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This study revealed that innovation pro-
motion competencies (IPCs) exist
among Indian managers at high or mod-
erate levels. High or moderate degree
of positive correlation was found to
exist among the various creative abili-
ties (CAs), among the various innova-
tion promotion competencies (IPCs),
and also among the various CAs and
IPCs. Creative abilities have positive
impacts on the IPCs. Social and work
environment factors in the organiza-
tions have also been found favourable
to innovation promotion competencies.
Social and work environment factors
have positive impacts on the innova-
tion promotion competencies in the or-
ganizations. The effectiveness of in-
novation adoption and diffusion is not
only a function of “perceived innova-
tion promotion competencies” but also
of effective application of such com-
petencies in practice.
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Introduction

The recent study Khandwalla and
Mehta (2004) indicated that effective
management of innovation is the
greatest predictor of change in com-
petitive corporate excellence. Man-
agers, therefore, are expected to in-
stitutionalize and nurture the climate
and culture for fostering innovation in
organizations. And for promoting the
innovation in organizations, they re-
quire enthusiasm, commitment and
capability to such a level as to act as
innovation champions. Innovation
champions, in fact, help to legitimize
the creative idea of an originator
(ideator or inventor) and also serve
as bridge between the unconventional
ideator and traditional management
(Jain 2010). Where the role of idea
champion is formalized and resourced,
innovations are most likely to occur
(Daft 1986). Innovation promotion
competencies are necessarily required
to be possessed by the innovation
champions. Innovation promotion
competencies are those abilities / ca-
pabilities that enable innovation cham-
pions to transform new ideas / knowl-
edge into new products, services,
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schemes, systems, processes for the besthers to put greater effort, capacity to
efit of the organization as a whole as welaccess and stimulate others intellectu-
as for the benefit of all or some of theally, having communication networks
stakeholders. Such competencies also e(Howell & Higgins 1990 a, 1990b), com-
able managers to synthesize the abilitiggetence to gain binding support from
to run main-stream business successfullgthers (Dean 1987), political cleverness
and capabilities to generate, adopt an(Beath 1991), diplomatic skills
implement new mechanisms for self-re{Chakrabarty 1974), ability to articulate
newal within the organization and itsa catchy and fascinating vision (Jenssen
new-stream. Social capital as well ag& Jorgensen 2005), patience and ag-
human capital of the innovation champiorgressiveness (Beatty & Gordon 1991),
enables him / her to gain success in thieaving influence on the conduct and ac-
matter of promoting the intended inno-ion of other actors in the organization
vations. Human capital of an innovation(Holbeck 1990), having persuasion abili-
champion includes all aspects of the petties even to convince sceptical people
sonality, experience and competen{Burgelman 1983), having understand-
cies. (Jenssen & Havens 2002). Sociahg of the technical aspects of innova-
capital includes social networks, accestion (Chakraborty 1974), knowledge of
to the cross section sources of relevanhe trade (Pearson 1988), a high rank-
information and mutuality & reciprocity ing job (Holbek 1990), having greater
inheriting in one’s social networks. Theforce of power & status (Rothwell 1974),
presentation in the present paper is coremotional appeal, communicative
fined to only human capital of manage-strength and other skills to inspire oth-
rial personnel of selected Indian organiers (Beath 1991), and willingness to in-

zations. vest great amount of energy for inno-

vation etc. are the important individual-

| Social capial as wel as ruman $PECe Muman capal resources of
capital of the innovation champion P

: : earlier researches. Several earlier stud-
_enables him / her to gain success ies (Beath 1991, Dean 1987, Burgelman
in the matter of promoting the in- \ 1983, Kipnis et al. 1980) indicate that
tended innovations. s ; C

the innovation champions use a broad
variety of influence tactics, however the

Earlier Research personality characteristics of the par-

ticular champion determine his / her
A large number of human capitalchoice of influence strategy (Howell &
factors are assumed to influence the inShea 2001), certain factors (e.g., avail-
novation. Risk-taking propensity, self-ability of others’ support for innovation)
confidence, spirit of go-ahead despitén the specific champion situation also
many obstacles, enthusiastic attitude taaffect the champion’s influence tactics
wards new ideas (technology), abilitiegKipnis et al. 1980).
to inspire others, quality of encouraging
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A number of social capital factorstoo many non-legitimate resource acqui-
such as ‘structural holésin the person’s sition strategies. Besides the innovation
network inside the organizationchampioning with management support,
(Krackhardt 1995), layers in ties amondinnovative work to bear fruit’ requires
players of the social systeém more freedom, more time, more flexibil-
(Granovetter 1973), informal relationsity, quicker decision making, and greater
among people in organizations, warmth folerance for risk, uncertainty for failure
emotional attachment in friendship relathan what is adequate in day to day op-
tions, emotional ties with organizationalerations (Ekvall 1988, 1996).
member$ (Krackhardt 1992), informal
communication among organization’s  Khandwalla’'s (1985) study of policy
people (Beatty & Gordon 1991), naturedrameworks used by a sample of 75 com-
of coalition of supporters inside and outpanies yielded one that he labelled as
side of the organization, social and struc’pioneering-innovative.’ The study indi-
tural barriers that prevent some innovaeates that on an average the group of
tion (Holbek 1990), availability and ex- companies using innovation promotion
tent of superiors’ support for bottleggingpolicy grows faster than the group of
practice$ (Meyerson 2001, Augsdorfer companies that were traditionally man-
1994) also influence the application ofaged and also averaged better profitabil-
resource acquisition strategies by the inty. Khandwalla’s (1995) study of ninety
novation champion. Management suppotindian corporates identified three top
may stimulate positively champions’ ac-management styles, viz., the entrepre-
guisition of necessary variety of re-neurial style, the organic style, and the
sources and it is possible to reduce thparticipative decision making style which
necessity of using too much force andhad the largest number of significant cor-

relations with organizational mechanisms
1. *Structural holes’ implies the innovation for generating innovative ideas. The man-
champion’s relationship with two or more agement styles with the largest number
persons who are not connected to one-anothgjf significant correlations with organiza-
provides to the champion a better chance Qg]ional aids for implementing innovations
obtaining the necessary resources than he or she o
would have in other network positions. and changes as well as_ fo_r stabilizing the
2. ‘Layers in ties’ implies strong ties and weak tieschanges was the altruistic management
(like layers in knots) among the people insidestyle. Harvard Business School (2002)
and outside an organization. Weak ties often fom%ought to find out what, some of today’s

bridges among various parts of the social SySteerSt innovative leaders really do to in-
whereas strong ties often provide redundant

information. spire innovation in their organizations.
3. ‘Emotional ties’ means long-lasting relationshipBased on this study, some of the follow-

with mutual trust & understanding, reciprocity ing measures may also be taken by In-

and emotional attachment. dian executives to inspire innovation in

4. Bottlegging practices include decisions a”dorganizational settingS' (I) Making it the
actions even against the prevailing practices taken )

by the innovation champions without explicit 70T (ii) Pu_tting aside €go; (i) Mi)_(ing
approval from the competent formal authority. People up; (iv) Abandoning fear failure;
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(v) Hiring Outsiders; (vi) Abandoning the ers belonging to one prospector and one
crowd; (vii) Fighting negativity (viii) Ask- reactor organization revealed that the
ing what if; (ix) Merging patience and seven components in the prospector or-
passion (x) Experimenting like crazy (xi)ganization exceeded the standard norms
Making it meaningful. Overall, for inspir- whereas six components of innovation
ing innovation, people should be allowedsponsoring capability were found to be
to experiment and take risks. Martindelow the standard norms for innova-
and Martins’ study (2002) was conductedive professionals of reactor organiza-
in a service — oriented organization thations. Using structural equation model-
was going through a transformation anding on a sample of 63 countries, Will-
change process. The sample size was 2&ins and Stephen (2010) proposed and
(73.8 % males & 26.2% females). Thaested a comprehensive explanation of
results of the comparisons between thkow culture affects innovation and na-
preliminary model and the model thattional prosperity and found support for
evolved from the empirical study havetheir hypothesized relationship that
indicated interesting similarities, differ- “economic creativity” influences “in-
ences and new perspectives. Strategyvation implementation.” Jain and
and behaviour that encourage innovatioduneja (2010, 2011) conducted a study
were identified as determinants in bothof role innovation attitude and behaviour
the models. The factors called trust reef managerial personnel belonging to the
lationship, working environment, andselected public sector banking and in-
management support and customer orsurance enterprises of India with a
entation on an operational level weresample of 143 senior, middle and junior
found to have interesting shifts in emphalevel managers and on a three point scale
sis in the new model. Khandwalla and0-2) of unfavourable, fairly favourable,
Mehta's study (2004) based on 65 Indiamand highly favourable. The overall role
companies indicated that change in efinnovation attitude of the managerial
fective management of innovations wagpersonnel of selected enterprises has
a strong predictor of change in innovabeen found ‘fairly favourable’ by them
tion success, which in turn, was theand the role innovation behaviour has
greatest predictor of change in competibeen found at moderate level. Role ef-
tive corporate excellence. Dwivedi'sficacy in the matter of ‘creativity’ has
study (2005 a) to evaluate the developalso been at moderate level. Role clar-
ing, reinforcing and harnessing innovaity, managers’ need for achievement,
tion sponsoring capability of managerdacilitating work environment, organiza-
revealed that innovation sponsoring cational image, organization’s bureaucratic
pability mean score (75%) for execu-system and managers’ capability for re-
tives was less than the norm (80%) fosource utilization have been found as
Indian innovative professionals.favourable /facilitating for role innova-
Dwivedi’s (2005 b) evaluation of devel-tion as perceived by the managerial per-
oping, harnessing, and reinforcing innosonnel of the study organizations.
vation sponsoring capability of manag-
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collected through the survey of 270
‘ = managerial personnel of selected service
shoul

or inspiring innovation, people ' e
d be allowed to experiment and manufacturing organizations. Out of

and take risks. 270 respondent managers included in_the
sample survey, 58% belonged to service

_ ) __provider organizations, and 42% to manu-

The review of earlier research indi-facturing organizations. 20% senior man-
cates that eX|St|ng literature on |nnovaagers’ 68% middle level managers, and

however, the theme —‘innovation promosample for the study.

tion capabilities’ received quite insuffi-
cient attention of the researchers. Suchata Collection & Analysis
an observation sparked the interest of the

authors of this paper to take up the topic  The questionnaires developed by

for their research. Khandwalla (1988), administered to 270
managers, include (i) Innovation Spon-
The Study soring Capability (a Likert type 4- point

scale); (ii) Creative Personality Assess-
The objectives of the present studynent (a Likert type 4- point scale) ; (iii)

are: (i) To make an assessment of thereative Environment Scale: PartA: So-
‘Innovation Promotion Competencies’ of¢ja] Environment sub- scale (a Likert
Indian managers with reference to Setype 5-point scale ) ; (iv) Part B: Work
lected service provider and manufacturgnyironment sub-scale (a Likert type 5-
ing organizations; (ii) To make a com-point scale. The reliability of the above
parison among various strata of the study,entioned questionnaires / scales has
subjects pertaining to ‘Innovation Promoyeen tested and Cronbach Alpha (&)
tion Competencies’; (iii) To determinegscores for such questionnaires / scales
interrelationship between various InnNoyyere obtained as 0.91, 0.86, 0.61, and
vation Promotion Competencies; (iv) Tog 73 respectively which indicate the
understand interrelationship between (averall reliability of such questionnaires
various Creative Abilities, and (b) vari-/ scales. Mean, standard deviation, t-test,
ous Innovation Promotion Competenciesk ar| Pearson’s coefficient of correlation,
(v) To evaluate the impact of (a) Sociakegression analysis, and ANOVA have
Environment, and (b) Work Environmentpeen used for the purpose of data analy-
on Innovation Promotion Competenciesjs. The data analysis was done with the

of the managerial personnel. help of ‘SPSS’ software.
Sampling Design Key Variables
Both primary and secondary data | |nnovation Promotion Competen-

from a cross section have been collectegies: There is a range of skills needed to
for the study. Primary data have beepe g successful agent of innovation: (i)
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Proclivity for Social and Organizational follow-up and execution ability; (ivjask
Innovation; (ii) Sensitivity about SystemAccomplishment Driverelates to
and Structure; (iii) Problem Solving Skills; achievement motivation; the desire to get
(iv) Task Accomplishment Drive; (v) Win jobs done, to set oneself demanding goals,
Drive; (vi) Interpersonal Sensitivity andto seek personal responsibility and ac-
Skill. (i) Proclivity for Social and Orga- countability for jobs, to get new project
nizational Innovatiorrequires keeping in going quickly without the lethargy. With-
touch with new developments in theirout this drive, it is not possible to accom-
fields and fresh opportunities for innova-plish innovative goals. (WVin Drivecov-
tion in work setting. It necessitates ars the desire to be toper through per-
preference for novel and creative as conformance. (vi)Interpersonal Sensitivity
pared to stock responses and an abilitgnd Skillsnvolves the capacity to respond
to come up with creative solutions. It alsao others sensitively and deal with others
requires having a vision of a more desirappropriately. To accomplish it, there is
able state of affairs which then breedsieed for empathy, ability to listen sym-
discontent with the status quo which irpathetically, ability to convey accurately
turn fuels a desire to search for innovawhat they are feeling and thinking, and
tive opinions. It also demands the abilityability to make others feel that their ideas
to rope in people for collective action onare valued.

one’s innovative ideas. Proclivity to in-

novate in organizational settings is |l. Creative Abilities:These include
strengthened by keeping in touch wittHunger for Knowing, Sensitivity, Entre-
developments and opportunities, wantingreneurship, Independence & Courage,
and being able to come up with frestReality Contact, and Self- sufficiency.
ideas and being able to mobilize suppofii) Hunger for KnowingA person, who
for these ideas. (iiensitivity about Sys- is involved in constant questioning; hav-
tems and Structuneecessitates sensitiv-ing strong interest in stimulating ideas,
ity among executives about systems antheories, and philosophies, always want-
structures. Knowing or finding out whoing to know the ‘how’ and ‘why’ of
matters in the system; whether somethings. (ii) Sensitivityis related to the
thing is going wrong before symptoms arability to spot the uncommon, to be sen-
visible, awareness of the unspoken buitive to feelings, interest in meeting in-
strongly held norms of the system anderesting and sensitive persons; empa-
what would be the right, acceptablehy for the suffering of others etc. (iii)
moves in the system; knowledge of whdentrepreneurshigombines various in-
has what resources, expertise and powguuts in an innovative manner to gener-
and the cultivation of potentially valuableate value to the customer. (iv) A person
people. (iii)Problem Solving Skillsle- isIndependent and Courageowhen he
mand ability to analyze a complex situaguestions the status quo or established
tion (problem structuring ability), brain- order; sticking to core convictions and
storming ability, appropriate assessmentlear in viewpoints; (vRReality Contact

of alternatives in depth, solution planningrelates to taking initiative in finding out
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operating constraints; manage crisigty (Nurturance), Absence of Premature
with confidence; (viSelf-sufficiencys Criticism of Creative Ideas (Relaxation),
the ability to absorb in challenging tasksAvailability of Detailed Constructive
confidently operating in alien situations,Feedback on Creative Efforts (Construc-
persistence in getting ventures accomtive Feedback), Availability of Physical
plished. and Financial Facilities to Pursue Inter-
est and Hobbies (Facilities for Experi-
Il. Social Environmentlt includes mentation).
Absence of Premature Negative Feed-
back for Creative Ideas (Relaxation)Survey Results
Availability of Encouraging Communica-
tion from Intimate People for Creative  Innovation Promotion Competencies
Efforts (Constructive Feedback),(except Proclivity for Social or Organi-
Favourableness of Social Circumstancesational Innovation) have been found at
for Creative Learning (Learning Oppor-high level among all the managerial per-
tunities), Availability of Diverse View- sonnel of selected service provider and
points of the Intimate People (Diversitymanufacturing organizations. Innovation
of Viewpoints), Availability of Autonomy Promotion Competencies in terms of Pro-
for Pursuing Creative Acts (Freedomclivity for Social or Organizational Inno-
with Accountability for Excellence). vation have been found at moderate level
among all the managerial personnel of
IV. Work Environmentit includes selected service provider and manufac-
Degree of Stimulation (Stimulation), turing organizations (Table 1).
Encouragement and Reward to Creativ-

Table 1: ‘Innovation Promotion Competencies’ of Managerial Personnel in the Selected Ser-
vice Provider & Manufacturing Orga.nizations

Innovation Promotion Competencies Mean Value SD Level of Innovation
(N=270) Promotion
Competencies
Proclivity for Social or Organizational Innovation 17.90 2.29 High
Sensitivity about System and Structure 19.85 2.34 High
Problem Solving Skills 19.45 2.36 High
Task Accomplishment Drive 19.44 2.07 High
Win Drive 19.39 1.89 High
Interpersonal Sensitivity and Skills 18.17 2.03 High

Note: Standards for Analysis: If mean value of the specific ‘Innovation Promotion Competencies’

is above 18 it has been considered as ‘high level; if the mean value is between 12 and 18 it has been
considered as ‘moderate level’; and, if the mean value is less than 12 it has been considered as ‘low
level'.
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Innovation Promotion Competencies(at 0.05 level of significance) between
of managerial personnel vary significantlythe two sets of organizations (Table 2).

Table 2: ‘Innovation Promotion Competencies’ of Managers in the Selected Service Provider
& Manufacturing Organizations (t-test results)

Innovation Promotion Service Provider Mfg. Organizations t P
Competencies Organizations (N=113)
(N=157)

Mean SD Mean SD

Value Value
Proclivity for Social or
Organizational Innovation 17.36 2.13 18.64 2.30 -4.686 .000*
Sensitivity about System
and Structure 19.36 2.17 20.52 2.40 -4.111 .000*
Problem Solving Skills 18.84 2.14 20.29 2.38 -5.233 .000*
Task Accomplishment Drive 18.97 1.97 20.07 2.03 -4.47  .000*
Win Drive 19.04 1.86 19.86 1.82 -3.612 .000*
Interpersonal Sensitivity
and Skills 17.87 1.96 18.58 2.06 -2.85 .005*

*Significant at 0.05 level of significance (Table Value = 1.96)
Note: Same as in Table 1

As regards Innovation Sponsoringwas perceived by senior managers as of
Capabilities as perceived by various mana high degree but the middle level and
agement cadres (viz., senior, middle anglinior managers perceived the same as
junior level managerial personnel) almosbof moderate degree. Such a variation
all the studied capabilities (except ‘Pro-among the management cadres has been
clivity for Innovation’ and ‘Interpersonal found significant at 0.05 level of signifi-
Sensitivity & Skills’) have been per- cance (Table 3).
ceived as of high level, but, by and large,
with the significant variation among the  The Creative Abilities of managerial
various management levels at 0.05 levedersonnel found highly creative are: (i)
of significance. ‘Interpersonal Sensitiv-Hunger for Knowing, (ii) Independence
ity & Skills’ was perceived as of high and Courage, (iii) Reality Contact, (iv)
degree by senior and junior managers b&elf Sufficiency. ‘Sensitivity’ and ‘Entre-
the same was perceived by the middlpreneurship’ has been found moderately
level managers as of moderate degreereative (Table 4). High or moderate
Such a variation among various managedegree of positive correlation was found
ment cadres has been found significantb exist between the various Creative
at 0.05 level of significance. ‘Proclivity Abilities (CAs), between the various In-
for social or Organizational Innovation’ novation Promotion Competencies
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Table 3: ‘Innovation Promotion Competencies’ of Senior Level, Middle Level & Junior Level
Managers of Selected Organizations (Results of ANOVA)

Innovation Senior Level Middle Level Junior Level F P
Promotion Managers (N=54) Managers (N=183) Managers (N=33)
Competencies

Mean SD Mean SD Mean SD

Value Value Value
Productivity for
Social or
Organizational
Innovation 18.75  2.37 17.71 2.11 17.54 2.81 4.83 .009*
Sensitivity about
System and
Structure 20.46  2.16 19.62 2.31 20.09 260 2.89 .057
Problem Solving
Skills 20.66 2.27 19.12 2.21 19.24 2.64 9.64 .000*
Task
Accomplishment
Drive 20.33 2.09 19.15 1.96 19.51 2,22 7.04 .001*
Win Drive 20.31 1.79 19.12 1.70 19.36 2.49 8.84 .000*
Interpersonal
Sensitivity and
Skills 18.88 2.16 17.91 1.94 18.42 2.00 5.21 .006*

*Significant at 0.05 level of significance

Note: Standards for Analysis: If mean value of the specific ‘Innovation Promotion Competencies’ is
above 16 it has been considered as ‘highly innovative’; if the mean value is between 8 and 16 it has
been considered as ‘moderately innovative’; and, if the mean value is less than 8 it has been considered
as ‘less innovative’.

Table 4: Creative Abilities of Managerial Personnel in Selected Service Provider &Manufac-
turing Organizations

Creative Abilities Mean Value SD Extent of Creativity
(N=270)

Hunger for Knowing 12.20 2.03 Highly Creative
Sensitivity 11.53 2.42 Moderately Creative
Entrepreneurship 11.91 2.71 Moderately Creative
Independence and Courage 16.20 2.13 Highly Creative
Reality Contact 13.17 1.91 Highly Creative
Self Sufficiency 13.03 2.43 Highly Creative

Note: Standards for Analysis: If mean value of the specific creative personality is above 12 it has been
considered as ‘highly creative personality’; if the mean value is between 6 and 12 it has been consid-
ered as ‘moderately creative personality’; and, if the mean value is less than 6 it has been considered
as ‘less creative personality’.
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(IPCs), and also among various CAs anthate People (Diversity of Viewpoints)’
IPCs. It means that the various Creativlave been perceived ‘highly favourable’
Abilities and Innovation Promotion Com-by the managerial personnel of the se-
petencies are positively related with ondected organizations; whereas, ‘Availabil-
another (Table 5). ity of Diverse Viewpoints of the Intimate
People (Diversity of Viewpoints)’ has
To find the impact of Creative Abili- been perceived as ‘moderately
ties on Innovation Promotion Competenfavourable’ by the managers (Table 7).
cies, multiple regression analysis is don&he five aspects of the work environment
the results of which are given in Table 6which have been perceived as ‘highly
The value of Ris .125, which means the favourable’ by the managerial personnel
relation explained by the model is 12.5%were: (i) ‘Degree of Stimulation’, (ii)
The coefficient & is .354 which is signifi- ‘Encouragement and Reward to Creativ-
cant and explained that there is a posity’, (iii) ‘Absence of Premature Criti-
tive impact of creative abilities on Inno-cism of Creative ldeas’, (iv) ‘Availabil-
vation Promotion Competencies. ity of Detailed Constructive Feedback on
Creative Idea’, and (v) ‘Availability of
Almost all the aspects except ‘Avail-Physical and Financial Facilities to Pur-
ability of Diverse Viewpoints of the Inti- sue Interest and Hobbies’.

Table 6: Impact of Creative Abilities on Innovation Promotion Competencies

Model Coefficient of Multiple RSquare Adjusted R Square
Correlation ( R)
1 .354 125 122
Independent Unstandardized Coefficients Standardized t P
Variable Coefficients
B Std. Error Beta
Creative Abilities 95.810 4.958 19.326 .000
.389 .063 .354 6.180 .000

Predictors: Creative Abilities
Dependent variable: Innovation Promotion Competencies

Almost all the aspects except ‘Avail-been perceived as ‘moderately
ability of Diverse Viewpoints of the Inti- favourable’ by the managers (Table 7).
mate People (Diversity of Viewpoints)' The five aspects of the work environment
have been perceived ‘highly favourablewhich have been perceived as ‘highly
by the managerial personnel of the sefavourable’ by the managerial personnel
lected organizations; whereas, ‘Availabil-were: (i) ‘Degree of Stimulation’, (ii)
ity of Diverse Viewpoints of the Intimate ‘Encouragement and Reward to Creativ-
People (Diversity of Viewpoints)' hasity’, (iii) ‘Absence of Premature Criti-
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cism of Creative Ideas’, (iv) ‘Availabil- Physical and Financial Facilities to Pur-
ity of Detailed Constructive Feedback orsue Interest and Hobbies'.
Creative Idea’, and (v) ‘Availability of

Table 7: Social and Work Environment of Management Cadre in Selected Service Provider
and Manufacturing Organizations

Dimensions of Mean Value SD Extentof Dimensions Mean Value SD  Extent of

Social (N=270) Favorableness of (N=270) Favorableness

Environment of Social Work of Work
Environment Environment Environment

Absence of

Premature Negative

Feedback for Degree of

Creative Ideas 4.35 .584 High Stimulation 4.47 .693  High

Availability of

Encouraging
Communication

from Intimate Encouragement
People for and Reward
Creative Efforts 4.42 .604 High to Creativity 4.32 .594  High
Favorableness of
Social Absence of
Circumstances Premature
for Creative Criticism of
Learning 4.46 .676  High Creative ldeas 4.30 .557 High
Availability of Availability
Diverse Viewpoints of Detailed
of the Intimate Constructive
People Feedback on
3.32 .951 Moderate Creative Ideas 4.14 .639 High
Availability of Availability of
Autonomy for Physical and
Pursuing Financial Facilities
Creative Acts to Pursue Interest
4.30 .506  High and Hobbies 4.51 .719 High

Note: Standards for Analysis: If a mean value of the specific environment is above 3.5 it has been
considered as ‘highly favourable environment’. If the mean value is between 2 and 3.5 it has been
considered as ‘moderate favourable environment’; and, if the mean value is less than 2 it has been
considered as ‘less favourable environment’.

To find the impact of social environ- 8. Model 1 indicates that the value of R
ment on Innovation Promotion Compe-s .219, which means the relation ex-
tencies, multiple regression analysis iplained by the model is 21.9%. The co-
done, results of which are given in Tablefficient & is 3.449 which is significant
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Table 8: Relationship between Social Environment and Innovation Promotion Competencies
of Managerial Personnel (Results of Multiple Regression Analysis)

Model Coefficient of Multiple RSquare Adjusted R Square
Correlation ( R)
1 471 .222 .219
Unstandardized Coefficients Standardized Stgnificance
Coefficients
B Std. Error Beta
(Constant) 75.199 5.877 471 12.795 .000
Social Environment 2.449 .281 8.723 .000

Predictors: Social Environment
Dependent Variable: Innovation Promotion Competencies

and explained that social environment has To find the impact of work environ-
a positive impact on innovation promo-ment on innovation sponsoring capabil-
tion competencies. ity, multiple regression analysis is done

Table 9: Analysis of Relationship between Work Environment and Innovation Promotion
Competencies of Managerial Personnel (Results of Multiple Regression Analysis)

Model Coefficient of Multiple RSquare Adjusted R Square
Correlation ( R)
1 .518 .268 .266
Unstandardized Coefficients Standardized Significance
Coefficients
B Std. Error Beta
(Constant) 71.613 5.548 12.909 .000
Work Environment 2.503 .253 .518 9.894 .000

Predictors: Work Environment
Dependent Variable: Innovation Promotion Competencies

results of which are given in Table 9. Theehange, i.e. they have a low allergy to
value of Ris .266, which means the re-ambiguity. They feel confident that un-
lation explained by the model is 26.6% certainties can and will be clarified. They
The coefficient & is 2.503 which is sig-also tend to have foresight and see op-
nificant and explained that work environ-portunities in needs that are not currently
ment has positive impact on innovatiormet. They also have a clarity of direc-

promotion competencies. tion and do not get discouraged with set-
backs i.e. they have persistence and low
Discussion & Implications fear of failure. They are thorough, and

prepare well for meetings and presenta-
Kanter (1983) suggests that innovations. They have insight into organiza-
tive change agents are comfortable withional politics and a knack for spotting
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powerful or useful supporters. They tendion is a function not only of perceiving
to involve their colleagues and subordiinnovation abilities but also of possess-
nates in decision making, and they caing and applying such abilities. Social fac-
turn them on to put maximum effort astors such as feedback from others, ef-
team members. They freely share refective information systems, favourable
wards with others, especially the teanteadership styles and effective organiza-
members. They are tactful and discreetjon systems including reward systems
but persistent (Khandwala 2003). also influence the individual's efforts to
innovate. Keeping such observations in
The findings of the present study review, merely having innovation abilities
vealed that Innovation Promotion Com-may not lead to implementation in prac-
petencies of Indian managerial persontice. In the present study, most of the
nel are at higher or moderate levelstudied Innovation Promotion Competen-
which indicates toward favourable cli-cies have been perceived to be at high
mate for the implementation of innova-levels by the majority of the respondent
tion at work in the selected organizationsmanagers. However, their claims need to
However, merely the presence of innobe checked by the perception of their
vation promotion environment is notcolleagues at work regarding such claims
enough for adoption and application ofas well as by assessing the group per-
creative and innovative ideas at workKormance at work. Consensus of such
successfully as a number of factors ineross section perceptions will be closer
fluence such a process. The likelihoodo the reality. However, availability of
of introducing an innovation at work suc-Innovation Promotion Competencies in-
cessfully is a function of four generaldicates that the study organizations cer-
factors: (i) the individual's perception tainly have high potential for generation
about the need for change to occur in thef creative & innovative ideas and adop-
work role, (ii) the individual's perception tion & diffusion of innovations therein.
that change can be successfully implefhe impact of such potentials on the
mented in the work role, i.e., one’s effi-organization’s performance has not been
cacy beliefs concerning the implementameasured in the present study. Such an
tion of change, (iii) the individual’s per- issue needs to be taken up in future re-
ception that a positive outcome will re-search endeavours. Innovation Promotion
sult from the introduction of change, andCompetencies of managerial personnel
(iv) the individual's ability to generate and resultant innovations at a faster rate
new and useful ideas (Farr & Ford 1990)may enable the organization to consis-
Though individual innovation is not atently bring new quality products / ser-
function of some of the four factors, somevices that too at a lower cost as com-
multiplicative combination of the pared to that by the competitors. Fur-
individual’'s knowledge of innovative pos-ther, such competencies may enable the
sibilities is an important ability needed fororganizations to further add value to their
implementing innovations (Jain 2010).products / services for the purpose of
The actual effectiveness of an innovadelighting the customers. This combina-
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Microelectronics, Massachusetts: Ballinger
Publication.

tion creates a dynamic and sustainable
strategic position for an organization
which makes it a constantly moving tarpwivedi, R.S. (2005a), “Innovation — Sponsor-
get to the competitors (Kiernan 1996). ing Capability Among ExecutivesDelhi
This view points to the need for manag-  Business Review(1): 11-25.

ing effectively the main-stream opera-pwivedi, R.S. (2005b), “Evaluating Managers’
tions along with cultivating innovations in Innovation Sponsoring Capability for Sus-

their organizations. Paradoxically, the  tained Growth and Profit: An Empirical
need to manage main-stream competen- Study in Two Contrasting Organizations”,
. ffectivelv is oft h The Indian Journal of Industrial Relations,
cies effectively is often seen as hamper- 453y 313.38.
ing the development of successful inno- o
vation; and conversely, innovation is 42y, &, (980 Fvele oot Fion, o
force of instability, often requiring long Bo?as. Cemré,tryckeriet ABg ’
term vision and commitment to yield re-

sults (Lawson &Samson 2001). Ekvall, G. (1996), “Organizational Climate for
Creativity and Innovation'f.uropean Jour-
nal of Work and Organizational Psychol-
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