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department in a bag manufacture company. The
company has 50 years history and has supplied
a broad product lineup of bags, such as travel
bags and fashion bags. The company is aiming
to develop new unexampled products or services
in order to compete various rival companies
in existing business. Though there being
enough amount of money available for product
development, there aren’t ‘plentiful’ money that
can be wasted. Each of the members, including
you, have to hand in an idea of a new, unique,

innovative plan of a business bag in the future.
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INR—=2arbeoTVAIEPIREEING, /I RX— gy
BT, BB L W AR BB TELINL YV
TNGETATT &% 25 BIEEL, HLhL T,V E R
ET [ABHBLEZ | ELTERINTWS (Norman |,
1988), SEHEE D AB LB BE DO AM D525, HT L
COIHBRBEITRITITOAWHEEL DY, 21U, HrE
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BB I/ N—var DREERENZ D,

WIZ, A VAT ORFEBEAEIZHARDO R Z A~
T A/ R=TATEZLFTFMEINDTA T TR EIT LWL
PO E GRSz BIEEDRBWTA TT A/ R—ary
L5121, 2@ Variation (7)) T —& — 347K T
\ZMDTATT%% 2%) @ Selection (FEEHEVEDT
AT TERFITT B0 Pd5) B Retention (FATE M7z
TATTHOHNEBEPRETATTEZRDL) D=
DOEBE R BT U EN D HLBATHIFRICTHE RSN T
% (Campbell, 1960: Nelson & Winter, 1982: Staw,
1990) Fr¥LE D AMIZ, 74 77 BIKOBZALR -l %
BER T A R=FTATRELENDETA T T OEBE;
FTVBUREEAH S, EHIZ, IEVDOEWT A 77 % i#
X2 E T ARIC B 1SRN GDL T 07 v —1
DG ERLE, A VER YT OREFEREE, HROKFBE
HEEHLT, B DF — L TRALZIN—THETA T
T, CO—HOTN—T T2 HLIREER CEHAR
BHHELLDADBHELTWBEDTHD (7493 v—D
T SR 5T, Wi p i =0.0002<.01) (F£11), Zhig,
B EOAMIIAREFSTTAT T2 R KL TV 530
DA R=FTATRTAT T2 AR TVBRTIE RV
EERRIELT WD, FENIZ, BRI/ R—al~NRBWig
BENHHZEDEATIITE TS D2 5T 4 (Haunks,
1998). Koellinger (2008) (&, WS ETHREDH A AL
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Govindarajan & Immert (2009) (&, J/N—ZAA / RX—5
Y, GHEERELOLODMME L THEE T RELLE
RS %o ANWFZEIE, HrBLEAM O CTiH 3 ~& AL
BMETREHMEZWASPIITHILT, B LOHWBADH S
LB 250 MR, e E L BLE &) 2s, — oA
IN=ar7at AL DG THNLD PR EREKR LTz

AWFZEIL, TTHELEFEDA ) RX— 3y OEBFe 2 IR X
LT, FMBERD PG SN,

VI. BRF

|. BRERENREBORE

T3, AT RETLEOEIARLTD, HA
DRFEBAEA VAT T ORFERATIT T, St
FREOBO— B2 R ERELTVWRLIEE VN
%o AT, EFNENHARES YRATTDORZFBEE DB
BREBRF — 2B e\, FiEE B, A T O RS
ZZTONL0h, HBRBBODLIPHBRL TS
THEMED B Do SHIT, FHME DO NEDEHITHE R 3 L5F
i O Z F D HIENTTED,

2. Z—ZXHh Atth

ABFET, REAM DEZHTA 77 R EHK T
RO BNLEN)RIRIIHESN 20 — 75 T, SGHEE A
SHPE O == AR HH L ZBLTTA T 7RI - ik
ZATHIEF LI LA RDEL L DD, ZNEDT DL 45
P TOEA KRB ENLDDERGLE T 2L ED D S0

3. HENEROKE
[F] U ] 2 G A [ o T, LR = HZIILOE S

BER—45 T4V ER AV T77LYR - 7AY—F 122 X vol.5 (2016)

http://www.j-mac.or.jp




cftHh Japan Marketing Academy

FEEICE T2/ R—2a ORESLVEEER —HE7ITF7HBRRR—

5, A EZWERDBRRY, TOENHTATT LWL T
VBB D B %o EORZHR§IET, ZDX)%E
W RO L E R HHEE DN,

i

1) 23%4059b, —ERFRFERAH 2] £, FRGH K KR
HED244THb

2)  TRTAUFARYTRFERFERETH D,

3) WEREOZETBLERD70, EBROIDDEETAED
BEMHHIE, F2, HRORF BB KR EOPICHA
ANOMITHELN 5 %4, BEA 24, BEA 1 OB BE W7
ZEERHELTBL,

4) OWHMERIZEL T, FMiE0IB 1705, EIRANY
71208 OE REOMLGE B EBZHEDT, Zhar K
L7223l D % &, ERB L eh o730 i % D % TRERENT
LDOTRBEVHEVIGTED D 572720, & O3 TR
THIEELZ

5 OFEVAZE, 1 RICHPIILYRAZ PR IEERT

6) HAER AVRRITELLOKERED, 74—F 7 &N -0iF
il %2 OFHHIEE O HBOATHY, IEV 2 H S0,

SE XM

Akamatsu, k. (1962). A historical pattern of economic
growth in developing countries. The Developing
Economies, Volume 1, Issue Supplements1, pages
3-25, August 1962.

Amabile, T. M. (1982). Social Psychology of Creativity:
A Consensual Assessment Technique. Journal of
Personality and Social Psychology Vol. 43, No. 5,
997-1013.

Campbell, D. T. (1960). Blind variation and selective
retention in creative thought as in other knowledge
processes. Psychological Review, Vol 67(6), 380-400.

Furue, N., & Washida, Y. (2014). Conception of the
Inductive Reverse Innovation by Developed-Country
Multinational Enterprises. 2014 Proceedings of
PICMET ‘14: Infrastructure and Service Integration.

Govindarajan, V., & Ramamurti, R. (2011). Reverse

142

Innovation, Emerging Markets, and Global Strategy.
Global Strategy Journal, 191-205.

Govindarajan, V., Immert, J. R., & Trimble, C. (2009).
How GE is disrupting itself. Harvard Business

Review.

Haunks, F. J. (1998). Innovation, Creativity and Success.
Small Business Economics 10, 263—272.

Koellinger, P. (2008). Why are some entrepreneurs more
innovative than others? Small Business Economics An

Entrepreneurship Journal.

Nelson, R. R., & Winter, S. G. (1982). Organizational
capabilities and behavior. In R. R. Nelson, & S. G.
Winter, In An Evolutionary Theory of Economic
Change (pp. 96-136). Cambridge, Massachusetts and

London, England: Harvard University Press.

Norman, D. (1988). The Psychology of Everyday Things.
New York City: Basic Books.

Radjou, N., Prabhu, J., & Ahuja, S. (2012). Jugaad
Innovation: Think Frugal, Be Flexible, Generate
Breakthrough Growth. John Wiley & Sons.

Seyfang, G., & Smith, A. (2007). Grassroots Innovations
for Sustainable Development: Towards a New
Research and Policy Agenda. Environmental Politics,

Vol. 16, No. 4, 584 — 603.

Staw, B. M. (1990). An evolutionary approach to creativity
and innovation. In M. A. West, & J. L. Farr,
Innovation and creativity at work: Psychological
and organizational strategies (pp. 287-308). Oxford,
England: John Wiley & Sons.

Zeschky, M., Widenmayer, B., & Gassmann, O. (2011).
FRUGAL INNOVATION IN EMERGING MARKETS
Successful frugal innovation requires a strong local
presence in the emerging markets that are demanding
affordable, good-enough products. THE ART OF
TECHNOLOGY MANAGEMENT, 38-45.

Japan Marketing Academy Conference Proceedings vol.5(2016)

http://www.j-mac.or.jp



