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Abstract
The purpose of this paper is to research strategic innovation in the Chinese cosmetic industry. The constituents of
strategic innovation were analyzed from nineteen types of strategic innovation in the paper. With Exploratory
Factor Analysis, the result of this paper came up with the concept of strategic innovation for the cosmetics
industry in the Chinese market. Strategic innovation could be defined as: Strategic innovation is anything that
tends to create new market, by enhancing product or service value in order to disrupt competition.
Keywords: strategic innovation, Chinese cosmetic industry, new market creation, product value addition,
competitive disruption, service value addition
1. Introduction
Strategic innovation research was conducted during the 1980s and early 1990s (Burgelman, Kosnik, and Van,
1988). Gary (1998) mentioned that strategic innovation was the only method for small companies and new
comers to be successful as they have minimum resources. Strategic innovation is believed to create strategies,
and come up with unique products or services and new processes to improve growth to change the game and
produce new value for corporations (Derrick and Soren, 2007).
In a specific industry, with the deepening of globalization, an enterprise with a dominant position could further
expand for market share, while firms which have fallen into an inferior position should analyze the main causes
of the gap, and try to create something new in order to seek a unique market space. At this point, the traditional
strategic model is facing severe problems and the traditional mode of operation is unable to meet business
survival needs. The absolute importance of strategic innovation in the modern competitive climate has also been
tested widely. Meanwhile, cosmetic firms in the Chinese market are competing intensely(Wu & Pangarkar, 2006).
Globalization has changed the environment of these firms. Many cosmetic firms need to recombine available
resources according to their environment. Thus, strategic innovation becomes one of the core competitiveness
for these firms (Snyder & Duarte, 2003). This study focuses on the constituents of strategic innovation within the
cosmetic industry in the Chinese market.
Strategic innovation reconceptualized the companies’ business models and reshape their existing markets.
Strategic innovation could build a new market share (Kim & Mauborgne, 1999), and strategic innovation means
changing the rules of the game of the corportaions (Markides, 1997). Moreover, strategic innovators are believed
to be able able to overcome conventional logic by developing a new ‘theory of the business’ that creates a new
market space (Kim & Mauborgne, 1999). Researchers like Rajoapalna and Speritze (1996) believe that strategic
innovation is to achieve sustained growth by responding to the external environment and internal changes.
2. Research Problems and Question
Foreign firms have managed to dominate the Chinese cosmetics market by being quick in entering the market,
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and introducing their brands through heavy investments (Ronald Ho, 2002). These firms generate a majority of
the whole industry revenue, and they are preferred by consumers over domestic cosmetic firms. Multinational
companies developed strong footprints while Chinese companies have not developed adequate practices for
innovation (Dekkers 2009). With the rapid development of foreign cosmetic firms in the Chinese market, their
strategies are imitated simply by domestic cosmetic firms for better performance (Li & Chen, 2011). The
question of whether strategic innovation influences corporate profitability and growth has not been seriously
considered by Chinese domestic cosmetic firms.
Although the cosmetics industry has been increasing at an annual increase of 13 percent in the past decade (TNS
project, 2007), the domestic cosmetic firms still have trouble in acquiring a strong competitive power in the
marketplace. Chinese cosmetic enterprises face competitive pressures of globalization. China’s cosmetic firms
need, not only practical experiences in business strategy development but also support from a theoretical
foundation (Wu, 2002). There were some research on specific industry, country and only famous companies
were analyzed (Cho & Pucik, 2005; Elenkov et al., 2005; Jackson & Debroux 2008). Past researches had
provided models that were based on theoretical concepts. The models were not validated with empirical data and
did not go through a series of statistical tests to assess psychometric properties (Brainard & Tobin, 1968) and
though the relationships among strategic innovation, profitability and growth were analyzed in past literature
(Cho & Pucik, 2005), Chinese firms were not included in the analyses.
The aim of this paper is to explore the constituents of strategic innovation in the Chinese cosmetic industry.Two
kinds of firms are involved in this study. One is foreign cosmetic firms which are doing their business in the
Chinese market, and another is domestic cosmetic companies which sell cosmetics to local customers. In order to
achieve the research objectives, only cosmetic firms which were involved in strategic innovation were chosen as
samples.
3. Literature Review
There have been a growing number of researches discussing about strategic innovation over the past decades.
Strategic innovation is a crucial means to create competitive advantage (Baden & Pitt, 1996; Baden & Stopford,
1994) and to beat the commodity magnet (Rangan & Bowman, 1995). Strategic innovation refers to a situation in
which firms succeed dramatically in attacking an established industry leader (Markides, 1997; 1998), thus
creating competitive advantage. In some researches, strategic innovation is used for creating a new marketplace
(Kim & Mauborgne, 1999) by firms changing the rules of a game, and not by playing a better game than other
players (Markides, 1997). Drucker (1994) believes that the competitive game is driven by firms following
well-defined traditional approaches to the market. Authors such as Baden & Stopford (1994) have argued that
many industries pose the challenge of maturity in which established and unquestioned mindsets of managers lead
to more or less fatalistic attitudes. Rajoapalna and Speritze (1996) believe that strategic innovation achieves
sustained growth by responding to the external environment and internal changes. With strategic innovation,
firms could distribute qualified services with new methods to distant customers. Firms also need to build up
multi-disciplinary exercises for the changing rules (Derrick & Soren, 2007).
Some former practitioners and researchers treat strategic innovation as an all-inclusive term even though they are
referring to very different events and processes (Cooper, 1990). The definition of strategic innovation from Daft
and Becker (1982) includes different types of innovation, like new services or products. Damanpour and
Schneider (2006) believe innovations could be a new product/service, a new structure or administrative system, a
new production process technology, or a new plan or program, process, product, or service which is new to
organizations. According to Zain (1995), strategic innovation is always the output of successfully matching
organisational requirements with environmental changes e.g., new ideas, process, techniques and services. After
reading literatures, totally nineteen types of strategic innovation were gathered. Table 1. lists the ideas from
literature.
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Table 1. Types of strategic innovation
Types of strategic innovation
Product Innovation
Packaging Innovation
Research and Development
Communication innovation
Corporate Financial Innovation
Human Resource Innovation
Material Innovation
Alliance and Network
Sale channel innovation
Marketing Innovation
Mergers & Acquisitions
Inbound Logistics Innovation
Outbound Logistics Innovation
Operations Innovation
Sales Innovation
Service Innovation
Procurement Innovation
Technology Innovation
Firm Infrastructure Innovation

Authors
Goldenberg & Mazursky, 2002
Matusow, 2010
Martin & Michael, 1994
Chua & Morris, 2009
Bhattacharyya & Nanda, 2000
Holbrook & Hughes, 2000
Parker, 1986
Cooke, 1996
Stuart, 2010
OECD, 2005
Vijay & Rakesh, 2008
Sameer, Cindy & Michelle, 2006
Sameer, Cindy and Michelle, 2006
Hammer, 2005
Stevenson, 2011
Nijssen et al., 2006
Denali, 2010
Sagar, 2006; Butler, 2006
Michael et al., 2009

Goldenberg and Mazursky (2002) believed with product innovation, the firm made new products, or upgraded
old products to meet consumer demands. Matusow (2010) said packaging Innovation was the firm used new
packaging and new designs of brands and entire product categories to show the inner spirit and the unique
organizational culture of the enterprise. Martin and Michael (1994) thought the firm already set a Research
&Development centre to revise product technology and range of products. Chua and Morris (2009) thought
communication innovation was the firm found ways to better active listening and feedback to conquer barriers to
transmit ideas and information to consumers, employees and share holders. Bhattacharyya and Nanda (2000)
said financial innovation was the firm already developed a corporate financial system in order to improve
operational efficiency and reduce costs and risks. Holbrook and Hughes (2000) said human resource innovation
was the firm already developed some new programs to better retain and recruit employees. By material
innovation (Parker, 1986), the firm made some material qualities improvement. Cooke (1996) thought alliance &
network was the firm had venture partners to develop some specific marketplace solutions, co-brand the
products/ services in a particular geographic district, or joint funds for mutual investment. Stuart (2010) said
channel innovation was the firm chose many new types of sales channels, like direct sales, online store sales and
supermarket sales etc. In OECD (2005), marketing innovation was the firm developed new marketing methods
like product promotion or pricing. Vijay and Rakesh (2008) said mergers & acquisitions was the firm purchased
other firms for the benefit of both parties and purchased firms’ shares in the opening market. Sameer, Cindy and
Michelle (2006) said inbound logistics innovation was the firm increased high technology for goods
transformation and flow for internal efficiency from the raw materials stage to products stage, and outbound
Logistics Innovation was the firm increased high technology for goods transformation and flow for external
efficiency from the products stage to the end user. Hammer (2005) believed operations innovation was the firm
established new performance standards that shifts the market according to customer needs. Stevenson (2011)
said sales innovation was with the aim of gathering the wants of targeted consumers, the firm redefines some
activities connected with getting purchasers to buy the product, which includes advertising, path collection and
etc. Nijssen et al.(2006) said service innovation was the firm improved new customer interaction channels,
delivery systems or technical concepts founded on some technological or methodical way. Denali (2010) said
procurement innovation was the firm used some methods to acquire products/ services at the most probable price.
Ambuj (2006) said technology innovation was the firm already tried methods to get advanced technology.
Michael et al. (2009) believed corporate infrastructure innovation was the firm already used actions like common
administration, preparation, accounting, finance, legal support, and governmental relationships for supporting the
work of the whole value chain.
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4. Measures Used in the Paper
With the nineteen factors of strategic innovation were identified for this research from the literature review, A
5-point Likert scale (Trochim, 2006) questionnaire would be used in the measurement. The cosmetic managers
could choose the agreement scale of their company used these nineteen types of strategic innovaion. Table 2 lists
the agreement scale of nineteen types of strategic innovation (strongly agree named 5, agree 4, neither 3,
disagree 2, strongly disagree 1).
Table 2. Agreement scale of strategic innovation
Types of strategic innovation
Product innovation ---My company always made new products, or upgrade old products to meet
consumer demands.
Packaging Innovation ---My company already used new packaging and new designs of brands and
entire product categories to show the inner spirit and the unique organizational culture of
enterprise.
Research &Development--- My company already set R&D center to revise product technology and
range of products.
Financial Innovation--- My company already developed corporate financial system in order to
improve operational efficiency and reduce the costs and risk.
Human resource innovation--- My company already developed some new programs for better
retains employees and recruits.
Material innovation--- My company made some material qualities improvement.
Alliance &Network--- My company already had venture parters to develop some specific
marketplace solutions, co-brand our products and services in a specific geographic region, or joint
funds for mutual investment.
Channel innovation---My company found new ways to deliver products and services that
customers already used and loved like direct sales, online store sales and supermarket sales etc.
Marketing innovation--- My company already developed new marketing methods like new ideas
and ways of advertising, public relations, promotions, and pricing policy.
Mergers &Acquisitions--- My company already purchased other firms for beneficial to both parties
and purchased firms’ shares in the open market against the wishes of the target's board.
Inbound Logistics Innovation--- My company already increased high technology for the goods
transformation and flow for internal efficiency from the raw materials stage to products stage.
Outbound Logistics Innovation--- My company already increased high technology for goods
transformation and flow for external efficiency from the products stage to the end user.
Operations Innovation --- My company already established new performance standards that shift
the market according to customer needs.
Sales Innovation--- In order to meet the needs of targeted customers, my company already redefine
new sales plan and sales method that could be better effective and appropriate to the market.
Service Innovation--- My company already improved new customer interaction channels,
distribution systems or technological concepts based on some technological or systematic method.
Procurement Innovation--- My company already used some methods to acquire goods or services
at the best possible total cost.
Technology Innovation --- My company already tried methods to get advanced technology.
Firm Infrastructure Innovation--- My company already used activities such as general
management, planning, finance, accounting, legal support, and governmental relations to support
the work of the entire value chain.
Communication Innovation--- My company already send the business information more
effectively by new ideas, technologies , products and services to conquer barriers, transmit ideas
and information to consumers, employees and share holders.
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5. Methodology
In this paper, the scale scores of types of strategic innovation would be checked, and the three years average
scale scores for 2005, 2006 and 2007 would be used in the analysis (Wang et al., 2009; Cho & Vladimir, 2005).
The variables of this paper are the scale dgrees of the types strategic innovation that cosmetic managers chosen.
Based on the China Association of Fragrance Flavour and Cosmetic Industries (2008), there are about 4000
cosmetics manufacturers in China in 2008. Prush and Sri (2006) have recommended, for the number of variables,
the ratio of sample size could be a criterion: the suggested range was from 2:1 to 20:1. The questionnaire items
were in a structured, close-ended format, which provided the respondents with specific response categories by
applying the interval type of scaling method. The questionnaire was sent to senior managers of cosmetics firms
who were contacted and had agreed to participate in the survey in China. Normally the companies’ strategies
would be planned for next five years development of the companies. Hence those managers who constantly have
five years experience in the company are specialized managers and they understand strategic innovation of the
company (School of business administration South China University of Technology, 2007). In this paper, the
managers with experience less than five years in strategic management were not included in the survey. The
respondents were requested to identify the major types of strategic innovation in order to classify the
constitutions of strategic innovation in the cosmetics industry.
Pilot testing was conducted to check the appropriateness of the questionnaire, and the reliability and validity of
the pilot testing were also checked (Table 3). The data for pilot test was collected from 30 respondents. The
variables include 19 items of strategic innovation. The the Cronbach alpha was .73. This showed that the pilot
test was reliable because the scale reliabilities were above the commonly accepted threshold value of 0.70 (Hair
et al., 2006).
Table 3. Reliability of pilot testing
Variables
Strategic innovation

Chronbach Alpha (Pilot test) n=30
.73

Number of items
19

This study used exploratory factor analysis to extract the constituents of strategic innovation, and use Structural
Equation Modelling to simultaneously examine the relationships between the dependent variable and
independent variables to determine the underlying structure of the data while controlling for measurement error.
6. Data Analysis
Terziovski (2010) in his study used a sample of 600 Australian SMEs and found that SMEs were similar to large
firms with respect to strategic innovation. A total of 800 questionnaires were sent to senior managers. A total of
275 questionnaires were received by the cut-off date, and 8 questionnaires were discarded because, the
respondents were unsuccessful is completing the questionnaire. Thus, the sample size was 267 with a response
rate of 33 percent. From the questionnaires received, the result shows that 44.6 percent respondents’ strategic
innovation experience was less than 5 years (119 feedbacks). 55.4 percent respondents’ have rich strategic
innovation experiences (148 feedbacks). Therefore, the survey result is based on reliable respondents who have
worked in this industry for more than 5 years, and therefore are assumed to have understood strategic innovation
practices in their companies.
The reliability of the questionnaire was checked using the Cronbach alpha coefficient. As shown in Table 4: the
Cronbach alpha for different parts of constructs were as follows: in the questionnaire sent to 267 respondents,
about strategic innovation comprising of 19 items, the Cronbach alpha was .773. These values showed that the
questionnaire was reliable because the scale reliabilities were above the commonly accepted threshold value of
0.70 (Hair et al., 2006).
Table 4. Reliability of data
Variables

Chronbach Alpha for final data (n=267)

Number of items

Strategic innovation

.773

19

Nineteen types of strategic innovation which had to be grouped into different constituents of strategic innovation.
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To do this, exploratory factor analysis was used to extract the constituents from these types of strategic
innovation. Factor analysis is a method applied to detect structure in the relationships between variables in order
to classify the variables and reduce the number of variables (Huang, 2010). Ho (2006) believed that the crucial
function of factor analysis is a lot of inter-correlated measures for a few properly typical factors or constructs.
Hair et al. (2006) said factor analysis could be used to describe the fundamental variables’ structure, and it could
be used to outline and divide indicators into a suitable factors.
The results of the factor analysis for 19 types of strategic innovation in the cosmetics industry showed that the
Kaiser’s overall measure of sample size is .817, which supports the adequacy of the sample for factor analysis.
The result also showed that the Bartlett’s test of sphericity test was statistically significant (Sig = .000), and
which points out that sufficient correlation is present, so that the data was suitable for factor analysis (Table 5).
Table 5. KMO and Bartlett’s test of adequacy and suitability of sample size
KMO and Bartlett’s Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
Bartlett's Test of Sphericity

.817

Approx. Chi-Square

2234.301

df

171

Sig.

.000

In this research, only factors with eigenvalues of one or greater were considered. The result shows that, based on
the latent root criterion or eigenvalue greater than one, in factor analysis, four factors could be extracted as an
optimum number of factors in the present study. The results showed that the four extracted factors accounted for
62.89 % of the total variance (Table 6).
Table 6. Varimax rotation factor pattern of types of strategic innovations
Strategic innovations
Alliance &Network
Marketing Innovation
Channel innovation
Sales Innovation
Mergers &Acquisitions
Material Innovation
Product Innovation
Research &Development
Technology Innovation
Packaging Innovation
Outbound Logistics
Innovation
Operations Innovation
Inbound Logistics Innovation
Communication Innovation
Firm Infrastructure
Innovation
Procurement Innovation
Human resource Innovation
Service Innovation
Corporate Financial
Innovation
Eigenvalues
Percentage of variance

Factor 1
.854
.852
.815
.813
.793

Factor 2

Factor 3

Factor 4

.878
.868
.840
.813
.493
.838
.823
.819
.806
.422
.839
.814
.794
.449
4.245
18.538

3.006
16.968

2.710
15.486

1.990
11.904

As a result, nineteen types of strategic innovations were extracted to four factors. Factor one had
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cross-correlation with “New Market Innovation” that comprised of five types of strategic innovations and
accounted for 18.54% of the total variance. Factor two named as “Product Value Addition” included 5 strategic
innovation types and accounted for 16.968% of the total variance. Factor three is correlated with “Competitive
Disruption” that consisted of 5 strategic innovation types and accounted for 15.48% of the total variance. Factor
four had cross-correlation with “Service Value Addition” comprising of four types of strategic innovations and
accounted for 11.90% of the total variance. As a result, all the nineteen types of strategic innovation had a factor
loading of more than .40 in their underlying factor. In this research, these four factors from the factor analysis are
the key constituents of strategic innovation, so the key constituents of strategic innovation are new market
creation, product value addition, competitive disruption, and service value addition in this research. The key
constituents of strategic innovation are shown in Table 7.
Table 7. Constituents of strategic innovation
Constituent of strategic innovation

Types of strategic innovation

New Market Creation

Alliance &Network
Marketing Innovation
Channel innovation
Sales Innovation
Mergers &Acquisitions

Product value addition

Material Innovation
Product Innovation
Research &Development
Technology Innovation
Packaging Innovation

Competitive Disruption

Outbound Logistics Innovation
Operations Innovation
Inbound Logistics Innovation
Communication Innovation
Firm Infrastructure Innovation

Service Value Addition

Procurement Innovation
Human Resource Innovation
Service Innovation
Corporate Financial Innovation

New Market Creation consists by 5 types of strategic innovation, which are mergers and acquisitions, marketing
innovation, channel innovation, alliance and network, as well as sales innovation. These five variables activate
the variables for new market creation. All these strategic innovation activities help a firm to expand into new
markets. The analysis confirmed that new market creation is an important constituent of strategic innovation for
cosmetic firms in the Chinese market.
Product value addition includes material innovation, product innovation, research & development, technology
innovation, and packaging innovation. The new modern cosmetic product manufacturers were more involved in
the flow of R&D, technology and material innovation. Product innovation has been spurred by increases in the
demand for high technological products, and becomes vital for cosmetics firms. Customers are always interested
in high quality products made up of new materials, as high quality products attract more customers who are
willing to pay for it.
Competitive Disruption consists of outbound logistic innovation, operations innovation, communication
innovation, inbound logistic innovation and firm infrastructure innovation. An industry develops a dominant
process and infrastructure that becomes the established industry recipe. A strategic innovator takes a position
outside of existing outbound logistics and inbound logistics by creative new operations and even new
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communication with customers and employees. Competitive disruption measures the extent to which strategic
innovators deviate from the existing structure in their industry and adopt entirely new methods on the rules of the
game.
Service value addition includes procurement innovation, human resource innovation, service innovation, and
corporate financial innovation. Service is important to transfer cosmetic product value to customers. Cosmetic
products are not a necessity in life, so good service and patient staff could attract customers to the cosmetics
shop again. And financial innovation could bring more value for firms and their customers. Moreover good
service comes from human resource support and financial support.
According to the result of factor analysis, the concept of strategic innovation for the cosmetics industry in the
Chinese market could be defined as: Strategic innovation is anything that tends to create new market, by
enhancing product or service value in order to disrupt competition.
7. Conclusion
This study analyzed 267 samples about their preferences to types of strategic innovation with the purpose of
finding out the constituents of strategic innovation. An exploratory factor analysis was used to analyze strategic
innovation. The multidimensional data sets were reduced to lower dimensions. A total of nineteen types of
strategic innovations were identified. From the nineteen types of strategic innovations, four constituents were
extracted and named as new market creation, product value addition, competitive disruption and service value
addition. With these results, an attempt is made the definition of strategic innovation. Strategic innovation is
anything that tends to create new markets, by enhancing product or service value in order to disrupt competition.
This result proved the idea of cooper (1990)---strategic innovation was an all-inclusive term, Furthermore, this
paper analysed the constituents of strategic innovation--even the former researchers found many types of
strategic innovation, they did not educe constituents of strategic innovation with exploratory factor analysis.
Only described some types of strategic innovation, the former definitions of strategic innovation were not
applicable and comprehensive. After the constituents of strategic innovation were extracted from types of
strategic innovation, strategic innovation could be generally defined by those constituents. This research also
contribute to strategic innovation research in special industry. Before it, there was no papers researched strategic
innovation in cosmetic industry. This paper was complementary to the former researches.
In this paper, China is the exclusive place of focus. Comparative studies may give different insights into strategic
innovation, exploring various dimensions. Future studies could be extended to cosmetics industry in other
countries for comparative analyses. Only nineteen types of strategic innovations were analyzed in the study.
There may be other variables that have not been addressed and hence in future studies, more types of strategic
innovation could be analysed and discovered.
References
Baden-Fuller, C., & Pitt, M. (1996). Strategic Innovation: an International Casebook on Strategic Management.
Routledge, London, pp 480. ISBN 0415128692.
Baden-Fuller, C., & Stopford, J. (1994). Rejuvenating the Mature Business. Harvard Business School Press.
Boston, MA, pp281. ISBN 0875844766.
Bhattacharyya, S., & Nanda, V. (2000). Client Discretion, Switching Costs, and Financial Innovation. Review of
Financial Studies, 13(4), 1101-1127. http://dx.doi.org/ 10.1093/rfs/13.4.1101
Brainard, W., & Tobin, J. (1968). Pitfalls in financial model building. American Economic Review, 58(2),
pp.99–122.
Burgelman, R., Kosnik, T., & Van, D. P. M. (Eds.) (1988). Toward An Innovative Capabilities Audit Framework.
Strategic Management Of Technology and Innovation. Burgelman R, Maidique M Richard D. Irwin:
Homewood, IL, pp.31–44.
Butler, J. E. (2006). Theories of Technological Innovation as Useful Tools for Corporate Strategy. Strategic
Management Journal, 9(1), pp.15-29.
China Association of Fragrance Flavour and Cosmetic Industries (2008). China Cosmetic Companies. CAFFCI
press.
China Cosmetics Market Report (2008). China Consulting Research and Markets. Retrieved 4 April 2008 from
http://www.researchandmarkets.com/reports/613730/china_cosmetics_market_report_2008.pdf
Cho, H. J., & Vladimir, P. (2005). Relationship between Innovativeness, Quality, Growth, Profitability and
85

www.ccsenet.org/ijbm

International Journal of Business and Management

Vol. 7, No. 17; 2012

Market Value. Strategic Management Journal, 555-575. http://dx.doi.org/10.1002/smj.461
Chua, Y. J., & Morris, M. W. (2009). Innovation Communication in Multicultural Networks: Deficits in
Inter-Cultural Capability and Affect-Based Trust as Barriers to New Idea Sharing in Inter-Cultural
Relationships. Working Papers of Harvard Business School, 109-130.
Cooke, P. (1996). The New Wave of Regional Innovation Networks: Analysis, Characteristics and Strategy.
Small Business Economics, 8(2), 159-172.
Cooper, R.G. (1990). Stage-Gate Systems: A New Tool for Managing New Product. Business Horizons, 33(3),
44-54.
Daft, R.L., & Becker, S.W. (1982). Bureaucratic Versus Non-Bureaucratic Structure and the Process of
Innovation and Change. Research in the Sociology of Organization Greenwich CT JAI Press, 1, 129-166.
Damanpour, F. (1991). Organisational Innovation: A Meta-Analysis of Effects of Determinants and Moderators.
Academy Of Management Journal, 34(3), 555-590. http://dx.doi.org/ 10.2307/
256406
Damanpour, F., & Schneider, M. (2006). Phases of the Adoption of Innovation in Organizations: Effects of
Environment, Organization and Top Managers. Briths Journal Of Management, 17(3), 215-236.
http://dx.doi.org/10.1111/j.1467-8551.200600498.x
Danneels, E. (2002). The Dynamics of product innovation and firm competences. Strategic Mangement Journal,
23(12), 1095-1121. http://dx.doi.org/ 10.1002/smj.275
Dekkers, R. (2009). Endogenous Innovation in China: the Case of the Printer Industry. Asia Pacific Business
Review, 15(2), 243-264.
Denali, G. (2010). Procurement Innovation. Retrieved 11 March 2011 from http://www.Denaliusa.Com
Drucker, P. F. (1994). The Theory Of The Business. Harvard Business Review, 72, 95-107.
Elenkov, D. S., Judge, W., & Wright, P. (2005). Strategic Leadership and Executive Innovation Influence: An
International Multi-cluster Comparative Study. Strategic Management Journal, 665-682.
http://dx.doi.org/10.1002/smj.469
Gary, H. (1998). Strategy Innovation and the Quest for Value. Sloan Management Review, 39(2), 7-14.
Goldenberg, J., & Mazursky, D. (2002). Creativity In Product Innovation. Cambridge University Press, 21-23.
Hair, J. F. J., Anderson, R. E., Tatham, R. L., & Black, W. C.(2006). Multivariate Data Analysis. Upper Saddle
River, NJ: Prentice-Hall, Inc. pp.235-240.
Hammer, M. (2004). Operational Innovations Can Transform Your Company. Harvard Business Review, 6-9.
Holbrook, J.A.D., & Hughes, L.P. (2000). Innovation And The Management Of Human Resources. Cprost Report,
pp.2-6.
Huang, D. S. (2010). Advanced Intelligent Computing. Theories and Applications. 6th International Conference
on Intelligent Computing, pp.18-21.
Jackson, K., & Debroux, P. (2008). Innovation in Japan: An Introduction. Asia Pacific Business Review, 14(3),
285-291.
Kim, W.C., & Mauborgne, R. (1999). Creating New Market Space. Harvard Business Review, 83-93.
Kimberly, J. R., & Evanisko, M. J. (1981). Organizational Innovation: The Influence Of Individual,
Organizational, snd Contextual Factors on Hospital Adoption of Technological and Administrative
Innovations. Academy Of Management Journal, 24(4), 689-713.
Li, X. Y., & Chen, C. (2011). International Cosmetics Market Analysis. Retrieved 13 MAY 2011 from
http://www.Zghzp.Com/News/Qdtx/Qdfx/37855
Markides, C. (1997). Strategic Innovation. Sloan Management Review, 9-23.
Markides. (1998). Strategic Innovation in Established Firms. Sloan Management Review, Spring, 41-42.
Martin & Michael, J. C. (1994). Managing Technological Innovation and Entrepreneurship in Technology-Based
Firms. Reston, 23-25.
Matusow, J. (2010). Sustainable Packaging: The Beauty Industry’s Perfect Storm? Retrieved 4 May2010 from
http://www.Beautypackaging.Com
86

www.ccsenet.org/ijbm

International Journal of Business and Management

Vol. 7, No. 17; 2012

Michael, A., Hitt, R., Duane, I., Robert, E., & Hoskisson, (2009). Strategic Management: Competitiveness and
Globalization. Concepts & Cases Business & Economics, 389. ISBN-10: 0538753099
Nijssen, E.J., Hillebrand, B., Vermeulen, P., & Kemp, R. (2006). Exploring Product And Service Innovation
Similarities and Differences. International Journal of Research in Marketing, 23(3), 241–251
OECD
Annual
Report,
2005.
OECD
Forum
Report
http://www.oecd.org/dataoecd/34/6/34711139.pdf [Accessed 3 August 2011].

Retrieved

from

Parker, D.A. (1986). Material Innovation and its Impact on The Development of Components for Reciprocating
Engines.
International
Journal
of
Materials
and
Product
Technology,
1,
23-49.
http://dx.doi.org/10.1504/IJMPT.1986.036783
Prush, S. N., & Sri, K. (2006). An Investigation into Older People’s Browsing Activities. Psychnology Journal, 4,
245-265.
Rajagopalan, N., & Spretzer, G.M. (1996). Toward a theory of strategic change: A multilensperspective and
integrative framework. Academy of Management Review, 22(1), 48-79.
Rangan, K., & Bowman, G. T. (1995). Beating The Commodity Magnet in Business Marketing Strategy.
Concepts and Applications, Chicago, pp.137-151.
Rao & Prathiba. (1998). Cosmetics and Personal Care Products. Elsevier inc., 1, 380-382.
Ronald, H. (2002). Foreign Brands Flushed With Success in China’s Cosmetics Market. International Market
News. Retrieved 11October 2002 from http://Info.Hktdc.Com/Imn/02101102/Cosmetics011
Sagar, Am. (2006). Technological Innovation. In Encyclopedia Of Earth. Cutler J. Cleveland, C. (Eds.), pp.
2601-2608.
School of business administration South China University of Technology (2007). Five Years Strategic Plan of
Guangzhou
Friendship
Co.,
Ltd.
Retrieved
from
http://www.cninfo.com.cn/finalpage/2007-05-17/23502929.PDF
Simon, D. F. (2007). Whither Foreigh R&D in China: Some Concluding Thoughts on Chinese Innovation. Asia
Pacific Business Review, 13(3), 471-480. http://dx.doi.org/ 10.1080/13602380701292030
Snyder, N. T., & Duarte, D. L. (2003). Strategic Innovation: Embedding Innovation as a Core Competency in
Your Organization. (1nd ed.). Jossey-Bass.
Stevenson, T. (2011). Sales Innovation. Retrieved 22 July 2011 from http:// www.Selfgrowth.Com/Sales
Innovation
Stuart, E. J. (2010). Channel Innovation for the Rest of Us. Journal of Business Strategy, 31(5), 65-66.
Terziovski, M. (2010). Innovation Practice and Its Performance implications in Small and Medium Enterprises in
the Manufacturing Sector: a Resource-based View. Strategic Management Journal, 31(8), 892-902.
TNS

Chinese
Cosmetic
Project
(2007).
Retrieved
27
http://Findarticles.Com/P/Articles/Mi_M0ein/Is_2007_June_27/Ai_N27291519

June

2007

from

Trochim, W. M. (2006). Likert Scaling. Research Methods Knowledge Base. Retrieved 30 April 2009 from
http://www.socialresearchmethods.net/kb/scallik.php
Vijay, K. Sh., & Rakesh, K. Sh. (2008). Cross-Border Merger and Acquisition With Special Reference To India.
Retrieved 23 March 2010 from http//www. Indiamba.com
Wang, Zh. Q., Liu, B. Y., Wang, X. Y., Gao, X. F., & Liu, G., (2009). Erosion effect on the productivity of black
soil in Northeast China, Science in China Series D: Earth Sciences, 52(7), 1005-1021.
Wu, J., & Pangarkar, N. (2006). Rising to the Global Challenge: Strategies for Firms in Emerging Markets. Long
Range Planning, 39, 295-313. http://dx.doi.org/10.1016/j.lrp.2006.07.004
Wu, T., Wang, W. W., Tang, C. S., Liu, D. Gao, F., & Fang, C. (2008). How Do Foreign Cosmetics Companies
Align Their Supply Chains and Distribution Channels in China? International Journal of Logistics
Research And Applications, 11(3), 3-5.
Zain, M. (1995). Innovation Implementation in Malaysian Firms: Process, Problems, Critical Success Factors
and Working Climate Entrepreneurship. Innovaion and Change, 4, 3.
Zhu, Y., Lynch, R., & Jin, Zh. Q. (2011). Playing the Game of Catching-up: Global Strategy Building in a
Chinese Company. Asia Pacific Business Review, 17(4), 511-533.
87

