


Project: Improving the compe��veness of SMEs of the CB region by 
fostering and promo�on of non-technological innova�ons

InnoFoster, Ref. No: CB006.1.31.019 

YOUR BUSINESS GUIDE 
NON-TECHNOLOGICAL INNOVATIONS
IN SMALL AND MEDIUM ENTERPRISES

This publica�on has been produced with the assistance of the European Union 
through the Interreg-IPA CBC Bulgaria-the former Yugoslav Republic of Macedonia Programme, 

CCI No 2014TC16I5CB006. The contents of this publica�on are the sole responsibility of 
Associa�on Business Informa�on and Consul�ng Center - Sandanski and can in no way be taken to reflect the

 views of the European Union or the Managing Authority of the Programme.

Authors and contents: 
eng. Damian Stanev

Asst. prof. Elena Stavrova

Desiign and print: 
Smilkov Ltd.

Publisher:
Associa�on Business Informa�on and Consul�ng Center - Sandanski 

September 2017

91



Project: Improving the compe��veness of SMEs of the CB region by 
fostering and promo�on of non-technological innova�ons

InnoFoster, Ref. No: CB006.1.31.019 

YOUR BUSINESS GUIDE 
NON-TECHNOLOGICAL INNOVATIONS
IN SMALL AND MEDIUM ENTERPRISES

This publica�on has been produced with the assistance of the European Union 
through the Interreg-IPA CBC Bulgaria-the former Yugoslav Republic of Macedonia Programme, 

CCI No 2014TC16I5CB006. The contents of this publica�on are the sole responsibility of 
Associa�on Business Informa�on and Consul�ng Center - Sandanski and can in no way be taken to reflect the

 views of the European Union or the Managing Authority of the Programme.

Authors and contents: 
eng. Damian Stanev

Asst. prof. Elena Stavrova

Desiign and print: 
Smilkov Ltd.

Publisher:
Associa�on Business Informa�on and Consul�ng Center - Sandanski 

September 2017

91



roject “Improving the compe��veness of SMEs of the CB region by fostering and Ppromo�on of non-technological innova�ons” is a joint ini�a�ve of Associa�on Business 
Informa�on and Consul�ng Center – Sandanski and Center for Development and Promo�on 

“Promo Idea” of Strumitsa, Macedonia. The funded by the European Union through the Interreg-
IPA CBC Bulgaria-the former Yugoslav Republic of Macedonia Programme 2014-2020.

Project InnoFoster is aimed at improving the compe��veness of SMEs of the cross-border region by 
fostering and promo�ng the adop�on of non-technological innova�ons. The ac�on will work to 
strengthen cross-border links between SMEs and business support organiza�ons from the region of 
Blagoevgrad, Bulgaria and the South-eastern planning region of the Republic of Macedonia. 

The implementa�on of the project will facilitate the access to new and innova�ve prac�ces and 
processes, thereby helping to increase the business growth prospects and economic poten�al of 
the region. The project envisages the implementa�on of the following ac�vi�es:

џ Carrying out a detailed needs analysis on the current state of the innova�on 
environment in the targeted cross-border region in terms of needs, innova�on poten�al 
and technological development of SMEs of Bulgaria and Macedonia.

џ Development and regular update of a web portal with a wide range of online tools to 
promote non-technological innova�ons among businesses on both sides of the border.

џ Prin�ng and distribu�ng of a Business Manual for the introduc�on of non-technological 
innova�ons in small and medium-sized enterprises.

џ Organizing two-day training seminars in Bulgaria and Macedonia to promote non-
technological innova�on in SMEs from the cross-border region;

џ Developing a Virtual Learning Academy for Non-technological Innova�ons.
џ Establishment of an informa�on and advice desk for promo�on and support for the 

introduc�on and development of non-technological innova�ons in companies from the 
region of Strumitsa, Macedonia.

џ Development of innova�ve Internet-based so�ware for organizing virtual exhibi�ons 
and fairs (E-FAIR) and organizing a pilot online exhibi�on of companies from the cross-
border region.

џ Organizing a Discussion Forum "Non-technological innova�on in SMEs - exchange of 
experience and good prac�ces" in Macedonia.

џ Organizing an Interna�onal conference on "Innova�on in Small and Medium Enterprises - 
Prerequisite for Enhancing the Economic Poten�al of the Cross-Border Region" in Bulgaria;

џ Establishment of a Cross-Border Business Network for the promo�on and development 
of non-technological innova�on in SMEs in the cross-border region.

The project has been implemented in the period from 18.10.2016 to 17.01.2018 and the total 
budget of the funding for both partners is 113.827,22 Euros. More informa�on on the project can 
be found at  www.innofoster.eu
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services but also the interac�ons and func�on of the organiza�on itself, the hierarchy and 
produc�vity. A considerable dispropor�on between introduced technological and non-
technological innova�ons occurs with technological ones leading. This phenomenon is due to the 
rapid development of informa�on technologies and mass digitaliza�on. At the same �me, it is 
ge�ng more and more difficult for organiza�ons to navigate in the dynamically changing business 
environment and adapt their ac�vi�es to the new economic and social reali�es. It takes a lot of 
�me, efforts and resources for an organiza�on to learn how to adapt to new technologies. This is 
partly a result of the rela�vely old methods of training and acquiring key job-related skills. All of this 
outlines the need of the introduc�on of new business models which are oriented towards crea�ng 
appropriate organiza�onal structure that would be able to respond fast and flexible enough to the 
challenges of the current dynamic business environment. Overcoming the social and cultural 
differences, a�tudes and stereotypes that have been built-up throughout the period before the 
informa�onal 'revolu�on' represents one of the major obstacle. The educa�onal system is unable 
to adapt to the needs of the business and it can not produce the qualified staff that is adaptable, 
highly produc�ve and mo�vated. 

Meanwhile, technological and informa�onal revolu�on have changed and reshaped the social 
context of consumers who are now adap�ng fast to new products fast and have higher demands 
and requirements to producers and service suppliers. This results to an increased compe��veness 
pressure over organiza�ons which have to improve quality and decrease prices. The market is 
ge�ng global, users are becoming more and more demanding and have easier access to any kind of 
products or services – anything, everywhere with a single click of a bu�on. This leads to the 
development and introduc�on of novel and more efficient methods and means for entering and 
surviving on certain markets. Nowadays, it is not enough only to have a good product on a good 
price – you need to “grab the a�en�on” of the user and offer him “an experience”. Products and 
services leave the boundaries of their ini�al purpose, they receive a whole new dimension – they 
turn into means for interac�on between suppliers and users and induce emo�onal engagement. 
Lately, this trend has been observed more and more clearly in the adver�sements of companies as 
they include verbal and figura�ve expressions related to emo�onal experiences (joy, euphoria), 
sharing (in different communi�es), and a “call to ac�on” (o�en beyond the context and purpose of 
the products or services themselves).

The development of technologies inspired the spread out of the so-called social networks which 
relocated the social system form the streets into the homes of people. You no longer have to stand 
face-to-face with your friends to communicate with them – you only need to be 'online'. This 
changed the behaviour of people radically and they started to share everything online. Informa�on 
is everywhere. Thus, access to informa�on is easy and fast. On the other hand, this hides huge risks. 
Organiza�ons are forced to seek new ways of genera�ng and controlling informa�on as they need 
to be extremely precise in choosing the contents and context of their communica�on and messages 
that would like to express. Informa�on both external and internal is easily accessed. The internal 
informa�on, including know-how and knowledge, is very hard to remain hidden inside a par�cylar 
company because it is carried by people who are constantly 'online', even in their workplaces. 

Introduc�on

ately, the term 'innova�on' has gained vast popularity due to the rapidly developing Ltechnologies and the new policy of the European Commission which is focusing on the 
support for the development of small and medium-sized enterprises. In general, innova�on is 

perceived as the process of introducing various inven�ons and scien�fic excellence in order to 
receive a more advanced product or op�mized produc�on costs. However, the term holds a deeper 
meaning that covers not only products and produc�on tools (technologies), but also methods, the 
organiza�on of the process and people themselves as the results are expected to be seen not only 
in the improved product but also in the enhanced efficiency of the organiza�on. 

Historically, innova�ons date back to ancient �mes. Innova�ons are a product of human 
psychology and in par�cular of problem-oriented thinking. Innova�ons are always specific. They 
find a solu�on for a par�cular problem and are related to overcoming obstacles on the road to 
accomplishing goals. Actually, the choice of primi�ve people to use s�cks and stones to fight wild 
beasts was considered as an innova�on. The inven�on of the wheel in analogy to the stones that 
were rolling down the hill was also innova�ve. Innova�on is the transfer of mechanisms by which 
the world is built for specific causes in a direct, easy, and fast way.  

Rockefeller had to come up with a relevant solu�on for transpor�ng its oil a�er its argument with 
the railway monopolist Carnegie. That led to the first pipelines for transfer of oil from the oil wells to 
oil refineries. This is what innova�on is truly like. Innova�ons are not only the inven�on of 
something but also the realiza�on of it. Innova�on is implemen�ng something that someone else 
had already invented. The founder of 'General electric' Thomas Edison was such an inventor. 
Actually, another person, a partner of his, invented the first light bulb, but Edison was the one who 
made it light longer. He was also the person who sold the first bulb. It is not even necessary to 
manufacture a product – you only need to market it and make it more popular. 

A�erwards, market demand led to another well-known innova�on e. In the early 20th century the 
demand for automobiles was higher than the exis�ng supply while their produc�on remained 
complicated and expensive. In general, the produc�on process of a single car took a lot of �me. In 
his effort to make cars the most preferred choice of transporta�on, Henry Ford invented the 
conveyer belt as a way to shorten the �me and minimize expenses for the produc�on of cars.  

Nowadays, companies like Google, Apple, Facebook and Tesla are considered as innova�ve since 
they rely on high and complicated technology. As a ma�er of a fact, what they did was to establish 
the appropriate structure and organiza�on which was able to produce and develop a certain 
technology or a product. Those companies are built upon the culture and crea�ve thinking of their 
founders, i.e. thinking beyond boundaries, prejudices and clichés -  a problem-oriented thinking.

Non-technological innova�ons are specifically aimed at op�mizing the structure and func�ons of 
the organiza�on – not only the processes that are closely related to the produc�on of goods and 
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Any organiza�on registered under the Commercial Law aims at making a profit from its economic 
ac�vity. Consequently, companies look for the most efficient way to accomplish their goals – to gain 
maximum results (profit) with minimum efforts and investments (labour, materials and energy). 
Introducing innova�ons in the overall commercial ac�vity of the company are an efficient way of 
achieving goals when considering the produc�on of goods and services and their realiza�on in the 
market. Achieving company's goals may happen in two ways – evolu�onally (slowly and with a lot of 
problems) or revolu�onarily (with high speed and jumps ahead of �me) (figure 1).

Each company throughout its existence remains at a stand-by mode, a star�ng point, at the 
moment a decision for using another more efficient method and a way for accomplishing the goal is 
being taken. A star�ng (ini�a�ng) event for taking such a decision may be any shock in the market or 
any other circumstance which represents a threat for the existence or a restric�on to the market 
presence of the company (for instance, the appearance of another strong compe�tor). The 
innova�ve decision of Rockefeller to find a way for overcoming the restric�ons and dependence on 
the railway transport that we men�oned above, was such an event. Therefore, the stages and 
technological steps related to processing and transpor�ng of the oil from its origin to a processing 
plant are reduced. (figure 2). 
With the introduc�on of pipelines, Rockefeller cut in half the stages of the overall process of 
transporta�on as en�re separate produc�ons and infrastructure elements were expelled, 
respec�vely the need for personnel. Oil no longer had to be poured into barrels. Previously, it was 
necessary in order to load it on trains. It no longer needed to be moved to railway sta�ons for 
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Innova�on represents the process of applying scien�fic, technological, organiza�onal, 
financial, and commercial ac�vi�es which are closely related to the realiza�on of innova�ons, 
or which are designed for that purpose. Some types of innova�ons are innova�ve enough on 
their own, others do not carry such characteris�cs but are s�ll essen�al for the realiza�on of a 
change. Innova�on ac�vity also includes research and development ac�vi�es which could not 
necessarily be directly related to the development of the innova�on itself.  
The innova�on process represents the introduc�on of a variety of changes in the 
organiza�onal structure or the main ac�vi�es of a company which le� alone are not considered 
as an innova�on but could s�ll generate a cumula�ve effect (sharp increase in efficiency). The 
main driver of innova�on processes in an organiza�on or a company are the people. (figure 3). 

Figure 3: People are the main carrier of innova�on 

People give birth to ideas and implement them. The process of introducing innova�ons does 
not always need to be related to significant scien�fic or other inven�ons, or company specific 
novel�es. They can be associated with the transfer of outside experience or know-how, or even 
may represent a�rac�on of external experts which bring innova�ve ideas and experience. 
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A common characteris�c of the innova�on is that it must be 
introduced. A new or an improved product is considered 
introduced when it is posi�oned in the market. The new 
produc�on, marke�ng or organiza�onal methods are considered 
introduced when they are actually used for the ac�vi�es of the 
company and make it grow fast. 

loading and unloading and delivering to refineries. As a result of the changes he made, Rockefeller 
managed to achieve a revolu�on in the process of extrac�on, processing and transporta�on of oil 
and oil products. Thus, he accomplished his main goal – bringing the light into every home and 
gaining huge profits.

Innova�on is the introduc�on of a new or significantly improved 
product (a good or a service) or a produc�on process, new 
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leads to a significant improvement of the current state.

Innova�on is the process of development and introduc�on of a new 
or improved product (a good or a service) or a produc�on process, 
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Figure 2. Cu�ng down the stages of Rockefeller's oil transport innova�on
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4. Loading of railway stock
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Condi�on before innova�on

Condi�on a�er innova�on

One of the basic criteria for a product, produc�on process, or marke�ng method to be classified as 
innova�ve is that it is new (or notably improved) for a certain company or an organiza�on. Hence, 
as innova�ve could be considered products, produc�on processes, or methods that the company 
has created by itself, or has borrowed from another company or organiza�on.  
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Product innova�on is the introduc�on of a good or a service which is improved notably when 
considering its proper�es and ways of usage. This includes great changes for the be�er in goods and 
services' technical characteris�cs, in their components and materials, in built-in so�ware, in the 
degree of convenience when using it, or in other user-friendly func�onal characteris�cs. For 
instance, the arrival of the first mobile phone – in the 1980s no one experienced the necessity of 
such a product because no one ever thought that it could be invented. The first appearance of a new 
product is product innova�on but it is a result of an innova�ve produc�on process because other 
numerous micro-innova�ons may be integrated into it. 

Produc�on innova�on is the introduc�on of a new or remarkably ameliorated method of 
produc�on or delivery of the product. This includes great upgrades in technologies, produc�on 
equipment and/ or so�ware. According to the type of produc�on and the characteris�cs of the 
product, there may be various ways and methods of achieving the same result including 
technologies and produc�on tools that already exist. On many occasions, produc�on innova�ons 
are combined with organiza�onal ones especially when only the way and order of opera�ons are 
amended without new produc�on tools and lines being integrated. 

Marke�ng innova�on is the introduc�on of a new marke�ng method including a substan�al 
change in the design and package of the product, its storage, market adver�sement, or pricing.  
Marke�ng innova�ons are oriented towards faster sa�sfac�on of the needs of users, entering new 
markets, or retaining possession of new posi�ons for the produc�on of the company in its own 
market so as to maximize the volume of sales. This includes new methods and ways for carrying 
down the products to consumers in the shortest way possible especially in the context of a society 
that is extremely informed and u�lizes a large number of social networks and online pla�orms. It is 
not enough just to offer and sell a product to a client – it needs to be delivered to his door at 
op�mum price and condi�ons. 

Organiza�onal innova�on is the introduc�on of a new organiza�onal method in the commercial 
prac�ce of the company, organiza�on of workplaces or external rela�ons. Organiza�onal 
innova�ons may also relate to the structure and func�on of the organiza�on. (figure 5.). The 
workplace and work process are the two main elements in the organiza�onal context which will be 
further explored in the present Business Guide. 
Organiza�onal innova�ons may be directed towards the increase of the produc�vity in order to 
reduce administra�ve or organiza�onal costs; enhancing employees' sa�sfac�on with the work 
condi�ons (consequently improving produc�vity); expanding access to intangible assets (for 
example, knowledge from external sources); or simply reducing supply costs.  

A dis�nc�ve feature of organiza�onal innova�ons which 
differen�ates them from other organiza�onal modifica�ons in a 
company is the introduc�on of an organiza�onal method which has 
not been used previously by the enterprise and it is a result from the 
implementa�on of strategic managing decisions. 
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Figure 4. Types of innova�ons and the way they are related.

The nature of innova�on processes in various companies is different and depends on the ac�vity, 
goals, and context of the environment. Some enterprises deal with innova�on projects that are 
clearly expressed – including development and inclusion of a new product while others focus on 
just improving their produc�on, produc�on processes, and opera�ons. Both types of companies 
are claimed innova�ve as long as innova�on comprises of the realiza�on of a single major change 
or numerous less important changes which eventually form a significant improvement. According 
to the purpose that it serves, innova�ons may be divided on product, produc�on, marke�ng, and 
organiza�onal innova�ons. 
The main purpose of the current business guide is to promote and be�er explain organiza�onal and 
marke�ng innova�ons in small and medium-sized enterprises. Product and process innova�ons 
will be only briefly explained because they are interrelated. In most cases, an innova�on could not 
possibly be only organiza�onal or produc�onal. 
Any organiza�on represents a single system with a lot of interac�ng elements as the change in one 
of them causes a change in the rest (both structural and func�onal elements). Product and process 
innova�ons are classified as technological innova�ons and organiza�onal and marke�ng – as non-
technological ones. (figure 4). Classifying innova�ons upon func�onal feature is rela�vely 
condi�onal because they consist of a par�cular logical construct which is based on a set of 
informa�on about the process and its prac�cal realiza�on as well as all the exis�ng obstacles that 
need to be mastered. O�en, while an innova�on is being introduced the necessity of considerable 
changes in a variety of accompanying processes and points may occur.
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innova�ons may also relate to the structure and func�on of the organiza�on. (figure 5.). The 
workplace and work process are the two main elements in the organiza�onal context which will be 
further explored in the present Business Guide. 
Organiza�onal innova�ons may be directed towards the increase of the produc�vity in order to 
reduce administra�ve or organiza�onal costs; enhancing employees' sa�sfac�on with the work 
condi�ons (consequently improving produc�vity); expanding access to intangible assets (for 
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Figure 6. Structure of organiza�onal innova�ons in the context of interac�on with other 
organiza�ons
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The most significant organiza�onal innova�ons are related to rearrangements in the organiza�onal 
structure of the company or amendment of main processes for developing new products or services. 
Such organiza�onal innova�ons may be the closure of whole departments or units due to ac�vity 
op�miza�ons (transfer of a part of the ac�vi�es to other units or complete removal of a unit through 
outsourcing) or exchange of par�cular processes done by people with specialized so�ware.  
New organiza�onal methods in the external rela�ons of the company include the implementa�on of 
new methods of organizing the rela�onship with other companies or state organiza�ons (figure 6), 
such as: execu�ng new forms of coopera�ve R&D; new methods of integra�on with suppliers, using 
results from external R&D (outsourcing); introduc�on of subcontractors in produc�on, assignment, 
distribu�on, staff selec�on, and auxiliary services.  Such methods could also include:

Coopera�on with other companies with similar ac�vi�es whose 
products are compa�ble and complementary, or when the 
companies produce different components of the same product. 

Establishment of new organiza�onal structures via merging in a 
holding structure in order to op�mize the costs of realizing a 
product, its produc�on, and higher specializa�on.  

The crea�on of territorial or branch clusters is another kind of 
innova�on, in case it provides an improvement and brings added 
value to its members. 

Figure 5. Structure of the organiza�onal innova�ons
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Organiza�onal innova�ons in the commercial prac�ce include the implementa�on of new methods 
in the organiza�on of everyday ac�vi�es and the order of execu�on of various work assignments. 
For instance, this includes the introduc�on of new methods for improving staff training and transfer 
of knowledge inside the company. Such an example may be the introduc�on of knowledge 
codifica�on, or organiza�on of database for advanced work techniques. The selec�on of an 
appropriate informa�on carrier, as well as the introduc�on of mentors with the theore�cal 
knowledge and prac�cal skills within the company, could be also considered as organiza�onal 
innova�ons. 

Innova�ons in the organiza�on of workplaces include the introduc�on of new methods for 
alloca�on of responsibili�es and delega�on of responsibili�es for decision-making amongst those 
who work within the company and different work departments. In addi�on, the introduc�on of new 
methods for distribu�on, outsourcing and merging of different ac�vi�es within the company are to 
be also considered as a type of an organiza�onal innova�on. The first introduc�on of an 
organiza�onal method which gives the staff of the company greater independence in decision-
making process and encourages them to take part in proposing and implemen�ng new ideas could 
be described as an example of innova�on in workplaces. This can be accomplished by 
decentraliza�on of ac�vi�es, staff and administra�ve control or by crea�ng formal and informal 
working teams whose members are given rela�vely more obliga�ons and responsibili�es. In 
addi�on, organiza�onal innova�ons could be introduced by centraliza�on and enhancing 
accountability in decision-making process as well. The first introduc�on of a quality management 
system in order to shorten the �me or combining engineering and research and development with 
produc�on is an example of organiza�onal innova�on the commercial ac�vi�es of a company.  
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On an organiza�on aspect, such an innova�on is related with the transforma�on of processes 
which lead to the elimina�on of whole structural units or the crea�on of prerequisites for the 
exclusion of a certain type of func�ons due to a change in the essence of a product or a service. Such 
changes are the transfer of an en�re unit to an external contractor (outsourcing) or the introduc�on 
of a so�ware or a technical mean with similar func�on to replace the exis�ng unit.
Similarly, the transfer of func�ons from one structure to another could be executed, including 
technological structures. Another way to come up with the same effect is finding ways to use a 
par�cular structure beyond its ini�al purpose regardless of the fact that it is a social or technical 
system. 

In order to introduce such innova�ve solu�ons, a company or an organiza�on needs to be able to 
filter only the necessary and important informa�on of various areas of knowledge and integrate 
and u�lize it for the purposes of the organiza�on itself. This cannot happen by an accident as 
opposed to the variety of inven�ons which can be used later for the basis of the innova�on process. 
On the other hand, not every scien�fic inven�on could be commercialized. 
For example, the light conduc�vity of glass was discovered more than a century ago, but it was not 
un�l 15-20 years ago when the op�cal fibres started to be mass produced for sa�sfying the needs of 
certain technological sectors. 

In order to introduce various organiza�onal innova�ons, the structure and func�on of the 
organiza�on have to be studied in details. The widespread systema�c approach which is believed to 
be the most accurate and secure basis for the establishment and management of complicated and 
interrela�ng ac�vi�es is used for be�er understanding the interac�on of various elements within 
the organiza�on. This approach makes it possible to iden�fy and analyze the components of a 
system as well as their interrela�ons. All systems for quality control, modern business models, and 
the introduc�on of a great number of scien�fic developments and innova�ons are based on it. The 
systema�c approach provides two ways for research and management of organiza�ons as it 
presents them as a system in which all the elements and the internal and external rela�ons 
affec�ng its existence are determined, as the goals of each element are formed according to the 
common purpose of the system. Every organiza�on is a system where each element has its own 
separate purpose and objec�ve.   

For example, the par�cipa�on of the staff in the crea�on of strategic 
company documents that address the improvement of produc�vity 
when using the knowledge gathered in the company is not innova�on 
itself. Innova�on occurs if this strategy is realized as the u�liza�on of 
new so�ware and new ways of documen�ng informa�on for 
facilita�ng and fostering the exchange of knowledge amongst 
different departments of the company.  

Chapter 2. Structure and func�on of the organiza�on. 
A systema�c approach to exploring the organiza�on. 
Basic elements of a work system.

Modifica�ons in commercial prac�ces, an organiza�on of workplaces or external rela�ons, which 
rest upon organiza�onal methods, which have already been used by the company, are not 
organiza�onal innova�ons. Similarly, the ar�cula�on of managing strategies is not innova�ve itself 
but may be a part of a more complex innova�on process. In addi�on, organiza�onal changes that 
apply a new managing strategy are innova�ve if only they are used for the first �me in the company 
as a new organiza�onal method in its commercial prac�ce, the organiza�on of workplaces, or 
external rela�ons. 

Merging with or acquisi�on of other companies are not regarded as 
organiza�onal innova�ons even if they happen for the very first 
�me. Nonetheless, merger and acquisi�on may s�ll include 
organiza�onal innova�ons if meanwhile the company has created 
or acquired new methods of organiza�on. In other words, 
innova�ons may originate from many other processes and ac�vi�es 
of the company.

According to tradi�onal management, innova�on is considered a stage of the development of the 
company which is possible on a higher level of opera�on. The integra�on of innova�on in company 
development is shown in figure 7.
In other words, innova�ons are something like reaching a higher level in the organiza�onal 
development of the company. Usually, incremental innova�ons are not exactly innova�ons 
because they rest upon a revolu�onary principle for par�al changes in the structure of the 
organiza�on. While radical innova�ons implicate changes of en�re business models and the 
opera�on of the organiza�on – like shi�ing to a higher gear. 

Figure 7. Structure and development of the business
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Chapter 2. Structure and func�on of the organiza�on. 
A systema�c approach to exploring the organiza�on. 
Basic elements of a work system.
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because they rest upon a revolu�onary principle for par�al changes in the structure of the 
organiza�on. While radical innova�ons implicate changes of en�re business models and the 
opera�on of the organiza�on – like shi�ing to a higher gear. 
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Figure 9. Structural elements to which an organiza�on can be divided by means of the 
systema�c approach

According to the par�cular tasks that are performed in a workplace it can have a different 
configura�on, elements, and organiza�on – a machine (as the main produc�on tool), a working 
surface (a table, benches), a working chair, supplementary tools (a telephone, a notepad, etc.). 
Meanwhile, the workplace can be shared by more than one person. It could be also sta�onary or 
mobile.  
As an integral part of the work system, the organiza�on may be defined as a process and as a result 
from the organiza�onal ac�vity (figure 10), which can be applied at each and every element 
including the workplace. The applica�on of the organiza�onal ac�vity may only be par�al.

Figure 10. Differen�a�ng the organiza�on as an ac�vity from the organiza�onal ac�vity results 

Organiza�onal ac�vi�es are considered as a planned and cyclical process that is related with the 
management of the systems for the achievement of a specific purpose. It includes all key business 
processes such as policy making, goal defini�on, planning, innova�on, a division of func�ons 
between departments, and realiza�on of feedback (control). The results from the organiza�onal 
ac�vity are the elements at the exit of the system – innova�ons, rules, tasks, job descrip�ons, rules, 
instruc�ons, etc. 

The approach is based on the process of decomposi�on (dismantling) of the system to its basic 
components – structural or func�onal elements according to their purpose. 
When introducing organiza�onal innova�ons, it is crucial that the goals and expected results are 
defined and according to that the organiza�on (as a work system) is decomposed to elements that 
are suitable for opera�on. Meanwhile, it is necessary to dis�nguish between the structural 
elements of a system and their func�ons (figure 8). This is closely related to the focus on innova�on 
integra�on – they can be focused simply on structural changes, but also can be directed to 
func�onal amendments.  Generally, any structural change leads inevitably to a change in func�onal 
capacity and func�on because the structure defines the func�on. In this case, the func�on is 
presented as a sustainable aggregate of homogenous specialized works (ac�ons, opera�ons) 
whose realiza�on is in the capacity of the organiza�on, and the structure is the composi�on and 
rela�ons between components. Human and the machine with their specificity are structures with 
certain quali�es aimed at execu�ng specific working tasks through their main func�on – useful 
work. The structure of the machine is strictly profiled and consistent with the intended job 
assignment while the human is a complicated system himself which can undertake various ac�ons 
one of which is useful for the organiza�on – labour.

The smallest structural element that a system can be decomposed to is called a black box. The black 
box is that microelement of the system whose internal structure is not related to the set goal when 
decomposing – only the input and output elements of the box are important. The decomposi�on of 
the main (macro) system may end up with the single (micro) system – the workplace (figure 9). The 
workplace is the smallest structural unit in a work system. 

Figure 8. Structure of the work system - differen�a�ng structure from func�on
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Figure 12. Unity and differen�a�on of structural elements of the organiza�on as a work system

However, in reality, unifica�on and differen�a�on may be illustrated with the example of a single 
example of an operator of a metal-cu�ng machine in a manufacturing enterprise. The operator 
may be appointed under a labour contract as 'an operator of a metal-cu�ng machine' but he may 
be just declared 'an operator' or 'a worker in produc�on'. In a way, the formula�on of the posi�on 
suggests the main obliga�ons of that person but not only – for instance, the worker may be given 
other tasks like technical service of the machine, or even certain locksmith ac�vi�es. If the posi�on 
is formulated right its content and scope as an ac�vity will fit in the descrip�on 'workplace of an 
operator of a metal-cu�ng machine' which will include the machine itself (for example, a lathe), 
the working space around it, and all other elements. But if we talk about the posi�on 'operator of a 
metal-cu�ng machine' that usually does not include the elements of the workplace and the 
machine, but the main responsibili�es and working opera�ons of the operator as well as the 
requirements he needs to meet in order to take the posi�on. If it is about the work condi�ons, the 
working process and  the quality of produc�on of the posi�on 'operator of a metal-cu�ng machine' 
it is understood the workplace with all the adjacent elements – the elements of the working 
environment will be a subject of research and evalua�on of the risk and work condi�ons, the 
condi�on of the machine and its parameters will be of high importance when analyzing the quality 
of produc�on or analyze the technological sequence of opera�ons, we will be interested in its 
working posi�on, influence quan��es, distribu�on of tasks between the operator and the machine, 
etc. 
When it comes to introducing non-technological innova�ons within an enterprise, we need to keep 
in mind both models when decomposing the organiza�on. However, defining the organiza�on as a 
work system gives more opportuni�es both in the decomposi�on process and in exploring the 
interac�on between the different subsystems. As already men�oned, for op�miza�on and 
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Figure 11. A systema�c model of the classical organiza�onal structure 

Nowadays, there has been a trend for reduc�on in hierarchical levels which op�mizes the process 
and makes the organiza�on more flexible. Reducing the distance to the decision-making body 
induces a need for higher autonomy and prepara�on of the different opera�onal units and job 
posi�ons for their inclusion and par�cipa�on in the decision-making process.

What requires such a dis�nc�on? According to the goals of different ac�vi�es and 
processes within a company, different approaches for the presenta�on of ac�vi�es, 
processes, structures and interac�ons could be u�lized to provide the necessary 
informa�on in the most convenient way. In addi�on, various documents and 
handbooks that regulate ac�vi�es within an organiza�on provide different 
approaches that were adopted in the prac�ce and are used outside the 
organiza�onal context. Different labour code regula�ons define organiza�onal units 
as the work posi�on and all elements that are related to it, i.e. job descrip�on, work 
instruc�ons, responsibili�es, competencies, etc. On the other hand, quality 
management systems u�lize other more classical terms to describe the various 
elements of the work posi�on.  

Both the process and the results of the organiza�onal process could be related to each of the 
individual units / parts of the system and the organiza�on as a whole.   
At the structural level of the organiza�on, the process of decomposi�on may include different 
hierarchical levels and units as the smallest organiza�onal unit will be the job posi�on. A model of 
the simple organiza�onal structure is illustrated in figure 11.
The classical pyramidal model of the organiza�onal structure consists of three basic hierarchical 
levels of management - management, administra�on and execu�on. Human varia�ons of that 
model may occur, including adding extra levels. This creates an addi�onal barrier and a distance 
between the decision making and the execu�on units. However, this makes the process very heavy 
and inflexible as the feedback is hindered.
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innova�on purposes of the organiza�on, it is most convenient to deal with the main structural unit 
of the work system - the workplace, which is an independent work system itself. Examina�on of the 
work system as an en�ty in the workplace will allow to iden�fy the specifics of all the processes that 
are performed in it and the state it is in, i. e. the specific data for different goals can be determined 
fast and easy (se�ng of produc�vity, technological �me, etc.). When considering the work system 
its main elements may be specified (figure 13). 

Figure 13. Basic structure of the work system and its main elements
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A typical work system consists of the following main elements: 

Human Entry elements

Work assignement Exit elements

Work process Environmental impact

Work tools

The work system is used for the execu�on of a par�cular work task. The work task is related to the 
implementa�on of a certain ac�vity or ac�vi�es by a human operator which leads to the 
accomplishment of a pre-set goal. The behaviour of the system in the execu�on of the task in order 
to achieve a certain goal, by taking into account the process of the ac�on itself and its �me, is called 
the course of the work process. When analyzing the work system so as to examine the possibili�es 
and the need for changes and innova�ons, the following aspects are to be considered: 

When analyzing the work system so as to examine the possibili�es and the need for changes and 
innova�ons, the following aspects are to be considered: 

The human and the tools of produc�on, respec�vely work tools, are the core elements of a work 
system. They define the capacity (the limits/boundaries) of the work system when interac�ng with 
the organiza�on. At the same �me, the work system may have other restric�ons as well, which are 
regulated by law or technologies and are to be taken into account respec�vely.   

At the entrance of the work system, there are all the elements that need to be transformed or to be 
used in the course of the working process (materials, energy, informa�on). 
At the exit of the work system, the raw materials are transformed into produc�on (which may be 
presented as an input element for another work system), which may not be intended for direct 
market realiza�on. 
Influen�al quan��es comprise of all parameters of the working environment and other 
circumstances which may affect the course of the working process, including the condi�ons of a 
human and a machine. 

All significant reverbera�ons that result from the working environment, the working pose and the 
produc�on tools which may influence the course of the working process are called working 
condi�ons. Working condi�ons are regulated in the legisla�on in terms of their specific proper�es 
(minimum admissible working condi�ons) and are considered as a necessary condi�on for carrying 
out a business ac�vity of each company. They have a significant impact on the quality and quan�ty 
of the work done. 

The course of the working process itself can be divided into parts (steps) of different 
length/period that are called phases. The phases of the working process may be a whole working 
process, working opera�ons and elements of the working opera�ons. A working opera�on is that 
phase of the working process which provides one unit of the working assignment. Each cycle of the 
working opera�on within the working assignment is called a working cycle. Those phases of the 
working process that cannot be dissected into smaller units in accordance with their characteris�cs 
or �me are called elements of the working opera�on and appear in two types:

џ Who will execute the work task? 
џ Where (in which department/ at which work posi�on it will be executed)?
џ When and in what sequence the assignment will be performed?
џ What will be the working tools that will be u�lized in the process of 

transforming the materials into ar�cles in accordance with the assigned 
tasks? 

· Elements of the working ac�vity which are typical for the human operator

Elements of the process which are typical for the machine 
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By being able to establish the individual and cumula�ve �mes of various processes, the company 
can es�mate a model �me for each produc�on unit form the entry to the exit. This �me, 
represen�ng the course of the task through the separate subsystems, is called technological run 
(figure 14). 

The movement of the product from the entry to the exit is called material flow (figure 15). Generally 
speaking, all the �mes contained in the individual transi�ons and opera�ons, including the 
intervals between the different workplaces (systems), are included in the technological run. 
Although it may be due to technological and other reasons, the �me during which the input 
elements are in idle and not processed or transformed is called unproduc�ve �me. It must be 
reduced in any possible way, as this is one of the primary goals of op�miza�on and implementa�on 
of organiza�onal and process innova�ons – a reduc�on of all unproduc�ve �mes. 
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Figure 15. Flow of the work task and materials
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The technological run represents the �me which is necessary for a 
product or a service to travel from the entry to the exit point of 
the work system. The main purpose of organiza�onal innova�ons 
is to shorten the technological run and therefore decrease the cost 
related to it produc�on or provision. 

Figure 13. An illustra�on of the en�re process of the task “preparing a text message”
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The managers have taken a decision. They have made the most appropriate orders and provided 
the necessary coordina�on. The execu�ng unit, in the person of a technical assistant, has 
undertaken the execu�on of the tasks, and the rest of the units maintain the process of 
coordina�on, control, and informa�on.  Meanwhile, the task itself can comprise of its own phases – 
set-up, processing and prin�ng, which are the real part of the process. However, there is a 
preliminary phase called preparatory phase. It starts before the accomplishment of another task - 
obtaining the task and specifying the details, turning on the computer, star�ng the relevant word 
processing program, and only then the actual job with its elements - set the text message, 
processing (font selec�on, layout, edi�ng) and prin�ng. 
All these details are intended to illustrate the decomposi�on in prac�ce. This can indicate the 
dura�on of each individual ac�on (phase). For the op�miza�on and discovery of hidden reserves, 
the process phases give us a very good opportunity to easily iden�fy an opera�onal �me through a 
stopwatch. This is extremely important because some of the phases of a process may be elements 
of another process as well and with mul�ple �mesheets, average values can be derived to be used 
as norms for performing certain, more complex assignments. By calcula�ng the technological �mes 
of the separate opera�ons and processes, the organiza�on can plan op�mally its ac�vity and can 
answer adequately the ques�ons of stakeholders for deadlines of execu�on, delivery, etc. 

113112



By being able to establish the individual and cumula�ve �mes of various processes, the company 
can es�mate a model �me for each produc�on unit form the entry to the exit. This �me, 
represen�ng the course of the task through the separate subsystems, is called technological run 
(figure 14). 

The movement of the product from the entry to the exit is called material flow (figure 15). Generally 
speaking, all the �mes contained in the individual transi�ons and opera�ons, including the 
intervals between the different workplaces (systems), are included in the technological run. 
Although it may be due to technological and other reasons, the �me during which the input 
elements are in idle and not processed or transformed is called unproduc�ve �me. It must be 
reduced in any possible way, as this is one of the primary goals of op�miza�on and implementa�on 
of organiza�onal and process innova�ons – a reduc�on of all unproduc�ve �mes. 

РС РС РС

Work

Exit

Technological run

Entry

Travel / 
stay

Travel / 
stay

Work

Т1 Т2 Т3t1 t2

Figure 14. Technological run

Figure 15. Flow of the work task and materials

Worker 2

Welding

Д1

Д2

Д3

МП

Worker 3

Processing

Worker 1

Cu�ng
ИС

Д1

Д2

Д3

Д1

Д2

Д3

Worker 4

Fi�ng

QC

Check

Input 

Output
ГП

The technological run represents the �me which is necessary for a 
product or a service to travel from the entry to the exit point of 
the work system. The main purpose of organiza�onal innova�ons 
is to shorten the technological run and therefore decrease the cost 
related to it produc�on or provision. 

Figure 13. An illustra�on of the en�re process of the task “preparing a text message”

Preparing reports and
references and collec�ng data 

Tes�ng of the result and 
execu�on control

Typese�ng 

Processing 

Prin�ng 

Decision 

Orders 

Coordina�on 

FUNCTIONS

MANAGEMENT EXECUTION CONTROL INFORMATION

Contribu�on to execu�ng the work task

GOAL

EXECUTION OF WORK TASKS

The managers have taken a decision. They have made the most appropriate orders and provided 
the necessary coordina�on. The execu�ng unit, in the person of a technical assistant, has 
undertaken the execu�on of the tasks, and the rest of the units maintain the process of 
coordina�on, control, and informa�on.  Meanwhile, the task itself can comprise of its own phases – 
set-up, processing and prin�ng, which are the real part of the process. However, there is a 
preliminary phase called preparatory phase. It starts before the accomplishment of another task - 
obtaining the task and specifying the details, turning on the computer, star�ng the relevant word 
processing program, and only then the actual job with its elements - set the text message, 
processing (font selec�on, layout, edi�ng) and prin�ng. 
All these details are intended to illustrate the decomposi�on in prac�ce. This can indicate the 
dura�on of each individual ac�on (phase). For the op�miza�on and discovery of hidden reserves, 
the process phases give us a very good opportunity to easily iden�fy an opera�onal �me through a 
stopwatch. This is extremely important because some of the phases of a process may be elements 
of another process as well and with mul�ple �mesheets, average values can be derived to be used 
as norms for performing certain, more complex assignments. By calcula�ng the technological �mes 
of the separate opera�ons and processes, the organiza�on can plan op�mally its ac�vity and can 
answer adequately the ques�ons of stakeholders for deadlines of execu�on, delivery, etc. 

113112



In order for the separate �mes to be iden�fied and measured properly, it is necessary to analyze 
and measure the condi�on of the work system (i. e. does it work or not in each and every moment). 
Apparently, there are two op�ons – a system works or it does not work, regardless of the possible 
reasons for both condi�ons (figure 16).  
For example, if we examine the operator of the metal-cu�ng machine who is engaged in turning 
the individual ar�cles. The microsystem, in this case, consists of the operator and the machine and 
they interact with each other and transform the elements at the input (the workpieces) as they turn 
them into finished products. Depending on the characteris�cs of the machine (mechanical or CNC) 
the following states could be iden�fied – the operator is working and the machine is working; the 
operator is not working, but the machine is working. In this case, if one of the main elements of the 
work system is working, the system is in an ac�ve state. 
Each state of the work system can be easily tracked through a register which receives data from 
video surveillance. With the accumula�on of a certain amount of system status data and a 
comparison of the individual �mes, valuable conclusions could be drawn with the purpose to 
op�mize the process by limi�ng the occurrence of idle �me. Different working states could be 
regarded as objec�ve or subjec�ve; operator depending or not. The operator may interrupt the 
opera�on of the system due to a need of а rest but also as a result of a failure to understand the 
specifics of the assignment. 
These details should be accounted for and compared with data that was accumulated from other 
similar microsystems. Thus, it will be possible to obtain several basic parameters which to be used 
for various purposes like standardiza�on of unproduc�ve �mes. Meanwhile, besides the state of 
the system, and in par�cular the operator who can perform work outside the typical “human-
machine” system (i. e. the workplace does not imply the existence of a machine as the main 
produc�on tool, and vice - versa) the nature of the work should also be taken into account. Usually, 
work can be categorized as physical and intellectual (mental). 
These two labour categories are radically different and rela�vely opposite in their content, but at 
the same �me interrelated as a process due to the fact that there could be no physical work without 
brain ac�vity and vice-versa. 
Physical workload involves the musculoskeletal system of the human and it is associated with 
increased energy flows due to the numerous work movements that an operator performs. 
Mental workload, on the other hand, involves processes like paying a�en�on, thinking, 
imagina�on, and other mental constructs as the elements of the movement are not expelled totally 
from the process. These two types of workload determine the two main elements of labour – weigh 
(physical work) and complexity (mental work) (figure 17). As already men�oned, unproduc�ve 
�me may be a result of the need for a rest of the individual as a result of the workload that was 
experienced during the implementa�on of an ac�vity or a task.  Both labour and load may be 
described as physical and mental condi�ons. 
The degree of the load and the ra�o between its components (weight and complexity) determine 
the condi�on of the person as an element of the system, but in qualita�ve terms (i. e. at some point 
the operator may actually do not work, but that does not mean that he or she is not under load). 
Consequently, a short break could be needed to restore and overcome the effects of fa�gue. 

Figure 15 presents an example of a work process with its transi�ons from the input of the system 
through the various worksta�ons (places) that are included in the manufacturing process of a 
two-part metalworking machinery element. At the input of the system, the source material is steel 
in the form of round s�cks which are stock in size and are therefore cut out to the necessary 
number of workpieces which are going to be thermally processed at the next stage (quenched and 
tempered) in order to achieve the parameters of the assignment. A�er the thermal sec�on, blanks 
are then sent for the rotary procession with scraping in a lathe department. The number of 
separate details equals the number of workpieces which are transferred to the next transi�on. In 
a locksmith, the next stage of the produc�on process is performed. There the ready ar�cles are 
packed with other details the so as to assemble the final product.    
Before it is delivered, the product is quality-checked and according to its type and construc�on, it 
receives a cer�ficate. Then the customer order is packed and dispatched under the agreed terms. 
So far, we have been exploring the organiza�on and its segmenta�on to individual and 
cons�tu�ng elements which can be monitored and measured respec�vely according to two main 
parameters – �me and space. The careful documenta�on and repor�ng of those two elements is 
important for the op�miza�on of the work ac�vity because it can provide an opportunity for 
monitoring and undertaking of correc�ve measures. The purpose of op�miza�on and introduc�on 
of non-technological innova�ons in the produc�on process is to shorten technological �mes and in 
par�cular unproduc�ve �mes in which the product and the material flow of the relevant 
transi�ons, cannot be transformed.  

At the same �me, �me and space quan�fiers are in func�onal dependence of each other. 
Logically, if the material flow is longer, the �me of the technological run is higher. In contrast, the 
shorter the flow of the individual elements (workpieces) from one produc�on unit to another, the 
less �me it will be needed to manufacture the ar�cle or a product. Therefore, it is clear that many 
flaws in the overall ac�vity of the organiza�on and its separate processes could be easily iden�fied. 

Figure 16. The state of the work system and its elements
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In the process of desinging work systems, one should consider the 
human as the main element of the system, but also take into 
account  the work process and work environment.

The period of �me when the work system does not work no 
ma�er the reason is called unproduc�ve or idle �me. One of the 
main objec�ves of the re-engineering process is to lower the 
period of unproduc�ve �me. Another important goal of the 
process is to alleviate the stress at the workplace which is 
resulted from the workload. 

The efficient organiza�on of the labour process represents an op�mal ra�o between the effort that 
was put and the results that were achieved in the work process. This is the main goal of the 
innova�on process itself. The work capacity of a human and a machine are two absolutely 
different aspects. The work capacity of the machine is constant, while the capacity of the human 
is directly related to �me and the degree of the load. Because of the great significance of that 
problem, all gathered research and methodological tools lead to the crea�on of a separate 
interdisciplinary science called ergonomics. At present, ergonomics relies on many scien�fic 
methods and tools, based on systema�c approach, that supports the ra�onal organiza�on of work.  
The organiza�on of the labour is seen as an element of the work system, which also includes the 
work environment, workplaces, resources and the subject of work, as well as the impact of these 
elements on the body and mind of employees.

Chapter 3. The human as the main element of the work system. 
Basics for the integra�on of non-technological innova�ons in
the process of designing a working system 

Nowadyas, the main focus is laid on the human as the main element of the work system (i.e. 
human-centred approach) to addressing issues related to the effec�ve organiza�on of work. They 
are defined as  “human technology system approach"  and place the human operator at the centre 
of the system and his / her physical and mental capabili�es and limita�ons, which should take into 
account the other elements of the work system in the projec�on process. These are also the basics 
of the modern innova�ve methods in re-engineering and designing of a work system. The main 
obstacle here is the fact that all those aspects come from different scien�fic areas and uni�ng and 
organizing their problems appears to be a complicated task. Nonetheless, with the help of the 
ergonomics and the applica�on of a systema�c approach, things get a whole new dimension in 
terms of their applicability.
The organiza�on of the work, as an element of the work system, should also be designed and 
implemented in accordance with the par�culari�es of human constraints, especially when it comes 
to the characteris�cs of the work assignments and their requirements for employees (figure 18).  
The main principles of the design of work systems are formulated in the Bulgarian Quality Standard 
6385:2004 “Ergonomic principles in the design of work systems” which is basically an interna�onal 
standard that was adopted in Bulgaria since the 6th November 2004. 

Such condi�ons, caused by the nature of work and the effects of immense load, will be examined 
more thoroughly in the following chapters. 
Re-engineering of the processes and the designing of a work system may be considered as the 
main innova�ve process of introduc�on of radical changes leading to considerable posi�ve 
outcomes. 

Innova�on could extent over one or all organiza�onal units or 
phases of the work process, as long as it will result in a dras�c 
decrease of the technological run of the work system. The 
organiza�onal re-engineering will occur when we implement 
changes in all units and process in the organiza�on. The process of re-
engineering is not innova�ve in its essence. However, it could rely and 
be organized upon different innova�ve processes and therefore it 
should be considered as an innova�on process of itself. 

These two instruments are iden�cal but differ in their essence. Re-engineering is applied in already 
exis�ng (working) organiza�ons, processes, or ac�vi�es. The designing of a work system is used 
mostly in the process of establishing a new company, an ac�vity, a product, or a service. It may be 
necessary to re-design an already exis�ng work system if the results of its opera�on are not 
sa�sfactory or a radical change is needed in some of its core elements. The process of re-
engineering allows the improvement of already exis�ng processes of a work system. 

Figure 17.Correla�on between the states of the human as an element of the work system 
and the characteris�cs of labour  
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The achievement of the goal is a 'product' that we have at the exit of the work system as a result of 
the work process in accordance with the work task. The design process of the work system should 
take into account all elements of the work system that could affect the process and the �me for 
execu�on.

As discussed in the previous chapter, if the result of the ac�vity is found to be inconsistent with the 
objec�ves set out above, an analysis should be carried out in order to iden�fy which of the 
elements were amended and when. In this case, it is crucial to determine the influen�al factors and 
iden�fy the means to limit their impact. 
In other words, before any substan�al changes to the organiza�on are carried out, appropriate 
condi�ons should be established for the process to be carried out with minimal or insignificant 
devia�ons. Next, an analysis of the work tasks and the degree of its complexity should be carried 
out. It is important to determine whether it is possible for a certain task to be implemented in the 
frame of a single microsystem (workplace)by a single individual, or it must be assigned to several 
people or even a separate department. The work process itself and the �me for execu�on are 
depending very much on the work assignment. In more complex tasks, the �me for transi�on from 
one microsystem (workplace) to another should be added to the single �mes for execu�on of 
various sub-assignments. In this way, the technological run of the task will increase. 
The main purpose of re-engineering and design of a work system is to reduce the technological 
run of the work tasks. Therefore, the main efforts should be focused on refining work assignments 
and speeding up the work process itself. In this sense, the documents regula�ng the process along 
with the individual define the true capacity of the work system. The adopted regula�ons would 
answer the ques�on “how to execute each individual step (phase) of the process?” so as to meet 
the requirements of the system (the goals). The func�on defines the contribu�on of the human to 
the implementa�on of the work tasks. Your plans for amending the main work regula�ons should 
not lead to increasing the load on your employees. Based on analysis and research, all major work 
ac�vi�es could be carefully documented and classified in accordance with their content and 
requirements to people. For the purpose of enhancing the efficiency of the work system and the 
introduc�on of innova�on, pre-determined �mes for implementa�on of different types of 
standard work tasks that could be performed by individual employees should be prepared. Such 
�mes could be determined by dividing the assignment or a work task to its main components, i.e. 
separate opera�ons and ac�ons. Each of those ac�ons could be then easily measured with an 
appropriate device. When measuring the �mes of the individual opera�ons, one should take into 
account the �me that is needed for all preparatory and finishing opera�ons, including regulated 
rests of the staff. In that manner, much more precise planning of ac�vity in the context of the goals 
set can be done. 

Every element of the work system has to be analyzed and assessed. In 
the design process of the work system, the leading indicators (criteria) 
related to efficiency and effec�veness should be pre-set.  Most o�en, 
these indicators are measured with the produced quan�ty (volume) at 
a given quality (compliance) for a period of �me. Such indicators could 
be measured rela�vely easy as they could be subject to an assessment 
and a quan�fica�on.

Before undertaking changes whose purpose is to amend the func�on of the work system in order 
to achieve be�er and quicker achievement of goals, an analysis of the current situa�on should be 
carried out and the 'problem areas' (areas for improvement) should be iden�fied. The next step 
should include the prepara�on for the amendment of the work-related documenta�on. The next 
step is related to the implementa�on and tes�ng of changes. An assessment should be made on the 
extent to which the introduced changes have met the goals. The process has the following general 
outlook:  

The ergonomic design of the work systems is aimed at op�mizing workload, avoiding upse�ng 
factors and enhancing work-related factors. Work pressure is something normal, a natural 
consequence of workload. Eventually, it leads to stress and �redness. At the same �me, 
uninterrupted work performance o�en increases efficiency and effec�veness of the system, thus 
contribu�ng to another crucial goal of ergonomic projec�on of the work systems. 

Figure 18. Correla�on between the characteris�cs of the work and the effects it brings
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step is related to the implementa�on and tes�ng of changes. An assessment should be made on the 
extent to which the introduced changes have met the goals. The process has the following general 
outlook:  

The ergonomic design of the work systems is aimed at op�mizing workload, avoiding upse�ng 
factors and enhancing work-related factors. Work pressure is something normal, a natural 
consequence of workload. Eventually, it leads to stress and �redness. At the same �me, 
uninterrupted work performance o�en increases efficiency and effec�veness of the system, thus 
contribu�ng to another crucial goal of ergonomic projec�on of the work systems. 

Figure 18. Correla�on between the characteris�cs of the work and the effects it brings

PHYSICAL

REQUIREMENTS AND CHARACTERISTICS OF WORK

WORKLOAD

MENTAL

WORK

STRESS

FATIGUE

Goal se�ng process

Design Prepara�on Execu�on Management

Achievement 
of the goal

Figure 19. Goal se�ng

119118



Es�mates of work performance are developed taking into account quan�ta�ve and qualita�ve 
performance indicators, etc. It is important that crucial factors such as timing and remunera�on 
are iden�fied based on a systema�c approach. It is important for the employee that a direct 
dependence between the efforts made, achieved results and received remunera�on is established.
In accordance with the specifics of the technological processes, certain requirements to the work 
of each employee are to be developed. Both the factors of the work environment at each workplace 
and the compliance with the main work requirements should be controlled and managed. In terms 
of content, the requirements of the work system related to the staff are related to sa�sfying certain 
criteria. 
Such criteria are related to the implementa�on of specific work tasks in the context of achieving 
the common goal of the work process. In addi�on, such criteria could be related to the training and 
qualifica�on background, psychical and psychological quali�es, age and gender of employees, etc. 

The design of each work system is based on the limita�ons of the human element. In this respect, a 
number of principles and norms have been developed in the process of designing of technological 
equipment, machines and tools as elements of the work system. The star�ng point in the design is 
the anthropometric and biomechanical proper�es and capabili�es of the human body as well as its 
informa�on-processing abili�es (the abili�es to receive and process informa�on for a certain �me) 
The work requirements cannot exceed the adopted average indicators. These averaged indicators 
are based on a sta�s�cal sample of people in working age of both sexes with adequate qualifica�ons 
and skills for their work posi�on. 

The human assessment as an element of the work system also 
requires the valua�on and taking into account of mul�ple 
indicators from an ergonomic point of view (the effects of work 
organiza�on). Therefore, the main principles for the design of the 
work system should be carefully examined, observed and taken into 
considera�on. 

In the work process, a person uses much of his/her psychophysical poten�al, depending on the job 
requirements. Sa�sfying these requirements implies a certain physical and mental load, which creates 
a prerequisite for work pressure. The degree of workload depends directly on the content and context 
of the work task that takes place in certain circumstances in �me and space (i.e. workplace and 
working environment within the regulated working �me). The limita�ons of the worker resul�ng from 
his / her individual peculiari�es and psycho-physical poten�al are essen�al in the implementa�on of 
the ac�vity. These limita�ons are related to the person's ability to perform mul�ple and complex tasks 
as a biodynamic system, including in the work process. They stem from the physical limits and 

Chapter 4.Ergonomic and human-technological principles 
of organizing the work process when designing a work system 

The ra�o between projected and real �mes may be used as a basis for the assessment of 
effec�veness and execu�on of a certain task or ac�vity.According to work system condi�on data, 
gathered from the analysis and according to the systema�c approach presented above, the 
relevant elements and documents regula�ng the processes in the work structure can be amended. 
On this basis, appropriate tools for managing and evalua�ng the ac�vity, as well as methodological 
guidelines for the organiza�on can be established. Ul�mately, each task is performed by certain 
people (finite, certain value) at a certain place (space) for a certain period of �me. Therefore, the 
main elements of the system are 'who', 'what', 'how' and 'for how long' will implement the 
assigned task. In this aspect, the �me and resources that are necessary for the execu�on of each 
task depending on the human, the specifics of the task itself, the adopted work methods and 
influencing factors. These are the main elements that stand at the core of the processes of design 
and re-engineering of work systems. Therefore, the regula�ons that determine those elements 
are crucial for effec�veness and efficiency of the work system and processes. 

When examining the func�ons and processes within the work system, the individual characteris�cs 
of the staff carrying out the ac�vity should also be taken into account. The assessment of the 
human factor is carried out precisely in the context of the work system. This is done in order for the 
assessment to be broad and objec�ve as it is important that the diagnos�c methods also guarantee 
for it. The various methodologies and tools for assessing employability of staff are based on 
different theore�cal models that examine the personality and abili�es of an employee. The 
assessment of the person outside the context of the nature of his work is pointless. Therefore, an 
analysis of the work that has been or will be performed is inevitable.
It is impera�ve that the assessment criteria include the employer's requirements for the job. A 
very important aspect is the eligibility criteria, which must be based, but not limited to the job 
descrip�on and the internal rules of procedure of the organiza�on. The so-called analysis of labour 
is important for iden�fying the which determines the employment quali�es such as the principles of 
distribu�on of tasks between an employee and a machine, as well as some diseases and specific 
physiological condi�ons that are not compliant with employment standards. 
In general, it is important that employability assessment is not performed only on staff at senior 
posi�ons but also on employees engaged at all stages of the manufacturing process. 
On the basis of the accurate assessment of the human factor, a program for development and 
s�mula�on of the staff should be prepared. Based on the assessment, the staff of the organiza�on 
should be “designed” before it is managed. The human factor is designed according to the specifics 
of the work and the technological process (i. e. it goes hand in hand with the design and 
organiza�on of the work process). 

The scope of changes that are related to the achievement of the goals of 
re-engineering has to take into account the elements at the entrance 
of the work system, as well as to envisage the relevant control of the 
elements at the exit. Such elements could include the criteria for 
selec�on of work tools, staff, distribu�on of the func�ons and stages of 
the work process, as well as the amount of spent material and non-
material resources, and energy. 
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The psychological regula�on of a work could be described as an informa�on process related to the 
recep�on and processing of informa�on and respec�vely decision-making, realized as a physical 
ac�vity. This ac�vity is an essen�al element of the overall work process and the work system as a 
whole. Reducing the number of physical ac�vi�es has nega�ve effects on the workability of the 
individual. That is why it is an important factor in the process of work op�miza�on. The physical 
ac�vity closes the circle between the human operator and the work process and they become a 
single management system with a common func�on.
According to the specifics of the work ac�vity, certain requirements to the worker and, in 
par�cular, for his / her mental and physical abili�es. This indicator classifies work as 
predominantly physical or predominantly mental - respec�vely pressure is also predominantly 
physical or mental. 
Concerning the load, not only the content of the work itself may be influenced, but also the 
environment in which it takes place (microclimate, noise, illumina�on, etc.), which can aggravate or 
facilitate the implementa�on of the ac�vity. 
Requirements can be varied and complex – regarding qualita�ve and quan�ta�ve parameters (for 
example, speed coupled with accuracy and precision). Depending on the leading parameters of the 
work requirements, the distribu�on of func�ons between man and the technical means (for 
instance, a computer) is realized. 
In leading indicators such as accuracy, speed, reliability associated with processing large data sets, a 
computer is used, compared to which a person is slower, inaccurate and more likely to make 
mistakes.

 However, if the leading requirements are linked to a high degree of autonomy in terms of energy 
sources and imply mobility, no technical device could take up these func�ons. 
On the other hand, the person is extremely complex, enabling him to perform many complex 
tasks under different condi�ons and at the same �me to provide feedback and correc�ve ac�ons 
in real �me.

Table 1. Comparison of the main features of the human operator and a computer 

Depending on the specifics of the ac�vity, the different characteris�cs are overlapping to a certain 
degree as the workload is predominantly physical or mental. 
The degree of physical load that has been adopted in various norma�ve documents is determined 
by the intensity of movements and respec�vely the applied muscular force. 
In addi�on to physical abili�es and constraints, the psychological features of the work ac�vity are 
also of par�cular importance. The capaci�es of an individual engaged in a work ac�vity are 
related to his/her abili�es to perceive, process and transmit informa�on, as well as to organize 
those work ac�vi�es in a manner that is appropriate to the current condi�ons and requirements of 
the work task. In regard to the informa�on capacity, an individual has limited possibili�es which 
are determined by the nature and specifics of the informa�on itself, as well as the brain ac�vity. 

Psychological characteris�cs depend on individual features, but designing work systems is based 
on average popula�on thresholds. The process of percep�on, processing and storage of 
informa�on involves numerous mental processes such as memory, thinking, imagina�on, etc. They 
all depend on the intensity of the mental workload. The received informa�on, before being 
processed, goes into the short-term memory of the individual. This memory is characterized by 
limited capacity, which implies that it will be processed over a short-period of �me. Throughout this 
process, the most complex and difficult task is the decision-making process, especially in the 
context of informa�on deficit (entropy) and limited �me. The process of decision-making is 
fundamental in terms of the organiza�on of work ac�vity due to its direct rela�on to the ability to 
regulate the human psychology which is involved in the work process (i.e. psychic regula�on).

The psychical characteris�cs are related to the func�on and the proper�es of the mental 
ac�vity in the work process, namely:

џ Receiving, processing and reproducing informa�on; 
џ Communica�on;
џ Coordina�on;
џ Making decisions;
џ Applying algorithms and principles.

construc�ve features of the human body that are different for men and women. In addi�on, those 
limits are related to one's age. 

The basic aspects of the human that have a direct rela�on and effect on the work ac�vity can 
be both physical and mental. Physical characteris�cs are related to the abili�es for movement 
and implementa�on of various mo�ons and are characterized with:

џ  Pace;
џ Rhythm;
џ Speed;
џ Strength;
џ Accuracy;
џ Coordina�on.
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The psychological regula�on of a work could be described as an informa�on process related to the 
recep�on and processing of informa�on and respec�vely decision-making, realized as a physical 
ac�vity. This ac�vity is an essen�al element of the overall work process and the work system as a 
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single management system with a common func�on.
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instance, a computer) is realized. 
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computer is used, compared to which a person is slower, inaccurate and more likely to make 
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 However, if the leading requirements are linked to a high degree of autonomy in terms of energy 
sources and imply mobility, no technical device could take up these func�ons. 
On the other hand, the person is extremely complex, enabling him to perform many complex 
tasks under different condi�ons and at the same �me to provide feedback and correc�ve ac�ons 
in real �me.

Table 1. Comparison of the main features of the human operator and a computer 

Depending on the specifics of the ac�vity, the different characteris�cs are overlapping to a certain 
degree as the workload is predominantly physical or mental. 
The degree of physical load that has been adopted in various norma�ve documents is determined 
by the intensity of movements and respec�vely the applied muscular force. 
In addi�on to physical abili�es and constraints, the psychological features of the work ac�vity are 
also of par�cular importance. The capaci�es of an individual engaged in a work ac�vity are 
related to his/her abili�es to perceive, process and transmit informa�on, as well as to organize 
those work ac�vi�es in a manner that is appropriate to the current condi�ons and requirements of 
the work task. In regard to the informa�on capacity, an individual has limited possibili�es which 
are determined by the nature and specifics of the informa�on itself, as well as the brain ac�vity. 

Psychological characteris�cs depend on individual features, but designing work systems is based 
on average popula�on thresholds. The process of percep�on, processing and storage of 
informa�on involves numerous mental processes such as memory, thinking, imagina�on, etc. They 
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specific features and needs should be carefully analysed and taken into account. Those features 
should not derive only from a person's work life but also from the specific lifestyle. In addi�on, there 
are many new hardware devices that have influenced our daily life. Very o�en those devices, 
instead of facilita�ng the work of users, are making it more difficult. The difficul�es that have 
resulted from the complexity and mul�tude of new technologies have led to the establishment of 
the so-called human-centred approaches or human technologies. 

Based on the overview of the specifics of the work tasks that was provided in the previous chapters, 
it is clear that most of them are not en�rely consistent with the principles of human technologies (in 
regards to volume, deadlines and organiza�on). A large por�on of those specifics is directly related 
to the organiza�onal structure and its characteris�cs. Such features include the level of 
centraliza�on and formaliza�on.
The concentra�on of tasks into a single unit or a person is linked to the levels of autonomy in 
decision-making and work task planning processes. The formaliza�on, on the other hand, 
represents the level of dependence on the system in terms of exis�ng requirements and rules (laws, 
regula�ons).
In general, the effects of the work ac�vity and its context can be either posi�ve or nega�ve 
(s�mula�ng and oppressive).  Posi�ve effects are related to ac�va�on and hea�ng of the body 
while nega�ve effect includes fa�gue, monotonic func�on, decreased level of alertness, mental 
satura�on, etc. Undoubtedly, the op�mal working environment, the adequately formulated 
(sufficient) work requirements and the psychophysical quali�es (condi�on) of the worker will 
contribute to the posi�ve effects of the work ac�vi�es. Systema�c accumula�on of unfavourable 
impacts results in deteriora�on of the work performance and stress. Chronic stress causes a 
number of adverse changes in the body that lead to weakened immune system and a predisposi�on 
to diseases. Insufficient luminance, for example, leads to pressure in eyes and makes it hard for the 
proper func�oning of the vision. Frequent and prolonged exposure to the workload of the vision 
that can lead to a number of pathological changes in the structure of the eye and op�c nerve. 
Damages to the human sight could occur as a result excessive ligh�ng, high brightness and contrast, 
and excessive workloads, i.e. when looking at a single object over a longer period of �me.

As a basic feature of all technical devices (so�ware and hardware) that cer�fy their degree of 
compliance with the principles of human technology is defined as usability. The term “usability" 
of a device is defined by the degree of compliance with the physical and mental capaci�es of the 
person in the work process. In other words, the construc�on of the device (process, task or a 
product) is implemented in a user-friendly manner (an ac�on or a task) and therefore does not 
provide a high percentage for errors. The usability should be should be considered as the basic 
feature and characteris�c of work tools - so�ware and hardware as elements of the work system. 
The worker acts as a "user". It should be clarified that there is a direct rela�onship between 
innova�ons and human technologies – no innova�on could be developed as a non-compliant 
with human technologies. In the context of the work ac�vity, the most important characteris�cs 
are related to the process of informa�on percep�on when using various so�ware applica�ons 
which need to sa�sfy their func�on at their full poten�al. 

Each ac�vity has its own characteris�cs, for example when implemen�ng administra�ve work 
ac�vi�es, we have the following basic parameters that influence the work performance and 
increase the workload:

џ Low level of autonomy in the decision-making process for choosing the pace and work 
technique due to the limited �me and the existence of many rou�ne tasks;

џ Hindered feedback on achieved results with the management and other units of the 
organiza�on;

џ Limited opportuni�es to improve professional skills and other key competencies 
through appropriate training (formal and informal);

џ Very large workload, with limited planning capability and func�onal alloca�on by the 
division between individual team members;

џ Uniform work, sta�c si�ng posi�oning and computer work more than half of the set 
working �me;

џ Inappropriate work environment – work spaces are shared by two or more employees, 
while the same are occasionally a�ended by different persons for consulta�on;

џ Low density of the work �me - the need for mul�ple support opera�ons due to 
inadequately organized and func�onally distributed workplaces (for example, non-
compliant building);

џ Insufficient equipment and limited availability of workspace with regard to the 
organiza�on of workplaces (for example, non-func�onal and non-ergonomic furniture 
and exis�ng suppor�ng facili�es). 

Organiza�onal changes in such situa�ons could be solved easily and most effec�vely through the 
appropriate distribu�on of the func�ons of the work systems. In the context of administra�ve 
ac�vi�es, we can focus on the human-computer system whose effec�veness depends directly on 
the restric�ons of the human, as well as the specific features of the computer as a work device. 
The main criteria when distribu�ng the func�ons within a work system is to decide which of the 
main elements the operator or the computer / machine is performing be�er in regard to certain 
condi�ons and specific features of the work that has to be implemented. The main criteria for 
distribu�on are determined by the specifics of the work process and the parameters of the final 
product as well as the restric�ons of a human and a computer.  
There are considerable differences and restric�ons – a person is usually very dependent and 
influenced by the factors of the external environment, while the computer is not. On the 
contrary, a human operator is almost solely independent – the machine is not. 
For the purposes of relieving the workload resul�ng from the implementa�on of a certain task and 
transferring the appropriate func�ons to the computer, it is necessary to u�lize the possibili�es of a 
so�ware applica�on. When using a specific so�ware solu�on, it is important to carefully study its 
possibili�es and limita�ons in order to use it effec�vely. As a result, it will be possible to iden�fy the 
features that will be needed in the process of performing the task (e.g. Microso� Office Suite). In 
the process of distribu�ng the func�on when using a specific so�ware, the basic principle “the 
easiest way” has to be applied. If there is more than one method for achieving a certain 
result/purpose, one should introduce one that is easier. 
Recently, more and more a�en�on has been paid to the importance of the human and its specific 
features and characteris�cs. When considering the human as a part of the work process, his/her 
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ac�vi�es, we can focus on the human-computer system whose effec�veness depends directly on 
the restric�ons of the human, as well as the specific features of the computer as a work device. 
The main criteria when distribu�ng the func�ons within a work system is to decide which of the 
main elements the operator or the computer / machine is performing be�er in regard to certain 
condi�ons and specific features of the work that has to be implemented. The main criteria for 
distribu�on are determined by the specifics of the work process and the parameters of the final 
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There are considerable differences and restric�ons – a person is usually very dependent and 
influenced by the factors of the external environment, while the computer is not. On the 
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easiest way” has to be applied. If there is more than one method for achieving a certain 
result/purpose, one should introduce one that is easier. 
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Re-engineering is an innova�on that covers the following features 
of the work system:

џ Work environment;
џ Work equipment (hardware and so�ware);
џ Workspace and workplace;
џ Work organiza�on;
џ Work assignments;

All these work opera�ons have their own specifics and are causing workload (mental and 
physical in a different ra�o) such as:

џ Bad working posi�on (mostly sta�c si�ng);
џ Visual control;
џ Considerable load of small muscle groups (wrists and fingers); 
џ Sta�c loading of the back mussels; 
џ Con�nuous work with a computer;
џ Processing vast informa�on arrays and database;
џ Working under constant pressure and lack of �me.

The most significant and unfavourable impacts and effects of such work condi�ons and 
peculiari�es are associated with produc�vity and fa�gue. 
In cases of monotonous work which involves an uneven load of the muscles and the eyesight 
(percep�on), one would experience stu�ering (a state when the person would feel �red, but it 
he/she is not).  This provokes an almost immediate desire for rest and change of the work ac�vity. In 
such condi�ons, an appropriate physiological regimen with ac�ve rest periods (in order to provide a 
more complex muscle group load) should be used to provide more even genera�on of nerve 
impulses in the cerebral cortex. As a result, the state of the person will change as the load which has 
been causing the unfavourable state would be either changed or alleviated (removed).  
The limita�on of the unfavourable impact of the various elements of the work system is achieved 
through various methods, i.e. organiza�onal or technical in accordance with the nature of the 
impact and its source. 
Technical methods could include all preven�ve ac�ons related to the establishment of an 
appropriate work environment (through air-condi�oning, ven�la�on, ligh�ng, etc.). In addi�on, 
special equipment and a safe electrical installa�on should be emplaced. 
Some of the most important organiza�onal measures could include the introduc�on of a health 
and safety management system, func�ons and responsibili�es alloca�on amongst employees, the 
introduc�on of work and rest regime, control and training of the workers. The work system must be 
carefully evaluated as the condi�on of each of the elements should be iden�fied. 
At the same �me, re-engineering (redesigning) or a completely new design process of the work 
system should be carried out. 

The concentra�on of tasks into a single unit or a person is linked to the levels of autonomy in 
decision-making and work task planning processes. The formaliza�on, on the other hand, 
represents the level of dependence on the system in terms of exis�ng requirements and rules 
(laws, regula�ons).
In general, the effects of the work ac�vity and its context can be either posi�ve or nega�ve 
(s�mula�ng and oppressive).  Posi�ve effects are related to ac�va�on and hea�ng of the body 
while nega�ve effect includes fa�gue, monotonic func�on, decreased level of alertness, mental 
satura�on, etc. Undoubtedly, the op�mal working environment, the adequately formulated 
(sufficient) work requirements and the psychophysical quali�es (condi�on) of the worker will 
contribute to the posi�ve effects of the work ac�vi�es. Systema�c accumula�on of 
unfavourable impacts results in deteriora�on of the work performance and stress. 
Chronic stress causes a number of adverse changes in the body that lead to weakened immune 
system and a predisposi�on to diseases. Insufficient luminance, for example, leads to pressure 
in eyes and makes it hard for the proper func�oning of the vision. 
Frequent and prolonged exposure to the workload of the vision that can lead to a number of 
pathological changes in the structure of the eye and op�c nerve. Damages to the human sight 
could occur as a result excessive ligh�ng, high brightness and contrast, and excessive workloads, 
i.e. when looking at a single object over a longer period of �me.
The unfavourable microclimate is one of the features of the work environment that significantly 
affects employees and it determines the workers as it determines its influence depending on the 
indicators for temperature, rela�ve humidity and airflow rates. High rela�ve humidity increases 
the level of convec�on and leads to overcooling of the body when combined with lower 
temperatures. 
Low temperatures, which have a s�mula�ng effect, are required in the execu�on of physical 
tasks. On the contrary, higher temperatures cause a disturbance in body thermoregula�on as it 
slows down the process of cooling. High temperatures affect nega�vely the  cogni�ve processes 
– they decrease the ability for concentra�on, hinder brain ac�vity and cogni�ve processes. 
Noise also has a damaging effect on the nerve system. It causes anxiety, appe�te and sleep 
disorders, headache, thirst, changes in the ves�bular system, etc. Noise leads to cardiac diseases 
- the pulse is disturbed, the blood pressure changes. Changes may also occur in the human 
metabolism - energy consump�on, blood sugar and cholesterol are increased, and blood 
chlorides are reduced. Work ac�vity is deteriorated – a�en�on is worsened, muscular power is 
decreased, the persistence of clear vision is reduced, the percep�on of colours changes, 
trauma�sm is increased. The working ability deteriorates with about 60% for mental labour 
and with about 30% for physical one.
The requirements of work related to volume, content and deadlines predetermine the level of 
workload (physical and mental) through the effort made by the worker. Depending on the 
specific parameters of the task, a number of ac�ons are carried out in its execu�on, as a crucial 
moment, in this case, is the �me for the so-called preparatory opera�ons. 
The total �me for execu�on of the task is a func�on of the �mes of individual opera�ons, 
including prepara�on �me, auxiliary and follow-up �me (searching in registers, viewing 
different documents, prin�ng �me, etc.). 
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Planning through forecasts – this is a specific technique iden�cal to the one presented above but is 
based on the analysis of the “urgent” and frequently occurring tasks. For the proper 
implementa�on of the planning forecasts method, it is important to mark on a common work 
calendar, all important ac�vi�es, events and tasks for the company/organiza�on. This could allow 
the development of �metables for self-repor�ng of ac�vi�es, measuring and planning of urgent 
and important tasks. The data of the analysis of the tasks over a period of two months (when, how 
and why they occurred) could provide addi�onal important and valuable informa�on.  

The exchange of good prac�ces among colleagues or team members is a very valuable tool. It is 
based on the u�liza�on of already exis�ng and working solu�ons, which have been applied by 
colleagues or other team members in the process of performing certain tasks and ac�vi�es. 

The assistance or support by a colleague is also another suitable tool in the process of op�mizing 
the work process. When seeking the assistance of a colleague or a co-worker, it is important to 
carefully describe the nature of the requested assistance or informa�on, as well as the needed �me 
for its implementa�on. 

The organiza�on of the work process represents a complicated mixture of the various elements 
of the work system including their interac�on with each other (Figure 20). 

Figure 20. Elements of the work system that affect the execu�on of a certain task 
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The aim of all measures is to reduce the working pressure by elimina�ng and/or limi�ng the 
unfavourable effects of the individual elements. This is achieved mainly by limi�ng (correct 
dosing) of the load, ensuring op�mal working condi�ons and reorganiza�on of ac�vi�es. First of all, 
compliance with the relevant legal and regulatory requirements related to the main elements of 
the work system should be ensured. A�er the iden�fica�on and documenta�on of those elements 
is completed, an assessment of the impact of the other factors, which are not precisely regulated 
should be carried out. 

One of the main elements related to the workload that should be taken into account in the 
process of design and re-engineering of the work system is related to the adop�on of an 
appropriate schedule for work and rest. This schedule should be compliant with the specifics of 
the work process. The regulated rest should correspond to the workload. If the physical factors are 
related with a sta�c load, the corresponding rest should be dynamic. In case the mental workload is 
caused by the processing of vast amounts of informa�on, the rest should be passive in terms of 
addi�onal mental workload. Such a work break could be comprised of s�mula�ng (generally 
ac�va�ng) physical exercises – running, climbing stairs, or any other type of ac�vity that ac�vates 
diverse groups of muscles.  The dura�on of that rest should not exceed 10 minutes! Otherwise, the 
period that will be needed for the individual to get back in work mode will be longer. 

In addi�on, in order to decrease the nega�ve effects of immense workload, the employee should 
be given the opportunity to organize his/her own work process and work tasks. One should follow 
the basic but rather simple principle. The ac�vi�es which require addi�onal a�en�on and 
concentra�on (important ones) should be carried out only during the first half of the working day 
(preferably un�l 11:30). Rou�ne tasks which do not require paying high levels of a�en�on are good 
to be implemented in a�ernoon hours. An orienta�ng plan with approximate �mes of execu�on 
could be developed in order to serve as a roadmap for the correct organiza�on and distribu�on of 
work assignments in terms of �me. 
Another important aspect of the process of re-engineering is related to the organiza�on of the 
workplace. An employee should be given the opportunity to organize his/her own workplace by 
following the main principles and specifics of the work process. In this case, the following principle 
would apply - ”What's going on in the inside shows on the outside”, i. e. the arrangement and the 
current state of one's workplace is a func�on (projec�on) one's mental state.

Another important principle of the re-engineering process that has to be taken into account is 
related to the development of models (dra�s or sample) of main work ac�vi�es and work results 
(products) which could be used mul�ple �mes. Examples of such models could be le�erheads, 
document blanks, dra� reports, statements, analyses, etc., as file configura�on (structure) of those 
documents is prepared in advance. As a result, the �me that will be needed for the development 
and prepara�on of such products will be saved. A useful advice here could be related to the 
implementa�on of frequent analysis of the “final products” which could be made at regular 
intervals of �me (e.g. last two months). This should be done in order to iden�fy “repea�ng” 
elements. Such elements could be, for example, tables with iden�cal contents and structure, 
layout, etc. 
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Planning through forecasts – this is a specific technique iden�cal to the one presented above but is 
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The process of designing a work system is related to the crea�on of a model of the desired state of 
the organisa�on including the key indicators that determine this state. Such task would require an 
analysis of the 'input situa�on' (current situa�on) that should be compared with the desired profile 
of the system and provides an opportunity to spot the differences between the two states more 
easily.  
In the organisa�onal development of each work system, there are two groups of factors which 
affect growth – posi�ve factors that move the organisa�on forward and nega�ve factors that slow it 
down. The primary objec�ves of the input analysis are aimed at iden�fying the unfavourable 
factors and neutralise them, or at least to reduce (restrict) their impact. This is accomplished 
through the design or re-engineering (redesign) of the work system or some of its core elements. In 
the process of designing the system, it is essen�al to introduce new posi�ve factors that will be able 
to move the organisa�on forward in order to guarantee that the goals will be achieved. A model of 
the process is presented in figure 21. 

The model presented in figure 21 shows that the op�mum curve of development of the 
organisa�on is the green line which represents the ideal and theore�cally possible evolu�on. 
However, due to a variety of influencing factors and circumstances, the current organisa�onal 
development (the red axis) is en�rely different. 
The purpose of organisa�onal innova�ons is to merge both lines of organiza�onal development 
by applying various methods and techniques. To put this conceptual model into prac�ce, it is 
required that the stages of the design process (reengineering) implementa�on of the work system 
are carefully described, star�ng from the considera�ons and main principles that were described in 
the previous paragraphs. 

Chapter 5. Design and integra�on of work systems 
as an innova�on process. 
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Figure 21: Model of the concept of designing the work system  

Any ac�vity which complies with the following requirements could be provided as a 
good example of a well-organized work process in terms of compliance with the 
main principles of the so-called human-technology: 

џ It runs in an op�mum working environment (ligh�ng, microclimate, etc.); 
џ Working requirements are clear, unambiguous, complying with the 

peculiari�es and abili�es of the workers; 
џ Employees are subject to an op�mal amount of workload; 
џ Employees have the necessary professional qualifica�on and training.

The compliance with the pre-condi�ons provided below could guarantee the 
achievement of the expected results. Examples of such pre-condi�ons in a work 
system could include:

џ The provided deadlines are adequate to the assignment (which are not 
necessarily too long, thus crea�ng prerequisites for delays);

џ There is a precise distribu�on of func�ons amongst the workers according 
to their individual characteris�cs (professional training, experience, role 
in team);

џ There are appropriate so�ware applica�ons that serve their main 
purpose a�er the necessary data is inserted (a possibility for informa�on 
extrac�on by predefined criteria in the required volume);

џ There is a sound organiza�on of the working process that creates a 
mul�plying effect from the implementa�on of a specific task. 

In contrast, an example for a poorly organized working system that is not compliant 
with the basic human technological principles could be described below:

џ Unfavourable work environment (bag ligh�ng, noise, unfavourable 
microclimate); 

џ Work requirements are vague, sugges�ng subjec�ve interpreta�on and do 
not comply with the abili�es and possibili�es of workers;

џ Workers are not op�mally loaded – the assignments are unrealis�c and 
could not be implemented in the required period;

џ Workers do not possess the necessary training, qualifica�on and do not 
comply with the requirements of their work posi�ons.

Poor implementa�on of the work assignments could be jus�fied with both 
unexecuted condi�ons (unfulfilled requirements) in regard to the elements of the 
work system. Here are some examples of the main characteris�cs of such systems:

џ Duplica�ng func�ons (two or more workers do the same job due to lack of 
coordina�on between them);

џ Late assignment of the work tasks whose deadlines are not adequate to the 
technological �me that is needed for their implementa�on;  

џ Using incorrect (inaccurate or outdated) informa�on which may lead to a 
mul�plying mistake at the next stage of the process; 

џ Controversial requirements that emerge from different regula�ons and 
create prerequisites for interpreta�on by the operator.
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The fourth element that should be analysed are the work assignments: 
џ Physical workload;
џ Workload related to the working environment (thermal, acous�c, etc.);
џ Intensity of movements related to work; 
џ Working posi�on; 
џ Accuracy and precision of the opera�ons performed; 
џ Mental workload – recep�on and procession of informa�on, communica�on; 
џ The content of the work.

All those indicators can be derived from various sources as some of them need to be extracted 
manually through real-�me monitoring, �ming or another specific methodological approach and a 
specialised tool (tests, measurements, etc.). It is essen�al that that data is objec�ve and reliable. In 
accordance with the primary objec�ve of the design process, the analysis could be focused on 
par�cular aspects and units of the work system. In this case, several primary areas for could be 
defined: 

џ According to resources (material, human, financial); 
џ According to hierarchical levels of the organisa�on; 
џ According to indicators (financial, quan�ta�ve, qualita�ve);
џ Economic, social, cultural, marke�ng, etc. 

A systema�c approach could be applied to determine the focus because the system operates as a 
unity but the overall character of the organisa�onal unit and the variety of interconnec�ons 
between the components must not be neglected. Also, we should keep in mind that not all internal 
rela�onships within the work system could be easily spo�ed and documented.

Stage 2: Definita�on of objec�ves and assignements

Based on the analysis of the input situa�on, concrete objec�ves could be established for the needs 
of the design process.  The main purpose can be reassessed based on the findings of the analysis. 
Based on the input analysis it could be determined that that the system does not have the necessary 
capacity and poten�al to achieve the desired state. In this case, it is necessary to define measures 
that respond to the main (global) objec�ve regarding basic parameters taking into account the 
input state of each measure (Table 2). 

Table 2.  Target measures in the process of designing a work system 

At the first stage of the design process, we should answer the following ques�on 'What is the 
condi�on of the work system at the moment?', or the so-called input situa�on. In the first stage of 
the design process, a descrip�on of input situa�on of the work system should be prepared. This is 
implemented to gather some cri�cal data that will be essen�al for the needs of the analysis and its 
essen�al elements. The first primary component to be analysed is the human or employees: 

џ  Staff data (number, age profile, turnover, absences, qualifica�on, accidents, etc.);
џ Poten�al disadvantages (weaknesses) in structure (insufficient training, lack of 

mo�va�on, or insufficient one, communica�onal problems, etc.);
џ Workload (physical, mental, condi�onality, degree, etc.);
џ Performance (execu�on) – degree of implementa�on of the working assignments; 
џ Data for economic and business environment in the region which can influence the 

processes in the company, including the labour market. 
The second element that should be analysed is costs:

џ Produc�on costs, including those related to extra work and correc�on of errors;
џ Material costs, including those about scrapping;
џ Labor costs, including insurances and all related to staff; 
џ Transporta�on costs, including courier services and transporta�on of workers;
џ Energy and energy-providers; 
џ Service and deprecia�on of machines and facili�es;  
џ Other payments associated with the primary ac�vity of the company;  
џ Degree of workload and produc�vity of the main produc�on tools; 
џ Cost-related weaknesses;  
џ Insufficient effec�veness of staff.

The third element that should be subjected to analysis is the produc�on process:
џ Quan�ta�ve indicators for the equipment (age, number, residual value, machine hours, 

idle �me) of frequency and dura�on; 
џ Time indicators (working �me, �mes for necessary and addi�onal work, intervals);
џ Indicators related to the capacity and lack of materials, instruments, vague material and 

informa�on flow, bureaucracy;
џ Indicators are related to quality, including the work environment;  
џ Indicators related to the supplies of end products and raw materials by groups, value 

and number as well;  
џ Indicators of labour effec�veness;
џ Parameters associated with the workplace – course of the working processes and 

condi�on of the produc�on tools (labour resources).

Stage I. Analysis of input situa�on

In the process of ini�al analysis, the main areas of improvement and weak spots are analysed since 
those are the areas which should be the subject of ini�al interven�ons. The en�re process includes 
various steps or stages which have to be performed strictly to keep the logical connec�on between 
the conclusions from analysis and the focus of interven�ons (correc�ve ac�ons). There are six 
main stages in the design process of a work system, and each one of them has its characteris�cs 
which are going to be further described in the current chapter.
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The primary criterion to be used when distribu�ng tasks in a typical human-machine based system 
will be based on which of the elements of the system would implement a certain task or an 
assignment be�er based on the nature of the task and the specific condi�ons. Task distribu�on 
criteria are determined by the specificity of the technological process, the parameters of the final 
product, as well as the limita�ons of human and the machine. 
Those limita�on could vary as the human is usually very dependent and influenced by the factors of 
the external environment, while the computer is not. On the contrary, a human operator is almost 
solely independent – the machine is not.
Taking into account the characteris�cs of human and the machine, their func�on in the frame of the 
technological process could be precisely determined. For that purpose, the func�ons and tasks of 
the machine, as well as those of the human – operator should be designed.  

For the purpose of strategic planning and design, the planned indicators for the capacity of the 
system should be determined (based on the analysis of the ini�al situa�on). The various work 
phases of the system are specified. They present an overall outlook on the en�re process and the 
logical sequence of opera�ons. Next, the content of the work assignments should be specified. 
This should be done a�er the merging of different work phases. The data from the analysis of input 
situa�on regarding staff and produc�on tools could be u�lized for the purpose. Next, the 
assignments, based on their content, type and quan�ty, are allocated between various produc�on 
departments and workers based on their specializa�on and training. A typical work system could be 
designed on the basis of work processes by determining who does what - the human or the 
produc�on tool (the machine). At this stage, it is essen�al to take into account the various criteria 
for alloca�on of func�ons according based on the nature of the task itself (Table 4).

Table 4. Criteria for distribu�on of func�ons between human and the machine

Each dra� version of a solu�on that will be applied must comply with all mandatory criteria. In case 
the solu�on does not meet all mandatory measures it should be dropped.  
The mandatory measures are the main criteria which represent the irreversible limita�ons of the 
system, as well as its purpose. To a certain extent, those criteria are based on the current 
achievements before the ini�a�on of the design and re-engineering process.
The op�onal measure should be directed primarily to the implementa�on of various solu�ons. 
These measures could provide the necessary compara�ve data for the different decision, thus 
facilita�ng the selec�on of the most appropriate solu�on. It is crucial that these target measures 
could be measured regarding quality and quan�ty. You can see an example of such distribu�on of 
measure in Table 3. 

In their essence, all targeted measures represent a common understanding of the organiza�on 
based on the personal experience and accumulated scien�fic and research experience in the field 
of innova�ons. A team of both internal (in-house experts that are completely aware of the process) 
and external experts with proper knowledge and experience in the implementa�on of system 
decisions, should be involved in the implementa�on of the such a design project. 
A�er the team is assembled, the distribu�on of assignments should be done. The elements at the 
input and output are first determined and described in the process, as well as the working tasks. 
These are data and conclusions from the analysis of input situa�on which therefore lead to the 
tasks that are going to be implemented by the team according to its members' specializa�on and 
profile. Also, the means, loca�on and �me of coordina�on and joint work among team members in 
the context of the task should be defined. A�er the process is completed, the team should prepare 
a joint report. Based on the findings of the report the management sets out the main objec�ves of 
the project related to the designing or re-engineering of the work system.

Table 3. Quan�ta�ve and qualita�ve targeted measures

Stage III. Preparing a concept of the work system.

At this stage, the design project team develops a concept of the work system, which includes the 
following main stages: determining the course of work; alloca�ng func�ons between human and 
produc�on tools (machines); assessing the requirements for staff qualifica�on and planning the 
required staff; determining the workload of employees; and assessment and selec�on of a desired 
profile of the system.
First of all, the planned parameters of the work system are derived from target criteria. This 
means that the subject and scope of main opera�on of the work system should be iden�fied, i.e. 
groups of products or services that are going to implemented / produced as a result. 
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All possible alterna�ves must be compared regarding the qualita�ve and quan�ta�ve measures 
that were set in stage 2 of the process. This will guarantee that the chosen design of the work 
system will fit its purpose. The following indicators should be determined on the basis of a 
compara�ve assessment of the data related to costs, efficiency and profitability. 
Each version of the design project is assessed for its compliance with the target criteria and the 
requirements related to the volume of needed investments and the projected benefits. At this 
stage, an innova�ve solu�on for each elements of the system should be sought (including defini�on 
of the work process; assigning func�ons between the human and the produc�on tool (the 
machine); assessing the requirements of staff qualifica�on and planning of the type of required 
staff; assessing the workload on employees, etc.). Any available systema�c knowledge and 
informa�on concerning the introduc�on of such individual prac�ces in similar enterprises could 
be applied at this stage of the design process, including external knowledge, know-how, etc. The 
process of assessment of the available op�ons is illustrated in figure 22. 

Stage 4: Guidelines for organiza�on of the work process

A�er individual assignments are distributed between the separate departments and people, and 
the func�ons of the human and the produc�on tools (machines) are determined, it is necessary to 
iden�fy the specific requirements to the produc�on tools to meet the requirements of the new 
project (work system). All specific requirements to produc�on tools should be transformed into 
the requested technical parameters of the new equipment which must be provided. The present 
equipment is assessed whether it sa�sfies the requirements for produc�vity and quality (precision, 
accuracy, speed, etc.). These requirements represent a significant element of the process of 
quality management, especially if a quality management system has been already introduced in 
the organiza�on. Therefore, all those requirements are documented and saved in a par�cular 
folder for further use. This folder could also contain recommenda�ons that were received by the 
operators or users of the equipment. They should be assessed periodically and updated in 
accordance with the specifics of each assignment. Addi�onal work procedures could also be 
recorded in the process of sa�sfying the requirements – concerning both staff and external 
providers. 
Based on the results from the detailed planning of the work system, the requirements to the staff 
who will be engaged in the execu�on of the assignments could be defined. Such requirements 
could relate to different aspects such as qualifica�on and work abili�es of employees that will be 
needed for the achievement of the overall objec�ve. 
It is vital that these requirements be adjusted to the specific needs and condi�ons of all 
departments that coordinate the process of selec�on and training of personnel within the 
company. 
Next, it should be clarified which members of the current staff of the organiza�on will con�nue to 
implement their du�es and how their responsibili�es will change. This process will allow the 
management to iden�fy the type of staff that is needed and the skills that will be required. The 
quali�es of the staff must be divided into two categories – general (responsibility, loyalty) and 
specific (technical skills and abili�es). 

The process of designing a work system is carried out in both technological and ergonomic aspect.  
The technological aspect of the process is related to the design of the elements of the machine and 
its specific tasks. The ergonomic aspect of the design process is focused on iden�fying the func�ons 
and task of the human operator and the organiza�on of the workplace. The op�miza�on of the 
process is based on the monitoring of changes in the main features and characteris�cs of both 
structural elements of the work system in accordance to the complexity of the work assignment. 
A�er the work assignments are defined, the qualifica�on and number of the necessary staff could 
be examined and planned. The main problem that must be solved in order to achieve the main 
objec�ves of the project, is related to the provision adequate workforce / personnel to complete 
the work assignment. In other words, the necessary staff infrastructure must be developed – the 
structure, the hierarchy and the organiza�on of the staff that needs to be engaged in the work 
process. Staff infrastructure is composed of key experts in the organiza�on who are implemen�ng 
their tasks and maintain the processes that need to be carried out for the main goals to be achieved. 
The formula�on and distribu�on of assignments must take into account the workload of 
employees in the process of implemen�ng the assignment. As previously defined, the workload 
could be physical or mental. 
The nature of the workload is based on the content and volume of the work task. At this stage of 
the design process, some further research is necessary on the exis�ng workload in similar ac�vi�es 
in case such informa�on is not already available at the organiza�on. In addi�on, data on the labour 
produc�vity as a result of the distribu�on of tasks between the human and the machine is also 
necessary. All those data could be used in the process of determining the remunera�on of 
employees. This could serve as an incen�ve and an addi�onal measure in the process of achieving 
the envisaged goals. 

Target objec�ve

Evalua�on criteria

Design of the produc�on system -
alterna�ve op�ons

Evalua�on 

Quan�ta�ve criteria:

Size of investments

Qualita�ve criteria:

Determining the benefit of the system

Comparison and decision

Figure 22: Process of assessment of alterna�ve op�on and design versions 
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Table 5. Requirements when choosing a montage table  

The work system is considered installed when everything necessary for the work to begin is 
present. In addi�on the operators should be trained, instructed and are ready to work. The 
beginning of the work is reflected in a work system start-up protocol with a date and hour, as well as 
its elements (workplaces, equipment, etc.). 
Before the actual start of the system, one last check of all elements and their condi�on (power 
supply, present raw materials, machines, working tools and instruments, etc.) should be carried 
out.
A�er the work system is tested, a precise analysis of of the workload must be carried out in the 
way described in chapters 3 and 4. Before the analysis is carried out, the detailed descrip�on of the 
work system which also includes the working assignment, the working process, the organiza�onal 
condi�ons and spa�al rela�onships should be examined. It is recommended that workload data be 
processed by objec�ve methods and compared to ini�ally chosen parameters. If there are any 
inconsistencies in the data, they should be recorded in the relevant documenta�on. The presence 
of addi�onal influencing factors must be recorded and analysed. For instance, the noise from 
addi�onal equipment and so on (which are not present at the moment of test opera�on).   
Load �mes that were recorded in the process should be registered in a special form with a 
possibility to include extra data and compare with pre-set data for physical and mental load. 
When there are significant discrepancies between planned and calculated load, a further analysis 
of the course of the working process is made to determine the sources of the discrepancy. It is very 
likely that the load is increased because the system is under surveillance. Hence, it is also necessary 
to analyse the �mes of the separate phases of the process, and the density of the working �me with 
a report for unproduc�ve �me. In the process of test opera�on, it is essen�al to measure data of 
all elements of the work system which have been set in other stages of the project 
implementa�on. In order to have valid data, it is necessary to guarantee that the system is operated 
by the necessary number of skilled staff and there are no excep�onal (unusual) circumstances 
disturbing the process. Moreover, it is necessary to provide enough security of all technical devices 
and equipment to prevent accidents in the process of test exploita�on. 

These quali�es that respond to the newly designed work system could also be organized in a 
separate folder which could be provided to the human resources department and used in the 
process of selec�on and reselec�on of staff. 
The implementa�on plan should be developed in order to ensure that the work system is already 
introduced in accordance with its main purpose and func�ons. Based on the complexity of the 
new system the following suppor�ng tools could be used: 

џ A plan or a bar chart that indicates the exis�ng dependencies, �me expense and deadlines; 
џ The folder of requirements to the staff and produc�on tools; 
џ A detailed plan that aims to eliminate accidents and other unplanned events. This plan 

should also provide guidelines for the smooth integra�on of new components into the 
system; 

џ A work schedule and enough personnel including replacements. 
The plan should also contain a detailed descrip�on of the work assignments of the team members 
engaged in the design process of the new system. Each task should be presented in a table, and the 
name of the par�cular person responsible is wri�en next to it. Based on management decision, 
the plan could also include other elements that document its progress as well as each new addi�on. 
The realiza�on plan itself can be kept and archived in a separate folder which includes other 
essen�al elements related to rules of organiza�on of the work system (requirements of 
regulatory documents, regula�ons of the quality management system, instruc�ons, technical 
manuals and so on.).  

Stage 5. Introduc�on of the work system (test opera�on) 

The introduc�on of the work system includes several main stages that are related to the 
provision of sufficient produc�on tools, installa�on (montage) of the work system, analysis of 
system loads and analysis of data. The introduc�on of the work system into opera�on is based on 
the type of system and if its new or modified. At first, the place of installa�on has to be prepared, 
including all other condi�ons (i.e. ligh�ng, working equipment, disposi�on of all necessary power 
sources, measurement tools, test materials, folders with the working assignment, etc.).
Each ac�vity (produc�on or a service) requires certain tools that are necessary for its proper 
implementa�on. Such tools are referred to as produc�on tools and could include a computer, a 
metal-cu�ng machine, or something else. When introducing the new work system, the workplace 
(or a group of workplaces) is organized in accordance to the target criteria and requirements. Such 
requirements are provided in Table 5. 
The established requirements should be verified upon receiving the equipment or when moving an 
already exis�ng machine or a tool. The placing of the equipment is done in accordance to the 
specifics of the project and could be posi�oned via various measurement tools (if necessary). 
The process of implementa�on of the chosen work system should be executed in accordance to 
the implementa�on plan and the envisaged costs and �me.  All employees that are engaged in the 
installa�on process of the work system should coordinate their ac�vi�es with the project team. A 
coordinator of the project, who will look a�er the implementa�on of opera�ons and schedule, can 
be chosen at this stage. 
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Chapter 6. Case studies – best prac�ces of integrated 
organiza�onal innova�ons 

In this chapter, we have prepared some examples of successfully introduced organiza�onal 
innova�ons in different companies and the main benefits that were gained through their 
introduc�on. The case studies describe different approaches in the process of implemen�ng 
certain organiza�onal changes. However, the ul�mate goal of each innova�on project is related to 
an improvement.  As seen in many of those cases, the introduc�on of innova�ve decisions is not 
necessarily a conscious or an inten�onal process. In most cases, it has been a spontaneous process 
which was provoked by an emerging problem that had to be solved without hesita�on. In many 
cases, decisions came without external interference (consultants or experts) and were realized as 
one-�me acts without complying with any planning and other essen�al aspects. Also, even the 
management did not realize that the implemented change was to be considered as an innova�on.

Success story 1: Megaprint DOOEL, Strumitsa, Macedonia

The main results of the introduc�on of the innova�on are:
џ Improved working condi�ons in the company;
џ Increased sa�sfac�on of the employees in the company;
џ Increased labour produc�vity;
џ Increased turnover and profit..

Descrip�on of the innova�on: Megaprint DOOEL is a company that works in the field of 
adver�sing and large format prin�ng. The company decided to introduce organiza�onal 
innova�on “Flexible working hours”.
Taking into considera�on that work of the employees mainly involved work on the field, 
where weather condi�ons strongly influenced company's opera�ons, the management of 
the company convened a mee�ng with the employees in order to find a solu�on for the work 
during the summer period. The decision was to introduce flexible working hours. That 
meant - every worker can organise his/ her own work in the best way during the day. 
The task is assigned to the worker, but also the deadline when it has to be completed. Each 
person has the freedom to work whenever they want, but he/she has the obliga�on to 
respect the deadline for comple�ng the task.
The company introduced this innova�on in order to protect the workers from the heat that 
affect Strumica during the summer months, but also to give workers more confidence in 
organizing their working day and obliga�ons, as well as assign bigger responsibility in their 
work.
The management of the company has received posi�ve responses from the employees, and 
this reorganiza�on proved to be successful. The company con�nued with the same method 
of opera�on during the winter months. The produc�vity of employees increased too.

At this stage, the most important is the data on the process itself and its structuring in separate 
phases. It is also important to describe each phase, including the �me for comple�on and to 
register any factors that could influence both the �me and the output of the produc�on. 
One should take into account that in the process of observa�on and recording of data, certain 
differences and discrepancies are possible due to the fact that the system is under surveillance. In 
this case, recorded �mes might be shorter in comparison to projected �mes or vice-versa. 
All data that has been recorded in the phase of test opera�on should be archived in separate 
folders. This will allow for the data to be compared to later test during the life�me of the 
equipment for various purposes, including the determina�on of performance criteria combined 
with the op�mal workload. 

Stage 6. Introduc�on of the work system (final)

This final stage of introduc�on of the work system is also known as verifica�on. At this stage, the 
system works, but the leading indicators and target criteria must be analysed in order to verify that 
the system is working. The project team prepares an elaborate report on the work stages, 
recorded �mes, workload and influencing factors. The reports is prepared in order to serve for 
future tests and planned assignments. An economic analysis is made at this stage based on the 
investment funds, incomes and realized profit. 

141140



Chapter 6. Case studies – best prac�ces of integrated 
organiza�onal innova�ons 

In this chapter, we have prepared some examples of successfully introduced organiza�onal 
innova�ons in different companies and the main benefits that were gained through their 
introduc�on. The case studies describe different approaches in the process of implemen�ng 
certain organiza�onal changes. However, the ul�mate goal of each innova�on project is related to 
an improvement.  As seen in many of those cases, the introduc�on of innova�ve decisions is not 
necessarily a conscious or an inten�onal process. In most cases, it has been a spontaneous process 
which was provoked by an emerging problem that had to be solved without hesita�on. In many 
cases, decisions came without external interference (consultants or experts) and were realized as 
one-�me acts without complying with any planning and other essen�al aspects. Also, even the 
management did not realize that the implemented change was to be considered as an innova�on.

Success story 1: Megaprint DOOEL, Strumitsa, Macedonia

The main results of the introduc�on of the innova�on are:
џ Improved working condi�ons in the company;
џ Increased sa�sfac�on of the employees in the company;
џ Increased labour produc�vity;
џ Increased turnover and profit..

Descrip�on of the innova�on: Megaprint DOOEL is a company that works in the field of 
adver�sing and large format prin�ng. The company decided to introduce organiza�onal 
innova�on “Flexible working hours”.
Taking into considera�on that work of the employees mainly involved work on the field, 
where weather condi�ons strongly influenced company's opera�ons, the management of 
the company convened a mee�ng with the employees in order to find a solu�on for the work 
during the summer period. The decision was to introduce flexible working hours. That 
meant - every worker can organise his/ her own work in the best way during the day. 
The task is assigned to the worker, but also the deadline when it has to be completed. Each 
person has the freedom to work whenever they want, but he/she has the obliga�on to 
respect the deadline for comple�ng the task.
The company introduced this innova�on in order to protect the workers from the heat that 
affect Strumica during the summer months, but also to give workers more confidence in 
organizing their working day and obliga�ons, as well as assign bigger responsibility in their 
work.
The management of the company has received posi�ve responses from the employees, and 
this reorganiza�on proved to be successful. The company con�nued with the same method 
of opera�on during the winter months. The produc�vity of employees increased too.

At this stage, the most important is the data on the process itself and its structuring in separate 
phases. It is also important to describe each phase, including the �me for comple�on and to 
register any factors that could influence both the �me and the output of the produc�on. 
One should take into account that in the process of observa�on and recording of data, certain 
differences and discrepancies are possible due to the fact that the system is under surveillance. In 
this case, recorded �mes might be shorter in comparison to projected �mes or vice-versa. 
All data that has been recorded in the phase of test opera�on should be archived in separate 
folders. This will allow for the data to be compared to later test during the life�me of the 
equipment for various purposes, including the determina�on of performance criteria combined 
with the op�mal workload. 

Stage 6. Introduc�on of the work system (final)

This final stage of introduc�on of the work system is also known as verifica�on. At this stage, the 
system works, but the leading indicators and target criteria must be analysed in order to verify that 
the system is working. The project team prepares an elaborate report on the work stages, 
recorded �mes, workload and influencing factors. The reports is prepared in order to serve for 
future tests and planned assignments. An economic analysis is made at this stage based on the 
investment funds, incomes and realized profit. 

141140



Success story 4: Vaniko Ltd., Blagoevgrad, Bulgaria

The main results of the introduced innova�on were:
џ Op�mized produc�on process and increased produc�on capacity;
џ Improved qualifica�on and produc�on readiness of newly appointed staff;
џ Improved efficiency of the technological equipment and resources of the company; 
џ Fostered diversifica�on of company ac�vi�es and reduced dependence on external 

contractors;
џ Expanded market share and number of customers. A�racted customers for 

subscrip�on-based maintenance and repair of produc�on equipment. 

Descrip�on of the innova�on: Vaniko Ltd. is one of the leading manufacturing companies in Blagoevgrad 
region. The company manufactures various units and parts, provides maintenance and repair of industrial 
equipment. The company decided to introduce an organiza�onal innova�on in view of the increased 
workload, which required a reorganiza�on of the produc�on process and the forma�on of new produc�on 
units.
The idea of   introducing organiza�onal changes was dictated by the increase in the volume of orders from 
abroad, which led to the need of increasing the number of staff, as well as ensuring their voca�onal training 
and qualifica�on. At the same �me, this required a complete reorganiza�on of the produc�on process.  In 
addi�on, the management of the company did not want to depend solely on orders from abroad, so it 
decided to u�lize the exis�ng technological and human capacity of the company and to diversify company 
ac�vi�es. 
One of the newly established units was dealing with subscrip�on-based maintenance and repair of 
industrial equipment and machines. Another element of the organiza�onal innova�on was the crea�on of a 
modern interac�ve training centre for training newly appointed staff, which included a training room and a 
separate produc�on area where trainees could prac�ce their skills and knowledge in a real work 
environment. The training centre was also used to train machine operators for other companies – based on 
their specific needs. The second element of the organiza�onal innova�on was related to the introduc�on of 
flexible produc�on organiza�on system to op�mize the produc�on process. The essence of the innova�on 
was to establish certain produc�on data for the different technological �mes of individual opera�ons 
through a real-�me video surveillance. 
The provision of repair and maintenance services for machinery and technological equipment was sought 
as a business opportunity for Vaniko Ltd. due to the fact that many produc�on and processing companies of 
the region were unable to implement repairs and maintenance on their own technological park. 
Since Vaniko Ltd. has been selling specialized equipment, bearings and other machine parts, specific 
requirements had to be kept in terms of their installa�on and follow-up warranty service and maintenance. 
Such opera�ons should have been performed exclusively by qualified personnel. In addi�on, for the 
dismantling of each machine a specialized technological equipment was needed. In some cases, the 
machine that was marked for in-house servicing had to be shipped to the produc�on facili�es of the 
company in order to implement more advanced interven�ons. Addi�onally, upon customers' request, 
Vaniko Ltd. has been providing specialized services related to the complete refurbishing of metalworking 
machinery and equipment. 
Addi�onally, due to the large demand of orders from local automo�ve workshops the company has decided 
to open a separate produc�on unit to be engaged in performing specific orders related to the produc�on 
and repair of car parts and custom elements for the automo�ve industry. The staff that was engaged in this 
parallel produc�on line was assigned to other manufacturing and machinery maintenance opera�ons 
whenever needed.  

Success story 2: Animax LTD, Blagoevgrad, Bulgaria

Success story 3: Olive Trade DOOEL, Gevgelija, Macedonia

The main results of the introduced innova�on were:
џ Op�mized workflow;
џ Achieved high efficiency and effec�veness of the service provided;
џ Increased customer sa�sfac�on.
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џ Op�mized workflow;
џ Achieved high efficiency and effec�veness of the service provided;
џ Increased customer sa�sfac�on.

Descrip�on of the innova�on: Animax LTD is a company that offers services and consulta�ons on 
occupa�onal health and safety. The company introduced an organiza�onal innova�on that was 
dictated by the strong compe��on and the reduc�on of the price of services related to occupa�onal 
health and safety. At the same �me, the company has been working since 2001 and has a well-trained 
and qualified team that had to increase its workload in order to keep the same levels of turnover. 
However, the profit margins were decreasing. Innova�on consists of a transfer of services and 
reorganiza�on of work assignments. Firstly, it was decided that services related to occupa�onal health 
and safety should become a free supplement to a new service provided in the form of outsourcing to a 
safety and health official. Instead of being paid on an annual basis, the services were provided for a 
monthly fee. Secondly, companies which were provided with such service were carefully selected. They 
had to be companies with staff between 20 and 100 people, which were unable to allocate funds for an 
occupa�onal health and safety supervisor. 
Third, each company client was assigned to a specific team member. Fourthly, standard forms were 
prepared for each client – company based on its main ac�vi�es, i.e. construc�on, produc�on, 
commercial, as well as on the specifics of their ac�vi�es and occupa�onal health and safety 
requirements.

Descrip�on of the innova�on: Olive Trade DOOEL of Gevgelija is a company that is opera�ng in the 
food processing industry. The company processes fruits and vegetables and had introduced an 
organiza�onal innova�on �tled “Diverse innova�on teams”. The company management assigned the 
HR manager with a task to look deeper into the experiences and background of various employees that 
show outstanding dedica�on and crea�vity. At the same �me, the Technical Manager was given a task 
to iden�fy the biggest challenges in the technological process. As a result, three so-called “diverse 
innova�on teams” were established involving employees from different departments/ units with 
different experience and background to work together on different challenges in the produc�on 
process. They were provided with an adequate environment for mee�ngs and dedicated budget to 
prototype and test. As a result, teams generated new innova�ve ideas to address various challenges 
(e.g. applica�on of the s�ckers on the jars, decreasing the �me of stands�lls, etc.). This idea was taken 
and further refined by the management. The management was convinced that bringing together 
diverse employees has really amplified the company's ability to innovate. In other words, having a 
diverse set of experiences, perspec�ves, and backgrounds was a posi�ve prerequisite for developing 
innova�on and new ideas.
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Chapter 1. Introduc�on to marke�ng innova�ons
Small companies that very o�en work on the brink of their capabili�es appreciate the importance 
of innova�ons as an opportunity for a posi�ve change in the current unstable and unsafe business 
environment. They compete successfully with each other in a par�cularly dynamic and in many 
cases unfavourable environment and economic.  
They use innova�on as a strategic, systemic and technological lever to develop flexible innova�on 
culture and socially responsible business management processes, thus shaping the global business 
environment. This ensures that they encourage their employees to develop their crea�ve thinking, 
belief in their own views and beliefs, the ability to create crea�ve ideas, and the courage to try them 
to provoke the change in the world around them. How can innova�ons save the world of business?

The world is full of difficul�es that can hardly be solved. The first thing you need to know about 
innova�on is that they are basically seeing, perceiving and solving problems in a crea�ve way! This 
requires a sense of urgency, passion and non-standard thinking to improve quality and lifestyle.

Adapta�on to the effects of so-called "Black Swan" events. Black Swan are random and 
unpredictable events that can not be predicted, but they challenge new ways to deal with 
difficul�es and insecurity, adapt to them and their impact when they happen. In the recent history 
as “Black swans” were considered the following events:  the sinking of the Titanic; the Chernobyl 
nuclear disaster; the tsunami and nuclear disaster in Fukushima; the big Wall Street collapse of 
1929; the Dot-com bubble from the period 1997-2000 (also known as dot-com bubble, Internet 
bubble, etc.); the bankruptcy of Lehman Brothers; the a�ack on the World Trade Center on 
September 11, 2001, and others.

Taking advantage of the global entrepreneurship movement. Entrepreneurship is becoming a 
global movement, especially in emerging markets where China and India are leading des�na�ons, 
and Africa is expected to be the next hot spot. Innova�on are the means of s�mula�ng 
entrepreneurship, as well as a way to empower people to take control of their own lives, increase 
their living status, and ensure economic prosperity.

Forget about the compe��on, break your own percep�ons of doing business! In the book "Blue 
Ocean Strategy", American author Chan Kim writes about the market universe, which is made up of 
two types of oceans - red and blue. Red oceans include all industries that are popular and well-
developed. The blue ones comprise of the non-existent industries - the unfamiliar market space. In 
the red oceans, industrial boundaries are drawn, and rules are known to all. In these so-called 
"Oceans" opportuni�es for big profit are rela�vely small. By contrast, the blue oceans are industries 
and markets that need to be built and developed. This also implies great opportuni�es for profit 
and growth. That is why companies need to separate from the compe��on. But to reach new gains 

Albert Einstein said "We cannot solve our problems with the 
same thinking we used when we created them".

PART TWO

MARKETING
INNOVATIONS
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The main idea of   the tradi�onal 4P marke�ng concept is that if a company is successful in these 
four core areas, it should, on equal terms, be compe��ve, a�rac�ve in the eyes of customers, and 
enjoy good business.
Some experts believe that, besides these four determinants that mark marke�ng as successful, 
there are three addi�onal factors - people, processes, and physical evidence.
Marke�ng is everything a company does to acquire customers and maintain long-term 
rela�onships with them. Everything around us is marke�ng. Even small tasks such as wri�ng le�ers 
of gra�tude, playing golf with a prospec�ve client, answering calls fast and drinking coffee with a 
former client can be considered good marke�ng! 
The classic "4P marke�ng" concept is a model in which a company should make efforts and work in 
four main direc�ons:

Product Placement

Price Promo�on

The four "P" of marke�ng are product, place, price and promo�on.
The product covers all the specifics related to the product or service itself and the ways consumers 
perceive it according to their needs and desires. Products are essen�al for the company's product 
policy, including packaging, the pres�ge associated with product consump�on within a given social 
group, product performance and quality, and more.
The price refers to the value of the product or service. In determining the price, the cost of 
manufacturing the product or service concerned, as well as the costs of marke�ng and distribu�on, 
must be taken into account.

MARKET

PLACE

PROMOTION

PRODUCT

PRICE

Figure 23: The four “Ps” - the basic elements of the marke�ng concept  

The term 'marke�ng' originates from the English language. According to the American Associa�on 
of Marke�ng 'marke�ng is an ac�vity, a number of ins�tu�ons and processes for making, 
delivering, communica�ng and exchanging proposals which are valuable for clients, partners and 
society on the whole'. 
Marke�ng is the ac�vity of a company concerning the purchase and sale of products and services. It 
includes adver�sing, selling and delivering products to customers. 
The people who work in marke�ng departments of the companies do their best to a�ract the 
a�en�on of target auditory by using slogans, package design, celebrity recommenda�ons and 
media campaigns.

Chapter 2. Defini�on and specifics of the marke�ng innova�ons

and growth opportuni�es, it is necessary for each company to create its own blue oceans. The 
market opportuni�es are poten�ally limitless, and the key is to go beyond and expand our own 
percep�ons in order to create a “blue ocean”. At the core of this effort are innova�ons.

Seamless progress in technology. The s�mulated distribu�on of digi�za�on as a result of the 
development of the Internet connects various devices ranging from home appliances and hea�ng 
systems to cars and even jet engines. Innova�ve start-ups are connected in the Internet system via 
mobile devices, cloud technologies and social media. So�ware applica�ons help people in every 
aspect of their business and are an essen�al factor in improving the quality of life and people's 
thinking. 
                                                                                                                                                                                                                                                                                                                                                                                                                                                    
Need to adapt to changing dynamics and workplace trends. Because of the nega�ve popula�on 
growth, conven�onal planning processes are becoming obsolete. Aging mankind and increased 
human life worldwide is a widespread problem that provokes not only the financial collapse of the 
tradi�onal pension system but also the emergence of consumer groups iden�fied with different 
needs. Millennials born between 1980 and 2000 have been changing workplaces and domicile 
indefinitely in search of more pres�gious work, self-dependency and equal opportuni�es.

Responding to growing customer expecta�ons. Significant changes are needed as regards the way 
in which customers' needs, desires and expecta�ons are perceived and evaluated. The supply of 
goods and services must also adapt fast to the changing and dynamic demands. The focus is on 
gaining value, the new digital and online technologies, which shows that companies understand 
clients, interact with them and support their  new lifestyle.

Strengthening the link with globaliza�on. The current wave of globaliza�on is driven by policies 
that have opened up economies at na�onal and interna�onal levels. As a result, many 
governments, by adop�ng economic free market systems, significantly increased their own 
produc�on poten�al and created new opportuni�es for interna�onal trade and investment, while 
reducing obstacles to the free movement of people, goods and capital.
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Figure 23: The four “Ps” - the basic elements of the marke�ng concept  

The term 'marke�ng' originates from the English language. According to the American Associa�on 
of Marke�ng 'marke�ng is an ac�vity, a number of ins�tu�ons and processes for making, 
delivering, communica�ng and exchanging proposals which are valuable for clients, partners and 
society on the whole'. 
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What is it and where is the company among all its compe�tors? This is a cri�cal topic for the success 
of any business or product.
Personality is the last new "P" in marke�ng. It determines the way a company uses certain human 
quali�es or personality traits as a means to allow its clients to reach the purpose and meaning of the 
company in ques�on and all that it creates and offers.
Examples can be given a lot. For example, think about companies that employe sincere, 
communica�ve, cheerful and helpful people. These are companies with a specific individuality. 
Working with such companies is a pleasure. The purely human quali�es and their specific 
manifesta�ons that come to life in every company ac�vity o�en make the difference between two 
seemingly iden�cal firms. Both companies can offer the same thing, but human a�tude and 
presence in one firm could be the determining factor for its choice by consumers.
Product history and customer likeness and authen�city is a form of trust. The message of the 
product and what it symbolizes is a form of trust. The price is a func�on of the value of the product, 
and the value is always determined by the user, which again leads to the subject of trust. The efforts 
that companies make to promote a product or service aim not only to familiarize the customer with 
the product or service but also to gain its trust. In the condi�ons of intense compe��ve pressure 
and abundant choice of all kinds of products, it is crucial for each company to gain the trust of the 
customer.
The principal dimensions in marke�ng innova�ons are: aspire, choose, discover, develop, 
accelerate, scale, grow, mobilize.
It is no secret that the innova�on process is complicated even for well-established companies. 
Generally, they are be�er producers for well-established and widely used products and services 
than companies that work as innovators, offering new, unfamiliar products and services, and at 
least they can succeed through changing crea�vity rather than op�mizing exis�ng and already 
opera�ng produc�ons and enterprises.

Chapter 3. Marke�ng and marke�ng innova�ons

Marke�ng innova�on is the crea�on of a new marke�ng method involving significant changes in 
product design or packaging, product offering, product adver�sing, or pricing.
Marke�ng innova�ons aim at be�er adapta�on to clients' needs, finding new markets or supplying 
a new product to a market to improve the sales of the company.The dis�nc�ve feature of marke�ng 
innova�ons in comparison to other changes in the marke�ng tools of the company is the 
introduc�on of a marke�ng method that was not previously used by the company. This could be 
part of a new marke�ng concept or a strategy that represents an en�rely new direc�on from the 
exis�ng marke�ng methods of the company. New marke�ng methods can be introduced for both 
new and exis�ng products or services.

The place or distribu�on includes the ac�vi�es that help the product or service reach the target 
customers. The primary considera�ons include whether the product will be sold through a physical 
store, online or available through the two distribu�on channels simultaneously.
Finally, the promo�on concerns the integrated marke�ng and communica�on campaign. 
Promo�onal ac�vi�es may include adver�sing, personal sale, promo�ons, public rela�ons, direct 
marke�ng, sponsorship, "guerrilla marke�ng", etc. Promo�on is different and it depends on the the 
life cycle of the product. The idea of   4P con�nues to be of great importance, but today the most 
important thing in marke�ng is trust. For example, a customer's engagement with a brand is a form 
of trust. Trust is at the heart of so-called. new "4Ps" in the world of marke�ng.
The Passion is the first new "P". It's about the business owner's passion for working and living. 
When one owner acts with passion in everything he engages, it is passed on to others and to the 
a�tude of the en�re company towards consumers and the market. There are many examples of 
passionate entrepreneurs. Classical examples are Steve Jobs and Richard Branson. Passion gives 
birth to trust. However, this is not enough. A good entrepreneur should work with passion and 
emo�on but also be able to connect this passion with the meaning and purpose of his company to 
inspire and mo�vate other people to excel.
The Purpose is the second new "P" and means not a short-term, opera�onal goal, but a more 
strategic purpose and a sense of the company's existence - what it is and why it does what it does.

The art of marke�ng is not so much to produce, but the skill to 
sell! Even selling a refrigerator to an Eskimo. In fact, it is possible 
because the temperature is constant in the refrigerator - around 
5 ° C. Such temperature is suitable for storing milk and eggs that 
would freeze at -40 ° C.

Posi�oning is the third new "P". Companies that understand the power of purpose and purpose 
are also aware of the power of posi�oning. If we take Apple as an example - this company is an 
excellent illustra�on of the power of posi�oning. Posi�oning gives confidence. It is essen�al to 
think about the posi�oning of your own company. 

PASSION

PURPOSE

PERSONALITY

Figure 24. The new 4 Ps in the world of marke�ng
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Historical facts about marke�ng innova�ons

Crea�ng a product and designa�ng it as such - 3400 BC. This was the first 
marke�ng breakthrough in history. It was the first promise given to people that 
they will receive something without being surprised in an unpleasant way. 
Those first products were wedge-shaped clay seals that were used for closing 
up jars of food in ancient Sumer.

Adver�sing of products in stores - 2500 BC. The ancient Greeks - the owners of 
shops, were those who began to draw illustra�ons of their goods and services 
on the walls of the buildings where their shops were located.

Place for adver�sing - 1609. The first print ad was published in the world's first newspaper 
“Rela�on”, which began in 1605 in Strasbourg, published by Johan Carroll.

Testers - 1870. The idea arose during the Victorian era as a form of marke�ng in which companies 
gave out shaving blades to sell razor blades. Later Gille�e became the first company to adapt and 
implement this marke�ng model.

Direct Marke�ng - 1872. The first and probably the most successful a�empt to eliminate the 
annoying merchant who came to sell products at the door of the home happened with the 
introduc�on of a mail-order catalogue. "Aaron Montgomery Ward" has sent millions of Americans 
the "Big Book" that adver�sed thousands of new products.

Commercial Phone Calls - 1890. No one can say when commercial phone calls  were first introduced, 
but it was probably soon a�er the inven�on of the phone in 1876.

Designer Brands - 1918. Higher fashion existed before Coco Chanel opened its clothing stores, but 
she introduced the en�rely innova�ve idea of   her �me that a commodity / garment could be modern 
only because it was created by an iconic designer.

Radio and TV Adver�sing - 1923. The first radio ads were read live by an American millionaire and 
medical entrepreneur John Brinkley on KFKB radio sta�on in Kansas. The first product, which was 
adver�sed on the radio, was a new method for trea�ng male impotence by the goat's gland extract.

Mul�-Level Marke�ng - 1927. Mul�-level Marke�ng was a preferred method of doing business as 
early as the 1920s. In 1927, Nutriley's vitamin manufacturer, now part of the American company 
Amway, introduced the idea of   "sell distribu�on, not products".

Guerrilla Marke�ng - 1984. Guerrilla Marke�ng is an unusual approach to promo�ng innova�on 
and imagina�on, instead of the big adver�sing budget. The term was created by Jay Conrad Levinson 
and was men�oned for the first �me in his book "Guerrilla Marke�ng".

Viral Marke�ng - 2013. Viral marke�ng is most commonly used on social networks. Viral marke�ng 
is a type of adver�sing that every user shares voluntarily with their contacts.

NEW PROMOTION TECHNIQUES

CHANGES IN THE DESIGN

NEW MARKETING CHANNELS

NEW PRICING 
METHODS

CHANGES IN 
PACKAGING

Figure 25. Marke�ng innova�ons 

The process of marke�ng innova�ng includes four types of approaches:
џ Significant changes in the design of the product or on the packaging of goods or services;
џ New media or product promo�on technique - the first use of new adver�sing media, a 

fundamentally new brand to target new markets, etc .;
џ New methods of placing products or sales channels - first use of franchise or distribu�on 

licenses, direct sales, new product presenta�on concepts, etc .;
џ New methods of pricing goods or services – the introduc�on of  variable pricing, 

discounts, and so on.

Companies with lower expenses for technological innova�ons o�en a�ribute their innova�ve 
achievements to strategies that focus on compe��veness, marke�ng and distribu�on channels – 
i.e. marke�ng innova�ons. Such strategies could be examined in the field of marke�ng in three 
main areas - products, prices and promo�on.
These strategies lead to tac�cal marke�ng ac�ons like changes in design and packages, changes in 
sales or ways of distribu�on, adver�sements and permanent exhibi�ons. They aim at improving 
the a�rac�veness of company products or at entering new markets. 
Theore�cally, marke�ng ini�a�ves are tac�cal ac�ons and non-material resources which 
determine specific and defining the innova�ve supply. 
Companies that focus on marke�ng ac�ons are likely to have a be�er ability to increase customer 
sa�sfac�on. 
Addi�onally, such companies will be�er adapt to changing market needs, will have the ability to 
discover and benefit from new business opportuni�es. They will also have access to new 
informa�on and resources to develop new and more compe��ve products.
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There is considerable confusion of the meaning of the term 'brand' (accordingly 'branding'). 
For many years branding was understood as the name, slogan, symbol, or design of an organiza�on 
or a combina�on of these elements as they iden�fy the products/ elements. Today, the brand is 
something much more complicated and even more important in the world of marke�ng.  A brand is 
the feeling that the customers feel when they hear the name of your company, product, or 
service. The word 'brand' or 'branding' is constantly changing and evolving along with the a�tude 
of customers. Of course, the sense of a brand is influenced by the elements, words and crea�vity 
which are connected to your company. 
According to Jean-Noel Kapferer, a pioneer in strategic brand management, the brand is a 
complicated symbol which comprises of 6 levels: 

Design thinking puts the person at the centre of innova�on, which implies an understanding of 
customers, consumers or unconscious needs. Design thinking reduces the uncertainty and risk of 
innova�on by engaging customers or consumers through a series of prototypes for exploring, 
tes�ng and clearing concepts. This methodology relies on customer knowledge achieved through 
real experiments rather than based only on previous experience or market research.

If you want to build and maintain a successful brand, it's a good idea to get to know the seven 
main principles of innova�ve branding. 

Simplicity 
Even though it is quite a tempta�on to try to supply everyone with everything, one of the best ways 
to separate from compe�tors is by doing one single classy thing. An excellent representa�ve case is 
the jewellery brand Vrai & Oro. The company managed to break the contemporary norm of 
jewellery produc�on as they focused on the produc�on of jewellery with classical and eternal 
designs. The name of the brand is translated as 'truth and gold', and that is precisely what 
customers receive – jewellery which is clean and original whose simplicity put them in front of their 
compe�tors. The undecorated and ar�s�c vision was also observed on the website of the brand.

A�ributes - The brand is associated with certain func�onal and emo�onal a�ributes. For 
example, Mercedes Benz, is associated with expensive, durable and pres�gious cars. 
Advantages - A�ributes must be turned into func�onal and emo�onal advantages for clients. 
For instance, the a�ribute 'expensive' turns into the emo�onal advantage 'The car makes me 
feel important'.  
Values - The brand also includes introducing the company's values. Mercedes Benz means 
good performance, security and pres�ge. 
Culture - The brand may present a certain culture. In our case, Mercedes Benz is a symbol of 
the elements which represent German culture – seriousness, quality and hard work. 
Personality - The brand may design a specific personality. Mercedes calls for prosperity, 
pres�ge and conserva�sm. 
Customer - The brand appears in the mind of customers who will probably buy and use the 
product. In the case of Mercedes, these are business people, not students, for example. 

Chapter 4. Design and branding as areas for innova�on

The design is innova�on in addi�on to the research and development ac�vi�es of companies by 
turning research into viable products and services and bringing those innova�ons closer to the 
needs of the user. Design acts as a bridge between science, technology and consumers by placing 
the user at the centre of the process. The role of the design is to strengthen the link between the 
different stages of the innova�on process: research – development - produc�on – marke�ng. The 
purpose of design is to introduce and promote technological inven�ons into prac�ce and make the 
innova�ve products commercially acceptable, easy to use and a�rac�ve to consumers. In this 
sense, the design is an instrument for innova�on in new or emerging markets, where the market 
demands a�rac�ve design and the right distribu�on channel.
The design is a tool for innova�on even in developed markets, where new products can a�ract 
customers with only minor technological improvements. Good design can increase revenue from 
sales and profit margins by differen�a�ng products designed for a new group of clients with 
specific habits, tradi�ons, and mindset For example, the invasion of food chains offering Italian 
cuisine was also accompanied by the provision of suitable containers for preparing and serving 
pasta, pizza, sauces and more. Similar is the case with the supply of Asian, Arabic and other types of 
food. In addi�on, the design has the poten�al to reduce the cost of produc�on, assembly, 
packaging, storage and transport and thus increase the manufacturer's profitability and 
compe��veness.

What is design thinking? In her ar�cle "Design Thinking as an Innova�on Strategy" Linda Nieman a 
founder of the Crea�ve at Work Adver�sing Agency describes design thinking as a methodology 
used by designers to solve complex problems and find desirable solu�ons for clients. The dis�nc�ve 
feature of design thinking is that it is not problem-focused, it's solu�on focused and ac�on-
oriented towards crea�ng a preferred future. Design Thinking draws upon logic, imagina�on, 
intui�on, and systemic reasoning, to explore possibili�es of what could be—and to create desired 
outcomes that benefit the end user (the customer).
Due to the remarkable success rate of design-led companies, the design has evolved beyond 
making objects. Organiza�ons now want to learn how to think like designers and apply design 
principles to the workplace itself. Design thinking is at the core of effec�ve strategy development 
and organiza�onal change.
Design thinking provides a structured framework for understanding and achieving successful 
innova�on outcomes in ways that can contribute to the organic growth and add real value to its 
customers. At the heart of the design process are the following stages:  

1. Defini�on, which includes monitoring and studying consumer behaviour and experience;
2. Ideas - Generate ideas in huge quan�ty for a short period of �me;
3. Selec�on of ideas for realiza�on - selec�on and classifica�on of ideas
4. Prototyping - the minimum visible product/service for which feedback from poten�al users 
could be quickly received;
5. Receiving feedback;
6. Tes�ng - whether our idea works;
7. Study and improvement.

153152
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service. The word 'brand' or 'branding' is constantly changing and evolving along with the a�tude 
of customers. Of course, the sense of a brand is influenced by the elements, words and crea�vity 
which are connected to your company. 
According to Jean-Noel Kapferer, a pioneer in strategic brand management, the brand is a 
complicated symbol which comprises of 6 levels: 

Design thinking puts the person at the centre of innova�on, which implies an understanding of 
customers, consumers or unconscious needs. Design thinking reduces the uncertainty and risk of 
innova�on by engaging customers or consumers through a series of prototypes for exploring, 
tes�ng and clearing concepts. This methodology relies on customer knowledge achieved through 
real experiments rather than based only on previous experience or market research.

If you want to build and maintain a successful brand, it's a good idea to get to know the seven 
main principles of innova�ve branding. 

Simplicity 
Even though it is quite a tempta�on to try to supply everyone with everything, one of the best ways 
to separate from compe�tors is by doing one single classy thing. An excellent representa�ve case is 
the jewellery brand Vrai & Oro. The company managed to break the contemporary norm of 
jewellery produc�on as they focused on the produc�on of jewellery with classical and eternal 
designs. The name of the brand is translated as 'truth and gold', and that is precisely what 
customers receive – jewellery which is clean and original whose simplicity put them in front of their 
compe�tors. The undecorated and ar�s�c vision was also observed on the website of the brand.

A�ributes - The brand is associated with certain func�onal and emo�onal a�ributes. For 
example, Mercedes Benz, is associated with expensive, durable and pres�gious cars. 
Advantages - A�ributes must be turned into func�onal and emo�onal advantages for clients. 
For instance, the a�ribute 'expensive' turns into the emo�onal advantage 'The car makes me 
feel important'.  
Values - The brand also includes introducing the company's values. Mercedes Benz means 
good performance, security and pres�ge. 
Culture - The brand may present a certain culture. In our case, Mercedes Benz is a symbol of 
the elements which represent German culture – seriousness, quality and hard work. 
Personality - The brand may design a specific personality. Mercedes calls for prosperity, 
pres�ge and conserva�sm. 
Customer - The brand appears in the mind of customers who will probably buy and use the 
product. In the case of Mercedes, these are business people, not students, for example. 

Chapter 4. Design and branding as areas for innova�on

The design is innova�on in addi�on to the research and development ac�vi�es of companies by 
turning research into viable products and services and bringing those innova�ons closer to the 
needs of the user. Design acts as a bridge between science, technology and consumers by placing 
the user at the centre of the process. The role of the design is to strengthen the link between the 
different stages of the innova�on process: research – development - produc�on – marke�ng. The 
purpose of design is to introduce and promote technological inven�ons into prac�ce and make the 
innova�ve products commercially acceptable, easy to use and a�rac�ve to consumers. In this 
sense, the design is an instrument for innova�on in new or emerging markets, where the market 
demands a�rac�ve design and the right distribu�on channel.
The design is a tool for innova�on even in developed markets, where new products can a�ract 
customers with only minor technological improvements. Good design can increase revenue from 
sales and profit margins by differen�a�ng products designed for a new group of clients with 
specific habits, tradi�ons, and mindset For example, the invasion of food chains offering Italian 
cuisine was also accompanied by the provision of suitable containers for preparing and serving 
pasta, pizza, sauces and more. Similar is the case with the supply of Asian, Arabic and other types of 
food. In addi�on, the design has the poten�al to reduce the cost of produc�on, assembly, 
packaging, storage and transport and thus increase the manufacturer's profitability and 
compe��veness.

What is design thinking? In her ar�cle "Design Thinking as an Innova�on Strategy" Linda Nieman a 
founder of the Crea�ve at Work Adver�sing Agency describes design thinking as a methodology 
used by designers to solve complex problems and find desirable solu�ons for clients. The dis�nc�ve 
feature of design thinking is that it is not problem-focused, it's solu�on focused and ac�on-
oriented towards crea�ng a preferred future. Design Thinking draws upon logic, imagina�on, 
intui�on, and systemic reasoning, to explore possibili�es of what could be—and to create desired 
outcomes that benefit the end user (the customer).
Due to the remarkable success rate of design-led companies, the design has evolved beyond 
making objects. Organiza�ons now want to learn how to think like designers and apply design 
principles to the workplace itself. Design thinking is at the core of effec�ve strategy development 
and organiza�onal change.
Design thinking provides a structured framework for understanding and achieving successful 
innova�on outcomes in ways that can contribute to the organic growth and add real value to its 
customers. At the heart of the design process are the following stages:  

1. Defini�on, which includes monitoring and studying consumer behaviour and experience;
2. Ideas - Generate ideas in huge quan�ty for a short period of �me;
3. Selec�on of ideas for realiza�on - selec�on and classifica�on of ideas
4. Prototyping - the minimum visible product/service for which feedback from poten�al users 
could be quickly received;
5. Receiving feedback;
6. Tes�ng - whether our idea works;
7. Study and improvement.
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Consumers can choose to remain loyal to a preferred brand. The brand is 
essen�al to build a stable and long-term deman for a par�cular product or a 
service. In prac�ce, there are several possible branding strategies for 
crea�ng a new product. Some companies choose to iden�fy each product 
with a separate name ("Procter & Gamble" have developed over 70 
separate brands for their products). Other companies may choose to use 
the exis�ng brand and expand it or add it to new products ("Yamaha" is a 
brand that is equally successful for selling motorcycles, musical 
instruments and consumer electronics).

 Depth 
The purpose and clarity of the goal give a feeling of warmth and emo�on around a brand. When 
Airbnb decided to change their logo, they did something substan�al and influencing. In a live 
webcast, the company showed its customers a redesign strategy, iden�fied the central values of the 
brand and demonstrated its dedica�on to honest customer experience. Although the primary 
purpose of the webcast was to display the new logo, those 45 minutes turned in a vital experience 
making string the feeling of a community home and culture. The company now keeps on promo�ng 
its brand in a deep and emo�onal way by upda�ng security measures with full transparency and 
regular communica�on with clients through targeted and mul�lateral sugges�ons.

Studies have shown that trademarks are included and are an essen�al aspect of the overall 
innova�on process. The business literature men�ons the importance of branding in promo�ng 
new products, where brands are a vital element of the marke�ng strategy for launching a new 
product as well as other product characteris�cs such as technology, packaging, price, etc.
The building of a new brand makes it possible to create an idea with no strings a�ached. This 
might be favourable for the release of a new product, mainly if it differs a lot from company's other 
products. For instance, such was the case of Mercedes Benz releasing a new product line of small 
city cars with the new Smart brand (acronym of Smart Mercedes Art Cars) along with Smart group. If 
the product had appeared under the Mercedes brand, it would have been more confusing for 
clients and harder for the company to a�ract its clients, especially when Mercedes is famous for its 
spacious, comfortable automobiles. But crea�ng a new brand is costly and involves significant 
investments in adver�sing and promo�on. That's why some companies choose to invest in an 
exis�ng brand to rely on their image and reputa�on. For example, "Virgin" is launching many 
products and services across markets, always using the same brand.

The famous Bulgarian tennis player Grigor Dimitrov already owns a 
registered trademark for his name on the territory of Bulgaria. 
The registra�on of the trademark was published in newsle�er 05/2015 of 
Patent Office. The fact that the trademark is already registered its future 
u�liza�on could be done only with the individual wri�en approval of the 
tennis player.   

 Breaking old norms 
The strategies which destroy already exis�ng norms could make a whole industry reconsider its 
behaviour. PillPack is the first online pharmacist's which was created to help people take the right 
medicine at the right moment. The company works together with a packaging company which 
delivers packed the dozed medicines to the clients. The design of all elements of the company's 
vision (including customer interface of the system for making schedules of the medicines, the 
packages of doze medicines, and the web design) are simple, intui�ve and created for the ordinary 
user). PillPack threw down the gauntlet to the confusing and had to understand the language of 
tradi�onal pharmaceu�cal companies. 

A  bold statement 
A bold phrase or a quote could create a new and original a�tude towards something that already 
exists. Tina Roth Eisenberg started her own business a�er her daughter came back from a party 
with a bad looking temporary ta�oo. She, as a designer, was disappointed that there were people 
who suggested such an ugly art. And she took the chance. Ta�ly is now a company which makes 
designs for temporary ta�oos and work in coopera�on with brands like Forever 21, Urban 
Ou�i�ers, J. Crew, and many others. This is a big niche industry, but the company managed to exert 
influence in a brave way. 

An innova�ve idea 
An innova�ve idea could generate emo�ons and create brand loyalty in an unexpected and long-
las�ng manner. For example, Johnnie Walker sponsored the 'Future' gallery where were presented 
pieces of art not created yet. In that gallery, 10 ar�sts presented blank sheets promising to create 
impressive things for them and dared people to buy the sheets in advance giving a chance to their 
talent. The auc�on sold three �mes more pieces of art than expected. Although Johnnie Walker is 
not famous for their taste for art, this ini�a�ve was a physical manifesta�on of the personality of 
the brand – trust in people's poten�al; the transforma�on of the way collectors buy new stuff; 
changing the way new ar�sts start their career. Ge�ng out of its comfort zone, Johnnie Walker 
humanized its brand as it upheld and inspired the central part of its target auditory.

Symbolism
Powerful symbols overbear words and ac�vate emo�ons. Lego is a brand which mostly produces 
games for children, but despite that, the brand captures the fantasies of almost everyone no ma�er 
how old are they. Lego creates something much more than colourful plas�c bricks; they promote 
the crea�vity of adults as well. The brand symbolizes something more than toys; it is a world of 
possibili�es. 

Meaning 
If you devote yourself to the establishment of a genuine connec�on to your auditory, you will 
automa�cally increase the chances to receive an emo�onal response. The founders of Warby 
Parker glass store wanted to provoke their customers not only with stylish glasses at reasonable 
prices but also with their mission. With every pair of glasses they sold, the company made a 
dona�on for op�cal training in developing countries. If we set aside the fact that Warby Parker 
provoked the norms in the industry with significant stagna�on, the social dimensions of the 
business model is an innova�ve approach which serves as an example of many other companies.
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The law defines three main paten�ng criteria for inven�ons that each inven�on must cover at the 
same �me in order to be patented:

џ Novelty - a new element that was not part of state of the art, i.e. has not been described, 
produced or used. The novelty is judged from the point of view of whether informa�on 
about the inven�on or its use is publicly available.

џ Inventory step - the inven�on should be the expression of real technical progress, there 
is an inven�ve step. Namely, an inven�on must be not only new but also innova�ve.

џ Industrial Applicability - The inven�on will easily meet this criterion if it finds applica�on 
in industry or trade, for example, energy, machine building, agriculture and other 
industries. It also has to actually be able to achieve its goal - to produce a product, to do 
some ac�vity for which it is intended. Next, the inven�on also has a rela�vely high degree 
of reliability.

A license is a word of La�n origin that means an authoriza�on to perform a par�cular ac�on. The 
license defines the specific ac�vi�es that are permi�ed and the specific condi�ons to be respected. 
Unlike contracts, in most cases, the license is closely related to the laws of the state, and failure to 
comply with the condi�ons laid down automa�cally removes the authoriza�on to carry out a 
specific ac�vity. All so�ware products including the free ones are usually accompanied by a license 
that sets out the condi�ons under which the so�ware can be used legally. Under the license, each 
so�ware is licensed for more than one computer or just one. Some licenses allow the so�ware to be 
installed on more than one computer, but can only be used by one user (some�mes the number of 
users is explicitly specified) .

Chapter 5. Innova�ons in the packaging of the product

The growing importance of a healthy lifestyle affects the packaging of products. Consumers 
already clearly outline four main aspects of packaging who want to see in every product:

џ Easy and fast-to-understand informa�on on the energy and nutri�onal value of 
products;

џ The freshness of the products - plas�cs packaging now competes with metal cans and 
glass jars as they provide extended life�me through impermeability to vapours and 
gases, but there is also a renaissance of classic food preserva�on solu�ons;

џ Safety - Users' requirements are already being implemented through innova�ons such as 
�me stamps - temperature indica�on with a colour change to assess freshness of the 
product; printed circuit boards for the intelligent packaging of bulk goods; smart print 
inks; radio frequency transducers and more.

џ Convenience - where func�onality and aesthe�cs are necessary parameters by quickly 
adap�ng it to changing ea�ng habits and the corresponding need for smaller or 
promo�onal packaging. As the variety of products grows, and shopping is quicker and 
more comfortable, the packaging should send a clear message through bright colours 
and dis�nc�ve shapes.

Packaging represents one solu�on for sa�sfying consumers' needs, the Braille le�er on 
pharmaceu�cals is another. Therefore, colour, graphic images, textures, shapes and materials play 
an important role in shaping brands and expanding the variety of packaging. Without dras�c 

Trademarks may be used on their own or in addi�on to other trade protec�on mechanisms such 
as patents, licenses, etc. Some companies use them primarily in addi�on to patents. At first, the 
company creates a popular brand as a patent, and when the product has already gained sufficient 
popularity, they will retain the already established market posi�on by registering a protected 
trademark. This is par�cularly important in the pharmaceu�cal industry where trademarked 
products are o�en more successful than their equivalent because of the con�nuous innova�on 
process to add or remove various substances or ingredients to adapt to the treatment of specific 
diseases.
Trademarks can also be used to protect innova�on, and an excellent example of this is Coca-Cola's 
low-sugar product introduc�on strategy. Thus, they can be used to implement strategies for the 
ini�al introduc�on of a new product with a logo of products that are well accepted by the market. In 
this way, intensive adver�sing campaigns a�ract early consumer interest. Customer needs and 
sa�sfac�on have a vital role to play in improving brand iden�ty and value. Customer sa�sfac�on is 
what drives the interests of brand managers, customer service directors, and other stakeholders. 
Some experts see in the crea�on and management of the brand the bo�om-up effect needed to 
form consumer interest by organizing and conduc�ng effec�ve adver�sing campaigns. In the 
1990s, a significant number of countries changed their trade laws to avoid and manage the 
damage and risks that may be caused of the use of similar trademarks in other non-compe��ve 
markets. This corresponds to protec�on against so-called "trademark dilu�on". This means that 
some well-known trademarks may be used for products or services that are neither iden�cal nor 
similar to products or services such as the trademark registered by the owner.
The primary methods of trademark protec�on are two - paten�ng and licensing. The patent 
protects specific objects of intellectual property, namely inventors' inven�ons. These are objects 
whose high value derives mainly from their original design and their ability to solve technical 
problems through innova�ve methods. Since the process of crea�ng inven�ons takes �me, effort 
and resources, the law grants specific property and non-material rights to the inventors' inven�ons. 
These are such rights, the exercise of which, in principle, does not bring economic benefits. An 
example of a non-material right is the right of the inventor to be named as such in the patent 
applica�on, publica�on of the patent and the patent cer�ficate. More essen�al rights are the 
proprietary right which give inventors the opportunity to gain economic benefits from their 
ac�vi�es. There are three proprietary rights that provide patent protec�on:

џ Right to use the inven�on, including its manufacture, imita�on, sale and import;
џ The right to prohibit others from using the inven�on;
џ The right to authorize third par�es to use the work.

Ideas or theories cannot be patented. We need to manifest our idea in a specific inven�on. No 
ma�er how innova�ve our solu�ons and methods are, it is not enough just to describe them.
Where "design patent" means protec�on of the appearance of a product, protec�on is provided 
through "design registra�on". Where "design" is a logo, other image or a sign, including the wri�ng 
of words or parts of them with wri�en marks created for that purpose (but not whole fonts), the 
protec�on should be through "trademark registra�on" . It is possible for an enterprise to realize its 
output marked with one or more trademarks that do not match its trade name (the company). 
Matching a trademark with the name of a company is risky, especially when the owners are more 
than one.
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џ Use the back of the label for transparent products in transparent packaging. Thus, instead of 
two, a two-sided label can be printed, which can be read even though it is glued to the surface. 
This way you save costs and �me for labelling of your products

џ Try metallic effects. The use of packaging made of a deriva�ve of metallic colour and hardness is 
a good solu�on when comparing the cost of manufacturing cardboard, metal, copper or another 
packaging.

џ The packaging must have a design corresponding to the target group. Packs of goods intended 
for children can have printed characters of fairy tales and even recreate fabulous stories. In this 
case, the issue of copyright arises.

Chapter 6. Innova�ons in product placement and pricing

Emerging consumer habits, distribu�on channels, and globaliza�on have led the food industry to a 
state where leading companies increasingly listen to their customers to understand their needs. 
Here are some examples of product placement innova�ons that have been applied by leading 
companies in the food industry:
In-depth customer understanding - "Everything we do starts with the thought of consumers, we 
listen to the consumer mood when developing our por�olio," said Ken Powell, CEO and General 
Manager of General Mills. “Through an in-depth analysis of the a�tudes and habits of our 
customers - what foods they like, where they shop, and how they prefer to cook - we quickly respond 
to their needs with products that offer innova�ons in terms of healthy lifestyle, enhanced 
convenience, and superior taste”. Market tendencies place the focus on protein cereals and yoghurt, 
snacks and well-prepared dishes with bright and bold tastes, whole grains and gluten-free. The 
growing number of overweight people, regardless of their age and social status gives bakers the 
chance to develop and offer a variety of gluten-free and wheat flour products, bread-free bread and 
other enhancers.
User Tes�ng - In search of new product ideas, Taco Bell developers decided to explore social 
networks and analyze the behaviour of compe��on. Every Friday, the company's team organized the 
so-called "Grocery store" to track trends in retail. Based on the results, the company's research team 
decided to test each new product in pre-selected restaurants to get feedback from their customers. 
Nowadays, every product of the company goes through over 100 different tests un�l it is placed on 
the market. One of the most famous products of the company - "Waffle Taco" is changed over 80 
�mes in terms of shape, weight, thickness, the intensity of the vanilla aroma, etc.
Innova�on in taste characteris�cs - "Valio" is one of the biggest Finnish company that produces 
dairy products. The company focuses on developing innova�ve products for consumers who are 
interested in a healthy lifestyle. According to the studies, between 15 and 20% of the Finnish 
popula�on is lactose intolerant. In some Mediterranean countries, nearly half of the popula�on has 
such intolerance, and in most Asian countries almost everyone cannot consume products containing 
lactose. Following these trends, Valio began produc�on of over 100 different lactose-reduced milk 
products. A�er a lengthy process of research and numerous developments, the company managed 
to patent a unique process for the produc�on of lactose-free milk based on chromatographic 
separa�on that has similar taste characteris�cs to real milk.
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Figure 27. Main trends in the packaging of foodstuff

changes, packaging can be op�mized using lighter and / or alterna�ve packaging materials, which 
improves environmental friendliness and reduces costs. The best redesign solu�ons are achieved 
through direct dialogue between designers and suppliers. The major design changes require higher 
inputs. However, they achieve more sustainable results. Research shows that the best way to 
a�ract and retain the buyer's a�en�on lies in refreshing the packaging. This can be achieved by 
reducing the use of materials, embedding a new graphic layout and reviewing the overall packaging 
design. New design refreshes the image and increases the durability of the packaged product while 
increasing sales.

No ma�er if we are going to pay a designer company or we are going to generate ideas on our 
own, we need to follow some basic techniques and innova�ve ways of packaging our products:
џ Create a reusable packaging. The effect is twofold – it implies environmental awareness and 

limits the irra�onal use of natural resources;
џ Add something dis�nc�ve to the standard package. The company's logo, a geographical, 

nature or another landmark will make your product unique and recognizable!
џ Create a packaging that implies and mo�vates fo a long-term usage. The beau�ful packaging 

impresses and it is the natural reac�on of the user not to throw it away immediately a�er 
opening, but to leave some �me to think if he can not use it for other purposes.

џ Add humour. It is a good thing to have a lightweight entertainment element. Such a pack 
provokes, draws a�en�on and demands to be used for other purposes.

џ Company colours should dominate! The language of colours is necessary because of the 
messages they send. Different colours of packaging can s�mulate or ini�ate individual user 
behaviour. Psychologists have found that the tones of our immediate surroundings can help in 
accomplishing specific tasks. For example, the green colour symbolizes efforts to protect the 
environment.
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Online marke�ng is a form of marke�ng that uses various forms of internet marke�ng, such as 
pay per click, search engine op�miza�on campaigns, email campaigns, and banner ads. Online 
marke�ng uses a different toolbox than tradi�onal marke�ng, and so has the poten�al to reach 
more users. Online adver�sing is significantly cheaper than tradi�onal adver�sing methods. 
Placing a free ad in an online business catalogue can reach far more poten�al customers than using 
tradi�onal paper catalogues. This adver�sing method becomes more accessible and more efficient 
than tradi�onal ones such as mailing, prin�ng and distribu�ng promo�onal brochures, and so on. 
The e-mail adver�sing campaign is much more cost-effec�ve, efficient and environmentally 
responsible than sending thousands of printed messages through tradi�onal mail. Another 
advantage of online marke�ng is that you can track the outcome of each individual ad campaign, 
post, etc. The results can be presented in detailed graphs that represent traffic growth, reaching 
poten�al customers, sales and more. Using free tools to analyze traffic and clicks, such as Google 
Analy�cs and others, can be extremely useful in this direc�on. Online marke�ng offers 
demographic pla�orms that allow targe�ng to specific users or groups of users who are likely to 
purchase the product or service you offer. Here are some excellent examples of marke�ng 
campaigns:

service he desires and also find a trader who can sell it at the price he / she wants. One of the most 
popular online stores is www.priceline.com, which has branded its concept "Name your own 
price". Ini�ally, this method of determining the price of a good or service was applicable only to 
clients that had membership cards.

Innova�ve pricing and dissemina�on
Pricing innova�on is not new and is o�en applied even by the music industry. In 2007, the rock band 
Radiohead realized the exo�c idea of   asking their fans to pay-what-you-want download to 
download their new album "In Rainbows". The campaign lasted three months and a�racted a vast 
audience. The main conclusion is that instead of inves�ng large amounts of money in promo�ng 
and distribu�ng a music product, the group makes it more accessible to a broad audience with a 
variety of financial capabili�es. It has been found that this pricing method has a strong impact on 
online music sales.

Price promo�ons for ci�zens with more free �me. In the early morning hours of the day, coffee 
shops in the centre of Blagoevgrad offer morning coffee and a glass of mineral water to their clients 
at discounted rates. The low prices are mainly used by elderly people. The managers of the 
establishments appreciated the early awakening of elderly people and a�racted them with low 
coffee prices and the opportunity to develop and expand their social contacts.

Chapter 7. Main channels for introduc�on of marke�ng 
innova�ons

Amazon is the world's largest online retailer with a unique business model. First of all, the 
company sells goods directly through its online store. This store is powered by an extensive 
warehouse network. In addi�on to direct sales, Amazon also supports a retail pla�orm. In this way, 
"Amazon" avoids reten�on of stocks of slow-moving goods and manages its profits more efficiently.
Just as "Amazon" is known to most American consumers as the �tan of e-commerce, the Chinese 
online market is dominated by Alibaba. China's online giant acts as an intermediary between 
buyers and sellers, facilita�ng contact and managing the buying process through a well-developed 
network of online stores. Taobao's largest is an online store where neither vendors nor buyers 
receive a commission. Seven million ac�ve Taobao sellers pay only to rank higher on the site's 
internal search engine, thereby genera�ng revenue for Alibaba.

"Help for Women" is a UK NGO working to prevent domes�c violence of women. As a result of 
working with a leading adver�sing agency, the company is developing an interac�ve ad that 
portrays a woman with facial scars. The ad uses Face Detec�on technology and monitors the length 
and number of people who are viewing the image. The more people view the ad, the faster the 
scars on the face of the woman disappear from the image. The message of the campaign is, "Do not 
close your eyes to domes�c violence.”

The German pet food company Granata Pet Dry dog   food has developed a pavilion called the 
Snack Ball Machine, which is installed in parks in a number of German ci�es. The kiosk can launch 
special balls for pets. Each ball has a built-in sensor that measures different characteris�cs such as 
speed, distance, and so on. Pets returning the ball back fast enough (based on distance tracing) are 
considered healthy and receive a cup of dog food as a reward from the machine.

Innova�on in pricing
Innova�on in pricing involves the use of new strategies in pricing for the marke�ng of goods or 
services. Examples of this may be the first use of a new method of changing the price of a product or 
a service in accordance with current demand (for example, lowering the price when the demand is 
low) or introducing a new method allowing customers to choose their desired product 
characteris�cs on the company's website, etc. New pricing methods, the sole purpose of which is 
price differen�a�on by consumer segments, are not recognized as innova�ons. Seasonal, regular, 
and other rou�ne changes to marke�ng techniques generally do not represent marke�ng 
innova�ons. In order to become innova�ve, such changes should necessarily include marke�ng 
methods that the company did not use before. For example, a significant change in the design or 
packaging of the product based on the concept of marke�ng that has already been used by the 
company for other products is not marke�ng innova�on. In a similar way, the use of already exis�ng 
methods in marke�ng for the acquisi�on of a geographically new market or a new segment of the 
market is also not to be considered as a marke�ng innova�on (for example, a new socio-
demographic group of clients). Here are some examples of innova�ons in pricing:

Reverse Pricing
The Internet allows consumers to be not only the "recipients" of the price but to define it 
themselves. Since 2005 there are online stores where the user can specify a price for the product / 
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Social media

Adver�sers are now massively using social media to master ads on the web. The direct social 
networking campaign is related to crea�ng a home page through which the company 
communicates with its clients. Indirect adver�sing on social networks is paid for reaching content 
to more users, depending on the budget. Different social media combine different types of users. 
Based on demographics and a target audience profile, you can choose the type of social media in 
which the ad could reach the maximum number of users, and also achieve the best results.

Success story 1: Hotel “Tanne”, Bansko, Bulgaria 

Chapter 8. Case studies – best prac�ces of integrated 
marke�ng innova�ons

The main results of the introduc�on of the innova�on are:
џ Improved company image;
џ Increased the leng of stay of visitors;
џ Increased number of returning customers;
џ Increased posi�ve reviews by visitors.

Descritpion of the innova�on: Hotel “Tanne” is a four-star whole-year luxurious Bulgarian-
German hotel located on the outskirts of Pirin mountain in one of the most beau�ful Bulgarian 
towns – Bansko.
 A priority of the management of the hotel is the high-profit segment of users who buy diverse 
tourist products that include many tourist ac�vi�es. The hotel has developed the following 
innova�on. If a young couple decides to make their wedding in the hotel, the administra�on 
could provide them with op�onal inclusion in the “Almanac of Newcomers in Family Life”. As well 
as a form of enrolment in an honorary service form, this book represents a valuable database for 
keeping in touch with family couples in future. It contains informa�on for a place of living, birth 
dates, wedding anniversaries, big holidays, children birthdays, etc. The contact could be released 
through postal or email address, groups of the hotel in social media, websites for reserva�ons 
with feedbacks and recommenda�ons. 
This type of communica�on is par�cularly important for contac�ng foreign customers who do 
not visit the town of Bansko on a regular basis. This communica�on channel could also be used 
when announcing important sports events and cultural fes�vals in Bansko where each couple 
could be invited. This innova�on aided the hotel to overcome the seasonal occupa�on issues. 
The administra�on of the hotel uses this communica�on channel to send gree�ng cards, a bo�le 
of wine for an anniversary of the wedding, births and other holidays of children. The 
administra�on of the hotel can develop and give a “Member of Tanne-society” cer�ficate to 
every visitor of the hotel. This type of rela�onships became a family tradi�on as next-genera�on 
family members became visitors of the hotel.

The Austrian comany Red Bull is one of the leaders in global marke�ng. At the heart of the 
company's successful marke�ng strategy lies the support and organiza�on of various extreme 
spor�ng events around the world. The brand name and its primary product could be seen at various 
compe��ons, e.g. where the par�cipants descend from a 30-meter ramp with hand-made 
aeroplanes in water to Formula One races.

Nike is a mul�na�onal corpora�on that produces sports equipment - shoes, clothing, accessories, 
etc. It manages to develop its global presence by signing long-term contracts for sponsorship of 
sports teams, individual athletes, events and others. An example of such a successful partnership is 
the long�me rela�onship of the company with the football team of Manchester United. Also, the 
online pla�orm NikeID offers users a way to develop personalized colour and design solu�ons in the 
sports shoe industry. This is another innova�ve strategy that the company uses to expand its 
market presence on an interna�onal scale.

Coca-Cola is an excellent example of a brand that develops its marke�ng campaign globally. 
Although it is a large corpora�on, Coca-Cola organizes many campaigns and charity ini�a�ves on a 
local level - in poor and isolated areas and communi�es. In Egypt, the company has funded the 
construc�on of 650 clean water installa�ons, as well as numerous food supply and humanitarian 
aid campaigns in the Middle East. In India, Coca-Cola sponsors the "Support my school" ini�a�ve, 
which aims to improve the condi�ons in local schools.

Kreston Bulmar is an accoun�ng company in Bulgaria, providing accoun�ng services, tax consul�ng 
and training through headquarters and offices in all major ci�es of the country. The company has its 
own blog where company experts regularly publish ar�cles related to various topics, such as the 
VAT regime, administra�ve viola�ons, customs regimes, and other topics related to the company's 
core business and exper�se. The content is original and published on a weekly basis to a database 
of subscribers and followers. Thus it is indexed and ranked in Google and other similar search 
engines. This improves the reputa�on and image of the company and provides the basis for 
a�rac�ng new customers. 

TV adver�sing

TV adver�sing is one of the most popular ways to transmit mass messages. In 2016, adver�sers 
around the world spent 480 billion dollars on television adver�sing. TV adver�sing offers many 
advantages, with a direct and powerful impact and reaching a wider audience of poten�al 
customers. However, television as a means of adver�sing has certain limita�ons that reduce its 
effec�veness. At any �me, the viewer may ignore or interrupt the ad. Many modern television 
receivers give full control to the viewer on the content being played, allowing to record, interrupt, 
and skip content (including adver�sements).
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Success story 4: SP Kiril Kirilov – Perun, Blagoevgrad, Bulgaria

The main results of the introduc�on of the innova�on are:
џ Reduced maintenance and staff costs (the number of staff decreased by 30%);
џ Increased sa�sfac�on, especially for corporate customers, due to the 

possibility of delivery on site;
џ Increased share of corporate customers through the se�ng up of an 

adver�sing agency;
џ Increased profit and turnover.

Descrip�on of the innova�on: Kiril Kirilov - Perun is a company that trades with sta�onery and 
office consumables in the town of Blagoevgrad and the region. 
The innova�on that was introduced by the company has two aspects and it was related to the 
development of an addi�onal business ac�vity. The company created an adver�sing agency in 
parallel to its main ac�vity. The idea of the management was to use the same popular and well-
established brand, i.e. “Perun” for the adver�sing agency. The new company was named “Perun 
Design” and aimed to shi� the main ac�vi�es of the company to the online marke�ng and sales. 
The other organiza�onal enhancement was related to the op�miza�on of the main ac�vity of the 
company. The main shops of the company (bookstores) were rented to external contractors. The 
main company opened larger warehouse and storage facili�es. The main idea of this new 
business model was to have customers order all necessary sta�onery online through a web-
portal and have them delivered through a courier service.   
At the same an office of the adver�sing agency was set-up which consulted customers on their 
adver�sing projects and campaigns. 
In order to a�ract younger customers (students), every summer the company has been 
organizing a textbook exchange campaign where everyone could exchange their old textbooks 
for new ones. 
User data and analysis showed that in many cases customers were a�racted to a certain brand or 
a model through the adver�sing campaigns that were carried out on the company page on 
Facebook. 
The adver�sing agency was benefited by the fact that the host-company had a vast contact 
network with suppliers of consumables and sta�onaries. In addi�on, the name and the brand 
“Perun” were well-known to customers of Blagoevgrad and the region. The various shops of the 
company outside the region of Blagoevgrad (Petrich, Sandanski, Gotse Delchev) were rented to 
former employees, thus op�mizing their indicators and boos�ng their sales.
Typical company employees were trained to become warehouse operators and trade 
representa�ves.  The company realized all its opera�ons without the help of any external 
funding. 
Currently, the company is se�ng up an online pla�orm for design and purchase of various tex�le 
adver�sing products such as t-shirts, flags and other sports apparel. The pla�orm allows the 
customer to design his/her own product by choosing a decal, colour and specific proper�es of 
each product. A delivery to a specific address is also provided.

Success story 2: Octo Group Pro, Strumitsa, Macedonia

Success story 3: Niramar Ltd., Bansko, Bulgaria

The main results of the introduc�on of the innova�on are:
џ Unique solu�on for adver�sing products that reach more poten�al customers;
џ Increased turnover;
џ Increased profit;
џ Be�er company image.

The main results of the introduc�on of the innova�on are:
џ Increased customer sa�sfac�on;
џ A�rac�ng foreign tourists;
џ Increased revenues;
џ An expanded network of interna�onal contacts and clients of the company. 

Descrip�on of the innova�on: Octo Group Pro is a company engaged in the field of online adver�sing 
and marke�ng ac�vi�es. The marke�ng innova�on that was introduced by the company was related 
to the development of an online pla�orm called Famenote for connec�ng brands with people who 
are popular on social networking sites - influencers (Instagram, Facebook, Twi�er and YouTube), and 
have an authen�city that can easily promote different products & services. They work together to 
create an authen�c story and a highly targeted marke�ng campaigns. The pla�orm is the place where 
brands can find, engage and collaborate with influen�al creators of content on social media to 
promote their products and services. The Famenote internet pla�orm is used very easily and in fact 
the en�re process can be described in 3 steps: Step 1: Crea�ng a campaign by businesses - A 
descrip�on of the campaign and budget framework. Step 2: Connec�ng with Influencers on the social 
media - Researching by content filtering or receiving proposals and nego�a�ng with content 
creators. Step 3: Content review, campaign start-up, measurement of results. The customer approves 
the campaign and starts to measure results. By using the FAMENOTE pla�orm, brands can easily find 
the appropriate influen�al people (influencers) and achieve quality coopera�on. The pla�orm offers 
a "win-win" situa�on for client companies and influencers. Benefit for client companies is through 
authen�c promo�ons to reach out to their target group around the world. Benefit for Influencers is 
that they can maximize their revenue in partnership with brands by crea�ng sponsored content. 

Descrip�on of the innova�on: Niramar Ltd. is a travel agency opera�ng on the territory of Bulgaria. 
The innova�on of the company has three components and represents a complex tourist product 
based on the three aspects of environmentally friendly u�liza�on of natural sources for achieving 
posi�ve effects on the peripheral nervous system. The innova�ve tourist product combines the 
effects of sea lye, mud and mineral water for improving the overall health status of the individual, as 
well as for comba�ng various diseases. 
The main idea is to combine the typical intensive programme of a recrea�onal tourism with physical 
exercises, diet, sport and tourism into a single tourist product. Thus each client of the company 
receives an individually designed product tailored to his/her specific health and tourism needs.
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Success story 6: Procorp DOOEL, Strumitsa, Macedonia

Success story 5: Joka DOOEL, Strumitsa

The main results of the introduc�on of the innova�on are:
џ Excellent solu�on for adver�sing and extra revenue for vehicle owners;
џ Increased turnover and profit of the company;
џ Enhanced company image.

The main results of the introduc�on of the innova�on are:
џ Increased trust of the company's customers;
џ Increased number of new clients;
џ Promoted products of the company at na�onal level;
џ Enhanced company image at the local level and improved communica�on and 

customer feedback.

Descrip�on of the innova�on: Procorp DOOEL is a so�ware company that provides services in the 
field of web and mobile applica�ons development. PowerAD is a marke�ng pla�orm for connec�ng 
drivers and brands to create powerful adver�sing on vehicles, crea�ng a mutually beneficial 
rela�onship between car owners and leading companies on the market. PowerAD is innova�ve “Pay 
per kilometre” adver�sing pla�orm. Each customer is assured of directly measurable results and 
improved security of the web pla�orm. Each customer (adver�ser) and drivers gain access to 
powerful GPS pla�orm tracking, analysis and repor�ng of new campaigns, no�fica�ons, sta�s�cs, 
offers scalability and promo�ons supplemented with bonus offers/ campaigns. The relevant control 
provided by the powerful and intui�ve PowerAD pla�orm protects drivers and brands. Each member 
of the PowerAD network passes cer�fica�on process even before gaining access to it and making the 
transforma�on of the vehicle. Advantage of PowerAD pla�orm compared to the compe��on 
(billboards, web portals and TV) is: (1) it uses smart technology; (2) Security; (3) Direct measurement 
via GPS and sta�s�cs; (4) Innova�ve, unique in the market and powerful ads on vehicles; and (5) 
Direct coopera�on with the clients is achieved. Procorp offers to the users 3 packages to rent their 
vehicle as an adver�sing space while earning addi�onal revenue per month through the PowerAD 
pla�orm. Users can choose one of the three packages: full, par�al or panel branding of the vehicle, 
and depending on the selected package, their poten�al earnings are determined.

Descrip�on of the innova�on: The company Joka from Strumica decided to have to adver�se its 
products in a different way. An experienced nutri�onist was engaged to present its products. In a 
coopera�on with one na�onal TV sta�on, a show for a healthy diet has been organized, where the 
nutri�onist gives advice on a healthy lifestyle and diet, and at the same �me recommends Joka's 
products. A�er the show, the company received a large number of posi�ve reac�ons from its exis�ng 
clients, but new clients were also acquired, who learned about the products and their proper�es 
through the nutri�onist's advice. The marke�ng innova�on is in line with the company's slogan: 
"Think naturally, feed healthy". In addi�on, in 2017, the company's management decided to ac�vely 
support all social and charity events in the municipality of Strumica and the region. This ac�on 
improved the image of the company at the local level and increased the interest in its products.
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