written about the barriers and NTI, however some of the barriers which refers to 

the TI can be also attributed to NTI. The most important is to look at the barriers which are immanent 

for small firms, which are our goal. 

Identified barriers for NTI: 

- Non-technological innovation is considered to take long time without an obvious result to 

report to the shareholders  

- no knowledge how to measure the efficiency of the non-technological innovation and show as 

a value to shareholders and other stakeholders. 

- Getting financial support makes non-technological innovation underestimated because many 

SMEs do not consider non-technological innovation worth investing 

- Financial support from EU is available to implement non-technological innovation but 

requirements (and bureaucracy) are very high  

- It should be noted that sometime innovation policy reaches the opposite result than declared 

by it priorities. For example, the EU incentive to implement eco-design innovations have led 

to the coercive deployment of solutions that does not really have any effect on ecology but 

complies policy and its implications for marketing and public opinion standards. 

The other barriers without relation to technology or non-technology innovations. 

• Lacking systematic approach 
• Company culture and lacking remuneration system 
• Limited approach for innovation as product or service, not as systemic process 
• Customers do not accept, they need to learn new model and way of doing things 

THE CONCLUTION – every time, when contacting the small firms we 

should explain what do we mean by non-technology innovations. 



                                                                             
 

 
 

• Entrepreneurial team is lacking business competence,  
• Management team is lacking entrepreneurial risk awareness (money, time, reputation, 

social contacts and reputation) and ability for affordable risk taking 
• Customer is not involved in the process, innovation satisfies developer team 
• Limited resources (financial, TIME!!!, knowledge) 
• Lack of understanding that small changes can give an advantaged 
• No intensive to grow and develop – life style businesses 
 

 
Source:http://www.wirma.fi/sites/default/files/Raportit_ja_dokumentit/pk_yrityksen_kasvun_opas_
tiivistelma_nettiin.pdf, own evaluation 

 

For Lithuania (Rasius Makselis, 2014): 

- Insularity of innovation policy (No institution takes responsibility for analysis of the need of 

innovations for Lithuania and strategic planning of its policy. Monitoring the implementation 

of innovations is not related to the need for qualitative change in one or another field of 

economy); 

- Insularity of educational system (low level of entrepreneurship and innovation in the field of 

SMEs shows that the competences provided by education are not effectively used to promote 

innovation for SMEs or entrepreneurship in general and  

- the fragmented nature of the innovation system (society and business or ignores innovation 

as a threat to business or creates separate innovation ecosystems that are not related to 

innovation policy and therefore do not fall into official statistics. 

Looking the problem of barriers from different angle, some succes factors for innovation in small 

firms  should be mentioned (Lachiewicz, Matejun, 2016). 

- attitude of owners for the future, openness to newness and needs, 

- support for staff involvement in the activity, support for learning and competence 

development, 

- openness to the environment, focus on cooperation, building relationships, 

- promoting the development and diffusion of knowledge in the organization, rewarding, 

sharing knowledge 

- stimulating the risk appetite and accepting uncertainty 

  

http://www.wirma.fi/sites/default/files/Raportit_ja_dokumentit/pk_yrityksen_kasvun_opas_tiivistelma_nettiin.pdf
http://www.wirma.fi/sites/default/files/Raportit_ja_dokumentit/pk_yrityksen_kasvun_opas_tiivistelma_nettiin.pdf


                                                                             
 

 
 

4. Similarities and  differences in the process of implementation of non-technological and 

technological innovations  

There is no information about the process of non-technological innovations – some information about 

the methods are described: 

Business experimentation, agile activities, lean approach, service design and business modelling is 

emphasized in non-technological innovations. Especially issues like customer journey, value 

proposition, empathy mapping of user, business model, storytelling, design criteria, idean, wall of 

ideas, prototype, validation, experiment and visualization are of importance in non-technological 

innovation processes (material from Finland).  

Looking at the technological innovation process (tab. 1), one can say, that the non-technological 

innovation process can looked very similar.  

Tab. 1. The process of innovation (technological): 

The preparation and implementation phase The phase of implementation and diffusion of 
innovations 

Analysis of the market environment 
Defining the goals and tasks of innovation 
Identification of types and directions 
Orientation for the consumer 
Orientation on competition 
Orientation on time 

Market analysis 
Product policy, services 
Price policy 
Sales policy 
Promotional policy 
 

Source: (Pomykalski A., 2016) 

5. Experiences in counselling on non-technological innovations 

Non- technological innovation is rather new idea, that is why, there is no very much in the scientific 

works about it. Even if there are some in the business practice, there is no verbalizion of them.  

Some Finish examples: Lean service creation methods with visualization, prototyping and business 
experimenting experiences in various counselling sessions. 

 

6. Experiences in counselling on innovations in SMEs 

Two key principles: 

- need focus and systematic 

- SME adapted (understand, generate solving options, evaluate, implement, capture the value) 
– [Lithuanian approach] 

In Lithuania three coaching services: Business development, Organization, Cooperation. 

In Denmark several organizations for owner-managers. Public counselling services and growth centers 
offer counselling for SMEs, but according to SMVdanmark only between 9 and 13% of companies make 
use of the offers of counselling. The majority of SMEs use their own networks and contacts for 
counselling. Of the SMEs that do not make use of public counselling offers, 36% do not know that the 



                                                                             
 

 
 

offers exist. Of the surveyed companies, 18% had not used any form of counselling in the last 5 years. 
(SMVdanmark, 2016). 

 

Very important field of our interest is the reason for not using counselling services. Some data from 
Denmark shows that the most important factors are: lack of knowledge about the opportunity (36%), 
no matching offer (23%), no need (20%), no awareness about the industry (20%) (fig. 1).  

 
Fig. 1. (SMVdanmark, 2016) PP1 translation. 

 

We don’t know about other countries, however according the general knowledge about small business 
owners the Danish example is quite matching to the sector. We can add: lack of time, and lack of 
money (even if the counselling is public, owners afraid of costs). Additional very important factor is 
fear of interference of foreigners in the company's affairs. On the other hand, we reviewed the 
websites of supporting institutions, and what us strike is a visual message, which does not match the 
small business activities (the group of high buildings, fancy people in suits or tailor made dress, 
computers and headphones in ears). This visual message can this visual message can deter 
entrepreneurs whose work looks completely different, and the outfit is far from the picture. They can 
feel unconfutable to contact such an organization, thinking that its service is not for them.    

 

 

 

 

7. Local/country innovation policies, and the place for non-technological innovations 

Innovation vounchers, seed funding, startup studio co-working spaces, joint events etc.  (Finland). 
Smart specialization program, EU program in Lithuania.  

In Poland there the focus is on the technological innovations – all programs are devoted to them. 

Generally speaking, the awareness of NTI importance is very low – both at the country and local level, 

and at the small firms owners level. Only 26 percent of Lithuanian SMEs are reported to implement 

any kind of non-technological innovations when the EU average is appr 40 percent. In Poland the ration 

Questions about the barriers of not using counselling services should be developed. 



                                                                             
 

 
 

is very low – 9% (Lachiewicz, Matejun, 2016). Since 2014 implementation of non-technological 

innovation is increasing due to EU funding (EU structural funds ex-ante report, 2017). The numbers 

probably will be higher if the owners would understand what NTI means. 

  

 

 

According to the figure 2, it can appear that in case of NTI our owners are between first and second 

degree in case of NTI – we are afraid that the same applies to policy makers.  

 

Fig. 2. The degree of innovation awareness. (Białoń, Werner, 2017). 

Recommendations for the Research: 

1. when arranging questions, one should be aware of the low knowledge of respondents about the 

terminology of non-technological innovations – ask about specific actions rather than use the general 

name NTI 

2. draw attention to barriers to the use of services in general, if it is also possible to use NTI-related 

services 

3. ask entrepreneurs and BI what can be done to make small entrepreneurs start using the support 

4. ask entrepreneurs as well as BI what methods they know and what suits them 

5. ask entrepreneurs how they would like to be consulted 

6. ask entrepreneurs what importance consultations have for them 

 

  

SNOwMAN can increase the awareness of importance of NTI in economy both at the 

policy level and at the operational level. The message should be: the NTI leads to TI! 
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